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SHOW 
~ SALES 


In these two words vou ll find the 
erux of NBC Television’s program 
philosophy. In application, it means 
that the subject of the program, 
whether it's news or a musical revue, 
should be created with pace and 
vlamour, with all the showmantlike 
trappings that can be used. But 
also it should be designed to be an 
efficient selling vehicle which will 
make maximum use of television's 
special selling talents. 

To see how this policy is working, 


let’s look at the record: ———» 


Today 
Home 
Your Show of Shows 


Philco-Goodyear 
Television Playhouse 


Colgate Comedy Hour 
Life of Riley 

Dragnet 

Ding Dong School 
Howdy Doody 

The Pinky Lee Show 
NBC Opera Theatre 
The Dennis Day Show 
I Married Joan 

Robert Montgomery Presents 
Zoo Parade 

Kukla, Fran and Ollie 
Mister Peepers 


Hallmark Hall of Fame 


Last year 125 advertisers found NBC 
Television's showmanship and its sales- 
manship eminently suited to their needs. 


It can work efficiently for you too. 


TELEVISION 


a service of Radio Corporation of America 
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The Wall St. Journal says ‘‘Detroiters’’ 
are ‘‘still flush.”’ They always have been. 
Ever since that red-letter day for labor 
back in 1913 when Henry Ford boosted 
wages to the previously unheard-of sum 
of $5 a day. Detroiters have usually led 
the nation not only in dollars earned, 
but in the more important willingness to 
spend freely. 


Not only are industrial wages here tops 
for the U.S. but the average family in- 
come in Detroit is $7100, also tops for 
the nation. 


Detroit is the hub — the focal point for 
America’s Motor Empire—the 25 county 
industrial area within a radius of 100 
miles from Detroit's City Hall. In this 
area with a buying capacity of more than 
eight billion dollars are 74% of Michi- 
gan's population; 70% of Michigan's 
homes; 76% of the state's retail busi- 
ness; 77% of the effective buying income. 


WALL ST. JOURNAL 


And this marvelous market is best cov- 
ered in its entirety by The Detroit Free 
Press, the only metropolitan morning 
newspaper in 1,420,000 homes—offering 
you entrée to one out of every three of 
the best homes in the area. 


Here is exclusive, non-competitive atten- 
tion value for your advertising that brings 
you better results at lowest cost. 


The Detroit Free Press 


You see the FASTER-GROWING friendly. Free Press everywhere 
JOHN S. KNIGHT, Publisher 


STORY, BROOKS & FINLEY, INC., NATIONAL REPRESENTATIVES 
Kent Hanson, New York, Retail Rep.; Hal Winter €o., Miami Beach, So. Resorts Rep. 
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.. or from Omaha to Oshkosh, or Sacramento to Scranton 
for that matter ... thousands of Sales Managers exert the 
tightest possible remote sales control over entire organi- 
zations every day. And this job that kicks sales curves 
upward takes a fraction of the time it used to. 

How do they do it? By using one or more profitable 
methods contained in this book (free). The book explains 
many proved-in-use sales control systems. You'll see how 
Kardex Visible Records give you a constant, up-to-date 
sales picture in concise, usable form, so you can direct your 
fieldmen to high-profit calls, big-volume customers, neg- 


lected accounts — turning “on your books” potential into 


gold, from Dallas to Detroit, in minutes with “manage- 
ment by exception” techniques. 

The right time is right now. The place to write is Rem- 
ington Rand, Room 1509, 315 Fourth Avenue, New York 
10. The book to ask for is KD524. You’ll wish you’d heard 
abcut it years ago. ; 


Rlemington. Fkand 
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INDEX TO COUNTY AND CITY 


DATA 


(Arranged alphabetically by states, territories and Canadian provinces) 


EXPLANATION OF CERTAIN COLUMNS 


. U.S.A. cities included (indented under county names) are those which had retail sales of mores than $10,000,000 in 1948. 


. The first column in State Income Breakdown tables is the map locating code. See page 245. 


. Numbers following certain county names refer to the Metropolitan County Area of which the county is a part. See pages com- 
mencing 186 for alphabetical list of these areas and their code numbers. 


. The estimate for families is synonymous with “private households.” 
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District of Columbia 
Florida 
Georgia 
Idaho 

Illinois 
Indiana 

Iowa 

Kansas . 
Kentucky 
Louisiana 
Maine 
Maryland 
Massachusetts 
Michigan ... 
Minnesota 


SECTIONAL 


County-City 
Data 
NEW ENGLAND 
Connecticut 
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Massachusetts 
New Hampshire 
Rhode Island 
Vermont 


MIDDLE ATLANTIC 
New Jersey 
New York 
Pennsylvania 


EAST NORTH CENTRAL 


Illinois 
Indiana 
Michigan 
Ohio 


Iowa 

Kansas 
Minnesota 
Missouri 
Nebraska 
North Dakota . 
South Dakota 
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States 


Mississippi 

Missouri 

Montana 

Nebraska 

Nevada 

New Hampshire 
ee a es : 
New Mexico .. 

New York 

North Carolina 

vo ees ! 
Ohio 

Oklahoma 

Oregon 

Pennsylvania 

Rhode Island 

South Carolina 

South Dakota 

Tennessee 


Vermont 
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Data 
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Delaware 302 
District of Columbia. 304 
Florida 

Georgia 

Maryland 

North Carolina 

South Carolina .. . 

Virginia 

West Virginia 


EAST SOUTH CENTRAL 


Alabama 
Kentucky 
Mississippi 
Tennessee 
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Arkansas ... 
Louisiana 
Oklahoma 


Arizona .. 
Colorado 


Idaho 
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Alberta 
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New Brunswick .... 
Nova Scotia 

Ontario 

Prince Edward Island 
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Saskatchewan 


OUR REGIONAL RESEARCH 


CAN HELP YOU 


Get Statistical Source Material, Public and Private 

Forecast Economic Trends for Specific Areas. 

Set Sales Quotas. 

lron Out Weak Spots in Distribution. 

Locate Boom Markets. 

Establish Market Potentials for Consumer and Industrial Products. 
Forecast Industry and Company Sales. 

Locate New Retail Outlets. 

Locate New Manufacturing Facilities. 

Secure Market Data on IBM Cards. 


Behind the statistics published in the SURVEY OF BUYING 
POWER lies the most complete collection of regional and local 
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ualized studies tailored to your needs. All inquiries welcomed. 
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Talking about markets .. . 
Look what happens in JUST ONE YEAR in the 
Fabulous Meetings Market* 


More people attend conventions than make up the populations of 14 
states combined. 


If all custom-built exhibits used in trade shows and expositions were piled 
one on top of the other, you would have an imposing edifice 720 times 
as tall as the Empire State Building. 


You could pave a 20-inch-wide path with dollar bills from Maine to 
Florida with the money spent at hotels by convention delegates and 
companies that stage sales meetings. 


Enough entertainment and musical talent are used by conventions and sales 
meetings to stage two elaborate Broadway productions in every 
city in the country over 5,000 population at the same time. 


The dollar volume from meeting business in the greatest convention city in 
America is higher than the city’s entire fiscal budget. 


Were all the motion pictures, filmstrips and slides prepared for sales meetings 
laid end to end they would stretch from New York to San Francisco 
and go part way back. 


To move—at one time—all delegates who travel to conventions you would 
> need 112,500 Pullman cars, plus 2,369 Constellations, plus 
5,405 buses, pilus six steamships. 


And this entire market is covered by only ONE publication... . 


Gal Meat 


MAGAZINE 


A Part Two of Sales Management 
1200 LAND TITLE BUILDING, PHILADELPHIA 10, PA. 


* if ycu have a product or seivice for this market . . . write for FABULOUS 
MEETINGS MARKET and get complete story of this $2 billion “customer”. 
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for the real lowdowm 


Mister Pius, our foot-loose mascot, has often scaled high places to explore 


the towering advantages of network radio. Especially Mutual’s. He now — 


plunges into the question of cost-per-thousand performance and takes 


some deep-sea soundings which sound just fine. Very especially Mutual's. 


On the over-all record for ’53 ( Jan.-Dec., as logged by Nielsen, that is), 


the average cost-per-thousand of all evening commercials on all radio 


networks is low...deep-down proof of the economy which no other 


medium can match. 


And which network hits bottom in this year-round, low-man tourney? 
Well, the diver on the right is Mister PLus, with a score for Mutual 
that is 22% lower than the average for the other three networks, and 


14% to 28% lower than any one of them! 


You will observe that Mister PLus works with a different sort of gear — 
just as the Mutual Network itself differs from the others. We differ in 
coverage patterns, for instance, with nearly twice as many stations 
as anybody else. We also differ in program ideas for listeners, and 


in profit ideas for sponsors. 


These facts explain why more clients than ever are now enjoying 


Typical Sponsors 
Using MBS at Night 
costs as low as $1.24" per thousand homes! (And that $1.24 AMERICAN HOME PRODUCTS 


lower costs than ever in Mutual waters —actual audience-delivery 


° ] d e d ] f T . ll CHEVROLET 
includes time and talent, o course. ) rue, we are virtually tetiien 
ld f :30 to 9: but there’s pri i vanes 

sold out from 7:30 to 9:15 pm, but there’s prime time 

JOHNS-MANVILLE 

available for your nets, day or night. JACQUES KREISLER 

LIGGETT & MYERS 

NEW YORK 

Why not set your course plusward? CHICAGO Wate 
HO 2-2133...LOS ANGELES Sawer 

MUTUAL BENEFIT 


DEEPFREEZE 


PROCTER & GAMBLE 
R. J. REYNOLDS 
8. O. S. 


> | = = v STATE FAR) 4 INSURANCE 
-its MU IZTUA LS onbil stamnancerece. 


*Nielsen Rating Basis 


UNTAPPED VEINS IN GRIT-AMERICA! 


Many advertisers today, in their 
search for new and _ broader 
markets, are overlooking the 
richly productive, untapped veins 
of Small-Town America. 


Here, where few towns of less 
than 2,500 have newspapers — 
where newsstands are few and 
far between, and where magazine 
subscription crews cannot oper- 
ate profitably—GRIT holds sway 
as a complete family publication 

.. with features for every mem- 
ber of the Small-Town Family. 


GRIT’S 80-20 editorial-to-adver- 
tising ratio means that advertis- 
ing gets seen and remembered. 
This is proved over and over 
again by documented case his- 
tories (See Case History No. 19). 


If you'd like to cash in on un- 
tapped veins in GRIT-America 
for a very small advertising in- 
vestment .. . ask to see Case His- 
tories showing how the power 
of GRIT has paid off for GRIT 
Advertisers in greater sales, in 
gains against competition. 
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CASE HISTORY No. 19 


An Outstanding Sales Record! 


Camel Cigarettes have advertised 
in GRIT for some 20 years. 
Camels lead all brands by a wide 
margin. Nationally, they lead with 
26.5% of all cigarette sales. In 
GRiT-America, Camel's share is 
over 40%. 


YES=—YOU CAN STILL 
STRIKE IT RICH 
IN OUR COUNTRY! 


GRIT PUBLISHING COMPANY 


WILLIAMSPORT, PA. 


Represented by Scolaro, Meeker & Scott in New York, Chicago, Detroit 
Philadelphia and by Doyle & Hawley in Los Angeles and San Francisco. 
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To secure a full understanding of this Survey, read these introductory articles before 
attempting to use the state-county-city-metropolitan area data pages. They explain the 
methods and techniques used, meaning of the headings, the sources, limitations if any, 
and illustrations of how the data are used by subscribers in solving a variety of sales 


Twenty-five years of market re- 
search and analysis stand behind this 
silver anniversary edition of the Sur- 
vey of Buying Power. 

Since 1929 the Survey has appeared 
in the Spring of each year offering an 
objective evaluation of the economic 
and marketing changes recorded in 
the year just past—in good times and 
bad, war and peace, mobilization and 
demobilization. Over these years, the 
Survey has followed and attested to 
those great population shifts from 
farm to city, from east to west, from 
south to north, and to other equally 
significant marketing changes that 
have characterized the last two-and-a- 
half decades. This constantly expand- 
ing body of “know-how” enables us 
to say with complete sincerity that 
each successive Survey has been the 
finest, most up-to-date, complete, ac- 
curate. } 

The past five years particularly have 
been interesting, difficult, exciting 
years, for the Survey has had to meet 
the challenge posed by the five great 
post-war Censuses—Census of Manu- 
factures (1947); Business (1948); 
Agriculture (1949), Population 
(1950), and Housing (1950). These 
vast governmental surveys provide 
benchmarks to help fix our sights for 
the marketing changes of the Fifties. 
Since Census material is often out- 
dated before its release we find it 
necessary not only to align ourselves 
with official marketing data of the 
recent past, but to anticipate market- 
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and advertising problems. 


ing facts of the future. Our current 
estimates of retail sales must stand up 
to the test of a new Retail Census—to 
take place probably within the next 
two years. 

Every year the work required for 
the Survey underlines for us the vast- 
ness and variety of these United States 
—the divergencies from region to re- 
gion, from industry to industry, from 
market to market. We are proud that 
we can measure these changes in eco- 
nomic activity while they are in the 
making and incorporate them in each 
Survey of Buying Power as a “census 
brought up-to-date.” 


New Features of 
the 1954 SURVEY 


1. Urbanized Population 


The Survey this year shows for each 
county the number of persons living 
in areas defined by the Census Bu- 
reau as “Urban” in character. The 
Census definition of “urban” popula- 
tion includes all places of more than 
2,500 persons plus the densely settled 
“urban fringe” areas surrounding 
cities of more than 50,000 persons. 
The “fringe” can include, according 
to the Census Bureau: 

a. Incorporated places with fewer 

than 2,500 inhabitants in an area 


with a concentration of 100 
dwelling units or more, and a 
density within this concentra- 
tion of 500 or more per square 
mile. This density represents ap- 
proximately 2,000 persons per 
square mile and normally is the 
minimum found associated with 
a closely-spaced street pattern. 
. Unincorporated territories with 
at least 500 dwelling units per 
square mile. 
Territories devoted to commer- 
cial, industrial, transportational, 
recreational and other purposes 
functionally related to the cen- 
tral city. 
Outlying noncontiguous areas, 
incorporated or unincorporated, 
meeting the residential density 
requirements, i.e., all outlying 
areas within 1% miles of the 
central contiguous urban area. 
Urbanized population, defined in 
this way, serves as a useful indicator 
of the sales potential for a wide as- 
sortment of goods and services where 
demand, because of differences in 
styling or taste, varies with the degree 
of urbanization or density of popula- 
tion. See page 45 for some samples 
of how urbanized population can be 
used to calculate the potential for 
some quality or style merchandise. 


2. New Metropolitan Areas 

The reception accorded our defini- 
tion of new potential metropolitan 
areas has encouraged us to extend the 
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number of potential areas this year to 
include nine additional areas: Billings, 
Great Falls, and Butte-Anaconda, 
Montana; Quincy, Illinois; Newark, 
Ohio; Hutchinson, Kansas; Paducah, 
Kentucky; Las Vegas, Nevada; Bur- 
lington, Vermont. This brings the total 
number of metropolitan areas, both 
standard and potential, to 233. (See 
page 184.) 


3. Income Distributions 

Disposable (Net Effective Buying) 
income—the amount of money people 
retain after payment of state and fed- 
eral taxes—is the key indicator of 
purchasing power, and therefore of 
the potential demand for consumer 
goods and services. The estimates of 
such income, distributed among coun- 
ties and cities, published exclusively 
in annual issue of the SALES MANAGE- 
MENT Survey of Buying Power for 
a quarter of a century, have served as 
a key factor in setting regional sales 
quotas and advertising allocations for 
American industry. If it were possible 
to obtain income distributions for all 
counties, attention could then be fo- 
cused on those variations in the in- 
come make-up of each market which 
tend to be concealed by broad aggre- 
gates and averages of income. 

It is therefore with great pride that 
SALES MANAGEMENT offers for the first 
time in this Survey, complete income 
distributions for all counties. These 
distributions indicate the proportion of 
consumer spending units in each coun- 
ty in the following income groups: 
$0 to $2,499; $2,500 to $3,999; 
$4,000 to $6,999; $7,000 and over. 

We also show what proportion of 
the total net effective buying income 
of each county falls into each of these 
income groups. These distributions 
make possible a far more highly re- 
fined analysis of the composition of 
purchasing power for all areas than 
has ever been possible. On page 26 we 
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discuss the derivation and significance 
of this new body of data, which we 
feel will develop into one of the most 
flexible aids to market research. The 
income distributions themselves are 
presented for all counties arranged 
alphabetically within states, and will 
be found in the county-city section of 
the Survey, following each State. 


4. New Suburban 
Shopping Centers 

One of the interesting new retailing 
developments of the post-war years 
has been the decentralization of re- 
tailing. This has been exemplified by 
the creation of suburban branches of 
department stores, usually in connec- 
tion with shopping centers, and has 
resulted in significant shifts away from 
the downtown shopping areas of the 
larger cities. When the plans for a 
Census of Retail Trade in 1953 were 
scrapped, the research staff of SaLes 
MANAGEMENT felt it necessary to con- 
duct its own survey of developments 
in this field in order to take into ac- 
count the remarkable retail sales vol- 
umes registered in areas where new 
department store branches have been 
organized. These have effected great 
changes in merchandising relation- 
ships. (See page 18.) 


The Men Behind 
the SURVEY 


The creation of the 1954 Survey 
utilized the full resources of the SALES 
MANAGEMENT staff, the New York 
Service Bureau of the International 
Business Machines Corporation (re- 
sponsible for the literally countless 
computations involved in this proj- 
ect), The Barnard Tabulating Agency, 
and Market Statistics, Inc. The latter 
firm maintains the largest file of cur- 
rent regional research materials in the 
country. 

Actually, of course, the full num- 
ber of economists, statisticians, and 
technicians drawn upon by SALEs 
MANAGEMENT and participating in 
the project would have to include 
many leading Government statisti- 
cians, plus officials connected with 
regional research agencies located in 
nearly every state of the union. Our 
overall projections of p»pulation, fam- 
ilies, retail sales and disposable in- 
come have been reviewed by such 
officials as Howard G. Brunsman, 
Chief of the Population and Housing 
Division of the Census Bureau, Dr. 
Paul C. Glick, in charge of Source 
Statistics at the Census Bureau, Dr. 
Louis J. Paradiso, Chief Statistician of 


the Office of Business Economics; and 
Robert Graham and Charles Schwartz 
of the National Income unit of the 
Department of Commerce. 

The coordination and analysis of 
the full flow of statistical information 
were directed, as in the past, by Dr. 
Jay M. Gould, assisted by the follow- 
ing members of the Market Statistics 
research staff: Alfred Hong, Chief 
Economist; Thelma Hecht, Paul 
Hecht, and Philip Wendrow, research 
associates. The IBM computational 
procedures were developed in con- 
sultation between Market Statistics 
and the New York Service Bureau of 
the International Business Machines 
Corporation. 

One of the most useful by-products 
of this technical collaboration was the 
transfer to IBM cards of the huge 
volume of regional information .on 
which the final estimates were based. 
The IBM cards containing both the 
published and unpublished material 
are available to market research men 
at nominal cost. It is with great satis- 
faction that SALES MANAGEMENT can 
report that increasing numbers of 
market research directors have in the 
past year made use of the punched 
cards containing data published in 
previous Surveys of Buying Power. 
For many, the punched cards elimi- 
nated the tedious task of transferring 
data out of the Survey and rearrang- 
ing sales areas by hand. For example. 
all major radio and television networks 
purchase decks of IBM cards contain- 
ing all Survey data, so that their mar- 
kets can be analyzed even in advance 
of publication of the Survey. For 
others, the cards have proved ex- 
tremely useful in the analysis of mar- 
kets. (Some of these special applica- 
tions of the Survey IBM cards are 
discussed on page 40.) Those inter- 
ested in special IBM analyses of the 
1954 Sates MANAGEMENT data, or in 
the purchase of IBM cards containing 
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such data should write to Dr. Jay M. 
Gould, Market Statistics, Inc., 432 
Fourth Avenue, New York 16, N. Y. 
Telephone: MUrray Hill 4-3559. 


Data Sources and 
Techniques 


a. Population 


Population estimates relate to Janu- 
ary 1, 1954—a 45-month projection 
from the April, 1950 Census bench- 
mark. These projections for number of 
persons and families in each county 
and city were based on (1) individual 
growth trends as established over the 
past decade. (2) Correlation Factors: 
In 300 areas where a definite positive 
relationship had been established be- 
tween population growth and current 
sales figures the latter were used to 
adjust population. (3) Chamber of 
Commerce reports. Every Chamber of 
Commerce in the nation was solicited 
by mail, telegrams and follow-up in- 
quiries to report for the city and 
county involved changes in population 
since 1950, changes in the number of 
public utility connections since 1950, 
plus any unusual economic develop- 
ments which might affect population 
growth. The research staff places great 
emphasis on this aspect of the Survey, 
for a realistic population figure is the 
most basic and essential ingredient in 
a successful market analysis problem. 
The overall percentage of returns on 
this canvass of Chambers of Com- 
merce was 95%. 


How the Census Defines 
a “Family” , 


Probably more confusion centers 
about the concept of “family” than 
about any other single important gov- 
ernment statistic. Our use of the term 
“family” is synonymous with what the 
Census Bureau now calls a private 
household or dwelling unit. It is de- 
rived from the government definition 
of “household,” which includes all per- 
sons occupying a house, an apartment 
or other group of rooms, or a room re- 
garded as a dwelling unit. Thus any 
occupied dwelling unit can be re- 
garded as a household. The confusion 
arises from the fact that this unit was 
called a “family” in the 1980 Census 
of Population, and a “private house- 
hold” in the 1940 Census, and there- 
fore many people regard th-se terms 
as interchangeable. But the Census 
Bureau now reserves the term “fam- 
ily” for “a group of two or more per- 
sons related by blood, marriage or 
adoption and residing together.” 
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Difficulties in concept arise in cer- 
tain situations: 

(1) A single person living alone in 
an apartment or dwelling unit, is 
counted by SALES MANAGEMENT as a 
family (or private household, Census 
usage) provided he does not live in a 
hotel, rooming house, college dormi- 
tory, Army barracks, or any other in- 
stitution. The Census does not regard 
such institutional residents as occupy- 
ing dwelling units, nor do we. This 
creates a problem in the Census area 
breakdowns on occupied dwelling 
units or private households because 
the population figures do include per- 
sons residing in such units. For the 
first time in Census history, Govern- 
ment enumerators in 1950 included 
college students residing in college 
dormitories during the week the Cen- 
sus was taken, in the Census count 
for the community involved, along 
with military personnel and other in- 
stitutional residents. This was done on 
the principle that all persons be count- 
ed as usual residents of the community 
in which they sleep more than half 
the week, even though they maintain 
permanent residence elsewhere. For 
large urban areas the resulting dis- 
crepancy between population and the 
number of households (which excludes 
such “quasi-households”—the official 
term for institutional residents), is 
slight, and can be ignored. (As an 
example, the discrepancy is not large 
enough to show up in San Diego, 
which has a large military popula- 
tion.) However, discrepancies do show 
up in many smaller areas where such 
institutional residents form a signifi- 
cant part of the total population. The 
ratios of persons per household for 
such communities will be far greater 
than normal, as illustrated by the fol- 
lowing cases: Baldwin Co., Ga. 
(prison); Chattahoochee Co., Ga. 
(military); Champaign, Ill. (univer- 
sity); Riley Co., Kan. (military); Lake 


Charles, La. (military); W. Feliciana, 
La. (prison); E. Feliciana, La. (men- 
tal inst.); Ann Arbor, Mich. (univer- 
sity); Ithaca, N. Y. (university); 
Norman, Okla. (university); State 
College, Pa. (university); La Mesa, 
Texas (military). 

(2) Suppose a single person boards 
with a family in an apartment. The 
Census Bureau would define such an 
establishment as a single household. 
If he is not related to the family, how- 
ever, such an establishment is regard- 
ed as constituting an additional “Con- 
sumer Spending Unit.” The total 
number of families and unrelated in- 
dividuals (i. e. spending units) thus 
exceeds the total number of house- 
holds. Since the SaLES MANAGEMENT 
“family” is identical to the Census 
“household,” unrelated individuals liv- 
ing with families are treated here as 
part of the single household in which 
they all reside. 

(3) It will be noted that the num- 
ber of private households in the 
United States as of January 1, 1954, 
is estimated in the new Survey of 
Buying Power at 47,560,300, nearly 
2 million higher than the January 1, 
1953, figure carried in the last year’s 
Survey. 

A little less than one million of this 
increase represents the addition in new 
household formations during the year 
while the remainder represents a basic 
revision which requires some explana- 
tion. 

The new figure is consistent with 
an estimate for April, 1953, of 46.8 
million, recently released by the Cen- 
sus Bureau (Series P-20, #48), which 
in turn is comparable with a Census 
Bureau estimate for March 1950, of 
43.8 million. 

The difficulty arises from the fact 
that these estimates, which are based 
on a large annual sample called the 
Current Population Survey, exceeded 
by one million the actual count of oc- 
cupied households conducted as part 
of the Census of Housing. (42.8 mil- 
lion as of April, 1950.) 

The Census Bureau feels strongly 
that the higher figure is preferable, 
even though based on a sample (and 
even though the smaller figure was 
based on a complete count), primarily 
because, in the words of the Census 
Bureau, “The better trained and more 
experienced Current Population Sur- 
vey enumerators probably did a better 
job of classifying marginal cases.” 

Census Bureau officials have indi- 
cated that in all future releases on 
number of households they will ad- 
here to the higher level, which they 
feel is fully “consistent with the pop- 
ulation levels of the 1950 Census.” It 
therefore appeared desirable to re- 
align all estimates of households in 
the Survey of Buying Power to the 
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new and higher level. The increase has 
been distributed _ proportionately 
among all counties and cities. One 
consequence of the change is that all 
estimates of per family income and per 
family sales are automatically reduced 
by over 2%. 

(4) We also include in the Survey 
estimates for each county of the num- 
ber of “consuming spending units,” 
which are more extensive than the 
private household concept in that they 
make separate allowances for doubled- 
up families and individuals living in 
quarters not classified as dwelling 
units (boarding houses, hotels, mili- 
tary barracks, colleges, etc.). 

The total number of consumer 
spending units as of January 1, 1954, 
totaled about 55 million, of which 
about 43 million consisted of so-called 
“primary families” (i.e. families in- 
cluding among its members the head 
of a household), and about 2.5 mil- 
lion “sub-families” (i.e. the so-called 
“double-up” married couples or parent- 
child groups sharing the living quar- 
ters of relatives). This gives us a total 
of 45.5 million families to which we 
must add about 9.5 million “unrelated 
individuals,” officially defined as per- 
sons (other than inmates of institu- 
tions) who were not living in family 
groups. An “unrelated individual” may 
be (a) a household head living alone 
or with non-relatives only, (b) a 
lodger or resident employe with no 
relatives in the household, or (c) a 
“quasi-household” member who has 
no relatives living with him. (Note: 
A “quasi-household” is the Census 
term for persons living in institutions, 
hotels, and rooming houses. It always 
comes as a surprise to many that such 
quarters are not included in the Cen- 
sus Bureau count of housel.olds or 
dwelling units. ) 


It is obvious that any definition of 
consumer units that does not include 
all the above categories will fall short 


of accounting for all income earned. 
The consumer spending unit concept 
is therefore the appropriate one to use 
in accounting for the distribution of 
total personal income. 


b. Retail Sales 


Our estimates of retail sales for 
counties and cities for 1953 will soon 
be subject to a check by a Census of 
Retail Trade, tentatively scheduled to 
cover the year 1954. Users of the 
Survey will recall that our estimates 
for $948 proved to be remarkably 
close to the published results of the 
1948 Census of Retail Trade (“How 
Good is the Sales Management Survey 
of Buying Power?” SaLes MANACE- 
MENT, July 15, 1950). 

The secret of our success in project- 
ing Census benchmark figures on retail 
sales lies in the very great pains we 
take to collect current data on eco- 
nomic trends for a large group of so- 
called “key” counties. In past Surveys 
we were able to increase the number 
of key counties each year to total 500 
last year, which accounted for over 
nine-tenths of total sales. For these 
500 counties Market Statistics, Inc., 
has been able to develop continuous 
records on a monthly and annual basis 
of population, sales, bank debits, in- 
come, etc., extending in some cases 
back to 1929, the first year in which 
the Survey of Buying Power was pub- 
lished, and these records constitute the 
basis for projecting the estimates for 
the current year. Variations in the 
quality and quantity of the available 
current data require careful individual 
consideration for each key county. 

In past Surveys estimates were first 
made for key counties. These were 
then subtracted from independently 
derived state totals, and the remainder 
allocated among all residual (mainly 
rural) counties according to the re- 
lationships established in the last Cen- 
sus year. The difficulty with this 
method is that the rural counties, even 
though they are not too important in 
a quantitative sense, are treated in a 
mechanical fashion, without much in- 
dividual consideration. In this Survey, 
as in the one preceding, we were par- 
ticularly concerned with getting all 
our county and city estimates of re- 
tail sales in line for the pending Cen- 
sus of Retail Trade. We therefore ex- 
panded the number of key counties 
to the point where we can say we have 
treated ‘individually every county in 
the country having as few as 1,000 
persons. Naturally, the quality of data 
is highest in those states which have 
had sales tax collection figures on a 
county basis extending back several 
years, but there are very few counties 
in the nation for which we do not 
have enough back data on sales—based 
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on past Census data, bank debits, de- 
partment store sales, etc.—on which 
to base a realistic projection for this 
past year. 

Sales tax data, available for 31 
states,° cannot be used “in the raw.” 
First, the data for sales tax states must 
be adjusted to comparable bases, for 
there are great differences among 
these states with respect to tax rates 
and coverage. For each state it was 
necessary to trace the change in tax 
collections since 1948, excluding from 
consideration all activities not covered 
by the U. S. Census Bureau’s defini- 
tion of retail trade, such as service 
trades, wholesaling, utilities, amuse- 
ment industries and the like. Allow- 
ances had to be made for changes 
in the tax law or the tax rate over 
the period. 

The cumulative percent changes 
over the years were then applied to 
the basic 1948 Census retail sales total 
to yield sales estimates in 1953 for 
the tax states. These in turn could be 
used, to some extent, to throw light 
on the volume of sales in non-tax 
states. For example, certain typical 
statistical relationships within sales tax 
states emerged between sales and in- 
come, and between sales and popula- 
tion, which could be applied to other 
non-tax states of a similiar economic 
character within the same _ regions. 
These results were then checked 
against other regional sales indicators, 
such as the Department of Com- 
merce’s monthly survey of the sales of 
independent retailers, the Federal Re- 
serve Board’s monthly tabulation of 
banked bits (an extremely good indi- 
cator), and the Federal Reserve 
Board's monthly reports of department 
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store sales, available for a limited list 
of large cities. 

The reports mentioned immediately 
above are of major assistance in de- 
termining the proportion of a state’s 
sales to be allotted to the various coun- 
ties and cities. In the case of sales tax 
states, collection figures by counties 
can be used as a cross check against 
estimates arrived at through the use 
of these indicators of regional sales. 
Preliminary estimates are checked 
against relationships between state 
and county as shown by the 1948 Cen- 
sus. These many checking operations 
have resulted in refinements which 
enable us to offer reasonable explana- 
tions for every significant figure. 


Decentralization 
of Sales 


The post-war years have seen the 
old downtown market districts of the 
large metropolitan cities give way to 
suburban shopping centers. This shift 
has been accelerated by the improved 
traffic and parking facilities available 
outside the heavily congested business 
districts. Although there are indica- 
tions that a reaction has already begun 
to set in—more and more large cities 
are beginning to make plans for ar- 
terial highways and improved park- 
ing facilities to protect the position 
of the downtown shopping center— 
decentralization has already made 
some profound alterations in the re- 
tailing map. 

The erection of new department 
store branches in such relatively small 
communities as White Plains, Man- 
hasset, Hempstead, Framingham, 
Millburn, and Evergreen Park, to 
name a few of the more outstanding 
cases, has literally overnight trans- 


formed them into major market areas 
whose true current status has not as 
yet been recognized in any official 
Census canvass. 

When plans for the 1953 Retail 
Trade Census were postponed, we felt 
it necessary to make our own survey 
of this new and rapidly growing de- 
velopment, in an effort to keep our 
sales estimates as current as possible. 

With the help of the reasearch staffs 
of scores of local newspapers through- 
out the country, we have compiled a 
fairly complete private census of all 
new department store branch and sub- 
urban shopping center operations, the 
results of which have been incorpo- 
rated into the present Survey. Accord- 
ingly, the discerning reader will fre- 
quently note extremely sharp increases 
in general merchandise and total sales 
over figures published in last yeaz’s 
Survey, reflecting this set of revisions. 


Categories of Retail Sales 


The first column under retail sales 
is “Dollars in Thousands,” followed 
by “% of U.S. A.” Similar percentage 
figures are given for population and 
Effective Buying Income, so that users 
of the Survey can see at a glance both 
the quantity (dollars) and the quality 
(percentage) factors of a given county 
or city as between counties and cities. 

The Food Store group includes 
grocery stores (without meats), com- 
bination grocery and meat stores, dairy 
products, milk dealers, meat markets, 
fish markets, candy and nut stores, 
confectionery stores, delicatessen 
stores, fruit and vegetable stores, bak- 
eries and caterers, egg and poultry 
dealers, and “other” food stores. 

The General Merchandise stores in- 
clude department stores, dry goods 
stores, general merchandise stores with 
food, general merchandise _ stores 
(others) and variety stores. 

The Furniture - Household - Radio 
group includes furniture stores, floor 
covering stores, drapery-curtain-up- 
holstery stores, china-glassware-metal- 
ware stores, interior decorators, an- 
tique shops, other home furnishing 
stores, household appliance dealers, 
radio-household appliance stores, radio 
stores, radio-musical instrument stores. 

The Automotive group includes 
dealers handling both new and used 
autos and trucks; tire, battery and ac- 
cessory dealers; outlets handling the 
sales of new and used motorcycles, 
boats, etc. 

Drug stores include those with and 
without fountains, and proprietary 
stores without prescription depart- 
ments. 

In addition to these familiar cate- 
gories of retail sales, we include below 
definitions for seven additional types 
of outlets, for which we present 1953 
sales estimates for all metropolitan 


areas (page 207 through page 210): 

The Eating and Drinking Places. 
Group includes retail establishments 
selling prepared foods and drinks for 
consumption on the premises, and 
luncheon counters and refreshment 
stands selling prepared foods and 
drinks for immediate consumption. 
Restaurants and luncheon counters op- 
erated as leased departments within 
other retail businesses are treated as 
part of the establishment in which 
they are located. However, restaurants 
and luncheon counters operated as 
leased departments or concessions in 
businesses other than retail, are in- 
cluded in this classification as eating 
and drinking places. 

The Apparel Group includes stores 
primarily engaged in selling clothing, 
shoes, hats, underwear, and related 
articles for personal wear and adorn- 
ment; custom tailors carrying stocks 
of material, and furriers, are also in- 
cluded in this group. 

Gasoline Service Stations are de- 
fined as establishments primarily en- 
gaged in selling gasoline and other lu- 
bricating oils. These establishments 
often carry other lines of merchandise 
or perform other services and repair 
work. 

The Lumber Yard and Building 
Materials Group includes lumber yard 
and retail establishments primarily en- 
gaged in selling lumber, shingles, 
woodwork and other millwork. Sales 
are made locally, primarily to home 
owners, farmers and special trade con- 
tractors; establishments selling pri- 
marily to builders and general con- 
tractors are classified as wholesale 
trade (and not included here); build- 
ing materials dealers are primarily en- 
gaged in selling material other than 
lumber and millwork such as brick 
and tile, cement, sand, gravel, lime, 
wallboard and rough materials. 

Hardware Stores are retail establish- 
ments primarily engaged in selling a 
number of basic hardware lines, such 
as tools, builders’ hardware, paint and 
glass, houseware and household ap- 
pliances, cutlery and rough materials. 
These establishments may also sell 
farm implements. 

Liquor Stores are retail establish- 
ments primarily engaged in selling re- 
tail packaged alcoholic beverages, 
such as ale, beer, wine and whiskey 
for consumption off the premises 
Liquor stores operated by states, coun. 
ties and municipalities are included. 
although in some states with Dry laws, 
this category of retail outlet will not 
appear. Stores selling prepared drinks 
for consumption on the premises are 
classified as drinking places. 

Jewelry Stores are primarily en- 
gaged in selling at retail any combi- 
nation of lines of jewelry such as dia- 
monds and cut precious stones mount- 
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counties that account for 88% of U.S. retail sales. 


~ 100% single copy sales ...4,000,000 guaranteed 
circulation in all 48 states and Canada. 


Highest percentage of reader-families 


with children among the top ten magazines... 
and most children per reader-family. 


Lowest cost per-page-per-thousand 
of the top ten magazines. 


IN 
FAMILY 
CIRCLE 

— youre in 
the market 
to sell! 


FAMILY CIRCLE GIVES YOU MOST FOR 
YOUR MONEY IN UNDUPLICATED AUDIENCE 


You can pay plenty for costly duplication when you use 
combinations of leading subscription-type women’s magazines. 
You'd have to use many of them to reach a substantial 
part of Family Circle’s audience. 

For example, in reaching $3,000 to $7,000 income family 
units, subscription-type magazines A and B duplicate each 
other by more than 30%, while magazine A and Family Circle 
duplicate each other by only 20%! And in the over $7,000 
income brackets, as much as three times the duplication exists 
among pairs of women’s subscription magazines, versus 

combinations of Family Circle and a subscription magazine. 

To top it all, Family Circle, alone, gives you the lowest cost 
per-page-per-thousand of them all! 

Buy Family Circle first. Then, if you want combinations, 
add other magazines. 
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type women’s magazine [2 


ed in precious metals such as rings, 
bracelets and brooches; sterling and 
plated silverware, watches and clocks. 
Stores primarily engaged in watch and 
jewelry repair are classified in the 
service trades and not included in 
this listing. 

SM’s estimates for the store cate- 
gories defined above are projected 
from the 1948 base established by the 
Census of Business. 

Census provides a breakdown by 
type of store. Therefore Census fig- 
ures, and SM estimates, are only 
broadly indicative of commodity sales. 
The jewelry category, for example, 
covers only the sales of stores classi- 
fied as jewelry stores. any department 
stores have jewelry departments; their 
sales are credited to the department 
store of which they are a part, and are 
included in the General Merchandise 
category. 

Similarly, the field of packaged liq- 
uor covers only the specialty stores. 
In some states this results in an un- 
avoidable underestimate of industry 
volume. In the San Francisco-Oakland 
area, for example, the estimates will 
apply only to the 1200 specialty stores, 
and do not measure packaged liquor 
sales made in some 1600 other stores 
such as drug and grocery which are 
licensed to sell packaged liquor. 


Treatment of Mail Order Houses 


Included in the General Merchan- 
dise group are both the mail order de- 
partments and the retail stores of the 
big Chicago mail order houses, since 
none of these companies is willing to 
give a detailed breakdown in its mail 
order business. Certain cities, particu- 
larly Chicago, also had bloated Gen- 
eral Merchandise sales reported in the 
1948 Census, although all of the mail 
order companies have decentralized 
their operations by opening up more 
and more branch houses. We have 
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received many requests to evaluate 
the importance of catalogue sales of 
mail order branch houses. In many 
cities in which the branches are lo- 
cated, such catalogue sales swell the 
general merchandise sales total to a 
remarkable degree. In order to make 
these general merchandise data reflect 
the true marketing potential of the 
areas involved, we made the following 
set of estimates covering the catalogue 
sales of the four major mail order 
houses for the year 1952, for the 
eighteen cities in which such sales 
are important. When we published 
these estimates in the last Survey, we 
stated that we offer no guarantees as 
to the accuracy of these estimates, 
though we would naturally welcome 
any comment on their accuracy from 
any one who might be in a position 
to offer such comment. We have had 
no indication in the past year that any 
of the estimates are seriously out of 
line, so we repeat the estimates for 
those desiring to make their own ad- 
justment. We cannot deduct such sales 
since we want to keep our estimates 
additive to the national sales total. 


Catalogue Mail Order Sales as % of 
Total General Merchandise Sales in 1952 


Chicago, Ill. 35.3 
Kansas City, Mo. 39.7 
Minneapolis, Minn. 30.0 
Philadelphia, Pa. 17.8 
Boston, Mass. 26.8 
Atlanta, Ga. 37.5 
Memphis, Tenn. 33.7 
Dallas, Texas 30.3 
Los Angeles, Calif. 14.0 
Seattle, Wash. 26.7 
Greensboro, N. C. 42.2 
Denver, Colo. 25.2 
Portland, Ore. 30.4 
St. Paul, Minn. 36.6 
Oakland, Calif. 20.7 
Baltimore, Md. 22.7 
Albany, N. Y.* 62.0 
Fort Worth, Texas 33.0 


It may be well to point out again 
that both the Bureau of the Census 
and the SALES MANAGEMENT Survey 
report on store sales only, and not on 
commodity sales. The drug store fig- 
ures, for example, do not include the 
sales of drug items in department 
stores, super markets or other stores 
that may sell some drug or toilet goods 
as a sideline. 

In 1953, the retail sales were about 
69.9% of Net Effective Buying In- 
come, but this relationship varies from 
state to state, county to county, and 
city to city, depeiding on such fac- 
tors as the trading radius of a com- 
munity, the size of the average family 
income, the savings habits of the peo- 
ple. Some counties, and many cities, 


* Includes town of Menands, just outside the 
Albany city limits where a large mail order 
branch is located. 
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have retail sales which are greater 
than the Net Effective Buying Income. 
This seldom means that the people in 
those communities are living beyond 
their income. Almost always it means 
that the city or county draws retail 
trade heavily from a wide outside 
area. 


The Estimates of Income 


The concept of “income” is a fre- 
quent source of confusion. The aver- 
age business man nowadays is fre- 
quently forced to find his way through 
a staggering maze of Government sta- 
tistics in order to relate his own situa- 
tion to that of the economy at large. 
He will run into the terms, “national 
income,” “gross national product,” 
“personal income,” and “disposable in- 
come,” which are not at all inter- 
changeable, though they frequently 
are regarded as equivalent terms. 

Let us start with “national income,” 
which in any year consists of the 
money received by all the traditional 
“factors of production of land, labor 
and capital.” This is what you get if 
you add the wages and salaries re- 
ceived by all wage earners and sal- 
aried employes, plus the profits of all 
firms whether incorporated or not, plus 
payments of interest, dividends and 
other types of property income such 
as rentals to landlords, etc. “Personal 
income” excludes the profits of busi- 
ness enterprises from national income 
in order to emphasize the distribution 
of income among individuals receiving 
either wages, salaries, profits or prop- 
erty income. In order to indicate how 
much of this income is available for 
expenditure for the goods and services 
produced by these factors of produc- 
tion, we subtract from personal in- 
come all tax payments to federal, state 
and local governments. The Govern- 
ment calls the resulting figure “dis- 
posable personal income.” Our own 
concept of “Net Effective Buying In- 
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How shipping experts 


close more sales 


Have your salesman try this line: “We can ship it 
Railway Express and you'll have it next Friday, ready 
to use!” Local Railway Express Agents can help your 
field men plan shipping schedules to suit customers, 
and close sales! 


time a new promotion 


When you’ve got to be sure about timing, call in your 
local Railway Express Agent. He’ll work with you to 
make sure your products are on store counters—or in 
distributors’ hands—at the right time. 


keep customers satisfied 


To supply the demand while it’s hot, ship by Railway 
Express. Prompt delivery of reorders helps dealers 
and distributors keep inventories economically low. 
Receipts at both ends give you and your customers 
double protection. 


SERVING AMERICA FOR 


115 YEARS 


Turn distribution problems over to your 
local Railway Express Agent. He’ll see 
that you get fast, dependable shipping 
service—from pickup through delivery 
—within Railway Express vehicle limits 
everywhere. By rail or air, whatever you 
ship, count on Railway Express to get it 
there swiftly, safely, surely. Remember, 
for help from shipping experts . . . call 
your local Railway Expressman. 
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come” is nothing more than the dis- 
posable income available for spending 
in the various states of the Union.*® 

In recent years, Government statis- 
ticians have included in the above 
definitions of income (and we have 
followed suit) one item that should 
be mentioned. This is “imputed rentals 
of owner-occupied homes.” The: rea- 
soning is that owners of such homes 
have the option of renting the unit to 
others, in which case they would de- 
rive a rental income. By including 
imputed rental incomes, we avoid 
changes in the national income total 
resulting from shifts in the number of 
home-owners (who account for more 
than half of all homes) who decide to 
rent to others. 

Finally, to get at the concept of 
“gross national product” we have to 
consider how the national income is 
spent by those who get it. A very 
large part of the national income goes 
into personal consumption expendi- 
tures for goods and services. Another 
significant part of the profits of cor- 
porations (and of the savings of in- 
dividuals) is invested, at home and 
abroad, in new construction, in new 
equipment or in building up inven- 
tories. Finally, it is presumed that the 
taxes paid to Government result in 
the production of goods and services 
that may be considered part of the 
gross national product, although in 
these troubled times one may debate 
whether the huge volume of such 
goods and services represents any- 
thing more than a necessary evil 
rather than a contribution to the na- 
tional output. Those interested in the 
actual figures underlying these con- 
cepts, and a historical record of the 
various series, should consult the July 
issue of the Department of Commerce 
“Survey of Current Business.” 


How Income is Broken 
Down by States 


Unlike retail sales, for which cur- 
rent estimates are provided by the 
Government only for the nation as a 
whole, our state estimates of Net Ef- 
fective Buying Income are based in 
part on estimates of state income for 
the preceding year, published in the 
August issue of the Department of 
Commerce “Survey of Current Busi- 
ness.” State estimates for 1952 were 
taken from this source, adjusted to 
conform to our definition of Net Ef- 
fective Buying Income, less overseas 
payments, and then projected for each 
state to 1953. In this projection, sep- 
arate consideration was given in each 


* The Sales Management definition differs from 
that of the Department of Commerce only in 
that we deduct the income of soldiers and civili- 
ans stationed abroad from the official national 
income totals, to make the income comparable 
with population. 
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state to all significant components of 
income. Thus, the farm income was 
extended by way of current monthly 
reports for each state on cash receipts 
from farm marketings provided by the 
Bureau of Agricultural Economics. 
(At the time this projection was made, 
data had been available on farm mar- 
ketings for the first ten months of 
1953.) Similarly for each state, income 
from manufacturing, construction, 
mining and trade was projected on 
the basis of monthly data for the first 
nine months of 1952, received on em- 
ployment and payrolls in these states 
from the Bureau of Labor Statistics. 
Taken in conjunction with our other 
regional indicators of current activity 
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(bank debits and sales tax collec- 
tions), we were able to derive state 
income estimates for 1953 which will 
be comparable (after certain technical 
adjustments) with the estimates to be 
published in the August 1954 issue 
of the “Survey of Current Business.” 
In the past our estimates have proved 
on the whole to be very close to 
those of the Department of Commerce 
published many months later. 


How Income is Broken 
Down by Counties 


Since 1929, the county estimates of 
income published in the Survey have 
been derived by distributing a given 
state total among the counties, in ac- 
cordance with a wide variety of sta- 
tistical indicators available on a county 
level. One, approach used with suc- 
cess in the past was to segregate the 
state total into the income derived 
from farming, manufacturing, trade, 
property, etc. Then the farm income 
would be distributed among all coun- 
ties in accordance with the number of 
farm operators and laborers; the man- 
ufacturing income would be allocated 
according to the number of manufac- 
turing workers in each county. In this 


way the county income total would be 
obtained as the sum of the income 
earned by the components of the 
county labor force. 

The resulting figures have, over 
time, been successively refined by 
correlation analyses relating income to 
rent, making use here of the median 
and mean rent figures collected for 
counties and cities in the 1940 and 
1950 Censuses of Housing. 

These techniques were employed 
because, unlike population and _ re- 
tail sales, there had never been, prior 
to 1950, a Census of Income to pro- 
vide county benchmarks as a base 
from which annual projections could 
be made. Therefore, SALES MANAGE- 
MENT has taken a rather special in- 
terest in the fact that after many years 
of spadework on the part of The 
American Marketing Association par- 
ticularly, an income questionnaire was 
introduced into the 1950 Population 
Census, in the face of some opposition. 

Such a question, it was felt, would 
provide not only some official indi- 
cators of income of local areas, but 
would also serve to indicate regional 
variations in the distribution of in- 
come. The opposition to the inclusion 
of such questions was based on the 
feeling that people would prove re- 
luctant to answer truthfully questions 
on earnings. For most people this 
is secret information, at best shared 
only with the Bureau of Internal Reve- 
nue. For this reason, the Bureau of 
the Census did not feel it wise to 
attempt to ascertain the income of 
persons earning over $10,000. While 
this limitation necessarily made the 
Census of Income incomplete, it was 
hoped, nevertheless, that sufficient 
data would be obtained to permit the 
calculation of income distributions for 
each area. 

The results of the Census of Income, 
released last year, were of particular 
interest to the research staff of Sales 
Management, since they constituted 
the first government check on the 
validity of the county income esti- 
mates published annually in the Sur- 
vey of Buying Power. Consequently, 
for the past year and a half, we had 
been engaged in an intensive evalu- 
ation of the Census income data. 

The first conclusion to be drawn 
about the over-all accuracy of the 
Census is that the fears expressed 
about the extent of coverage proved 
to be well-founded. Of the total per- 
sonal income earned in 1949 (the 
calendar period involved in the Cen- 
sus inquiry), nearly one-fifth was es- 
timated to be not accounted for, even 
when allowance is made for the in- 
come of the above $10,000 recipients. 
This degree of under-coverage was 
not unexpected and is not indicative 
of a poor job of enumeration, but 
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@ The best way to speed up the inflow of orders is 

to supply your sales force with all the important, 

current sales information possible. One of the best ways 
to do this is to have an IBM Service Bureau put your 
sales data in punched cards. This flexible method 

permits fast analyses of the data, gives you comprehensive 
reports on products, preferences, trends, buying habits 


.. . by cities, counties, customers, or whatever breakdown 


you want. In addition, comparisons and correlations 


of past, present, and forecasts of sales are made more 
easily and quickly because these same cards can be used 
time and time again. 

This confidential service is available at any of 


115 IBM Service Bureaus. 


INTERNATIONAL BUSINESS MACHINES 
590 Madison Avenue, New York 22, N. Y. 
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merely points up the difficulties of 
obtaining a complete Census of In- 
come on a voluntary basis. 

The and more important 
conclusion drawn by the research staff 
of SALES MANAGEMENT and Market 
Statistics, Inc., the organization 
charged with the responsibility of 
preparing the Survey of Buying Pow- 
er, was that the degree of under- 
coverage was surprisingly uniform for 
individual income groups and _ types 
of income. Therefore, it proved pos- 
sible to adjust for the three major 
sources of understatement: people not 
reporting income, those reporting but 
understating, and those earning over 
$10,000 and therefore not reporting 
total income to the Census. 

So successful were these adjust- 
ments that it became possible to 
reconcile the results of the Census of 
Income, by states, with the independ- 
ently derived estimates of state in- 
come payments issued by the Na- 
tional Income Unit of the Department 
of Commerce. The latter estimates, 
based on Internal Revenue Bureau 
and Social Security data, are con- 
sidered complete, and not subject to 
the downward bias implicit in any 
Census inquiry. 

Since county and city income esti- 
mates published in the Survey of 
Buying Power have been geared to 
Department of Commerce figures, the 
reconciliation enabled us to check our 
county income figures with the ad- 
justed Census results with a gratify- 
ing high degree of agreement. As a 
happy by-product of this analysis, we 
are now able to publish for counties 
the complete distribution of persons 
and income resulting from that anal- 
ysis. 

The successive steps required to 
translate the Census data into our 
1953 estimates of income. by class, 
for each county, were as follows: 

a. The 1949 distributions of spend- 
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ing units, as reported to the Census 
Bureau in 1950, were adjusted to 
account for persons not reporting in- 
come, and for persons understating 
income. 

b. The 1949 distributions were then 
adjusted to 1953 by accounting for 
the change, in each area, in the num- 
ber of units falling into each of the 
15 income classes distinguished by 
the Census. 

c. For each income group, in each 
area, estimates were then made ot 
the mean income after taxes in 1953, 
including an estimate for the group 
earning above $10,000. 

d. Total income was obtained for 
each area by multiplying the number 
of units falling in each income group, 
by the mean income of that group. 

e. For purposes of simplification, the 
original 15 income classes used by 
the Bureau of the Census were then 
consolidated into the following four 
net income classes: $0 to $2,499; 
$2,500 to $3,999; $4,000 to $6,999, 
and over $7,000. 

f. We show, for each area, the 
percentage of total spending units 
falling within each of the four net 
income classes, as well as the per- 
centage of total income. These per- 
centages permit an immediate appre- 
ciation, for each area, of the degree 
of skewness of income distribution, 


or how heavily the distribution is 
weighted by the presence or absence 
of high-income units. 

For example, the data for the Unit- 
ed States show the following dis- 
tribution: 

$0—$2,499 $2,500—$3,999 
Percentage 
of Units 
Percentage 
of Income 9.1 19.2 
$4,000--$6,999 Over $7,000 
Percentage 

of Units 30.7 
Percentage 

of Income 


30.3 


26.0 


13.0 


35.4 36.3 

In words, this means that the top 
13.0% of all units in 1953 earned 
over $7,000 after taxes, accounting 
for 36.3% of all Effective Buying 
Income. At the other end of the in- 
come scale, the bottom 30.3% earned 
less than $2,500, and thus accounted 
for only 9.1% of total Effective Buy- 
ing Income. These results can be 
presented visually by what. statisti- 
cians call a Lorenz Curve, based on 
the accumulated percentages of units 
and income, in which each point 
represents the percentage of all units 
accounting for a given percentage of 
all income. See Chart below. 

Here, the solid 45° line is some- 
times called the line of equality, 
representing the sitwation obtaining 
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@ Flexible thinking goes into these “flexible pack- 
aging’ advertisements for Continental Can Company. 
When this client’s new Shellmar-Betner Division wanted 
to express their mastery of package printing and design, 
they used an unusual symbolic treatment on back covers 
of packaging magazines. Series evidences Continental’s 
creative ingenuity, wins compliments from the trade. 
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© Vacation fun to everyone’s taste is the appeal of this 
eye-catching New York State fun map appearing in full- 
color advertisements in major magazines. The concurrent 
newspaper schedule covers 22 markets. Magazine and 
newspaper schedules combined have a total circulation of 
125 million. Four 5-minute television films will also stress 
the theme: “All roads lead to fun in New York State.” 
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@ Seventy-five years ago Thomas Edison invented the 
electric light bulb—and General Electric has kept right 
on developing with it. To commemorate Edison’s birthday 
and light’s Diamond Jubilee. G.E. turned over five pages 
in The Saturday Evening Post to four leading interior 
decorators. The result: a preview of lighting and space in 
a new light—Light for Living. By BBDO Cleveland. 


@ Over half the people who clip and mail the booklet- 
bringing coupons in these advertisements subsequently 
buy Remington Stud Drivers. (A stud driver, is a powder- 
actuated fastening tool that drives steel studs into con- 
crete and steel.) Run in construction magazines, the 
advertisements point out the speed and accuracy of Rem- 
ington Stud Driver operation, stress its economy and ease. 
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if all units earned the same income. 
(For then the bottom 10% of units 
would account for 10% of income, 
the bottom 20% of units for 20% of 
income, etc.) The greater the degree 
of inequality of income distribution, 
the more the Lorenz Curve would 
bend away from the line of equality. 
For any particular market, then, our 
data would permit the construction 
of a Lorenz Curve and a quick visual 
appraisal of the relative differences 
in the degree of income inequality. 


Significance of the 
Income Distributions 


The new income data affords, for 
one thing, a better balanced and more 
refined analysis of the varying quality 
of markets. We can now discover 
whether a high average income area 
reflects a concentration of wealth at 
the extreme end of the income scale, 
or whether it is due to a high average 
income for all families throughout 
the income scale. As an example, the 
first two counties in Connecticut, Fair- 
field and Hartford, are extremely high- 
income areas, ranking among the top 
ten in the nation. An examination of 
their respective income distributions, 
on page 300, will show, however, that 
Hartford’s good showing reflects an 
above average concentration in the 
income group $4,000 to $7,000 
(38.5% as against the national aver- 
age of 35.4%), whereas the Fairfield 
distribution reflects a_ particularly 
heavy concentration in the over $7,- 
000 group (20.4% of all consumer 
spending units, accounting for 53.5% 
of all income earned in the county). 

Again, the data show that the three 
richest counties in the United States, 
in terms of the highest percentages 
of units and income, are Montgomery 
County, Maryland, in the Washing- 
ton, D. C. Metropolitan Area, and 
Westchester and Nassau Counties in 
the New York Metropolitan Area. 
The top income group of these three 
counties accounted for 68.5%, 63.4% 
and 62.4% of total income respective- 
ly, as contrasted with the average 
percentage for the United States of 
36.3%. 

Similarly, the counties and metro- 
politan areas shown here can be 
rated with respect to their respective 
concentration in the low or middle 
income brackets. 

It is interesting to note how sharply 
divergent are the income distributions 
of urban counties, which tend to have 
the largest concentration in the in- 
come groups $2,500 to $4,000, as 
contrasted to rural counties, which 
usually have the bulk of all family 
units (frequently well over 75%), 
concentrated in the first group ($0 to 
$2,500). Indeed, the first visual im- 
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pression gleaned from a study of the 
county income distributions is that 
of an enormous diversity; within each 
income group the percentages among 
the 3,070 counties of the nation may 
range from very close to zero to very 
close to 100. 


The simultaneous calculation of 
median income as well as mean in- 
come for all areas now also becomes 
possible, for the first time in the his- 
tory of marketing statistics. Statisti- 
cians know that the difference be- 
tween the median income (i.e. the 
income of the “middle” unit, on either 
side of which lies one half of all units, 
ranked by income), and the mean 
income (total income divided by the 
total number of units), is the best 
indicator of “skewness”, i.e. the de- 
gree to which the income distribution 
is unbalanced. This is so, because 
the presence of even a few well-to-do 
units tends to pull the mean up with- 
out affecting the median. Now, since 
the median is the value on the income 
scale on either side of which 50% of 
all units lie, our data permit the cal- 
culation of medians by interpolation. 
Thus, for instance, in the Los Angeles 
area, since 24.6% of all units fall in 
the first group, 23.0% in the second 
group, it is clear that 47.6% of all 
units earn less than $4,000. The me- 
dian income must therefore be a 
little over $4,000. In like manner, 
the data will permit at least rough 
calculations of medians by inspection 
for all areas. 

In general, then, the data shown 
here, by illuminating the composition 
of each market, go beyond the aggre- 
gates of population and income pre- 
viously published, and explain how, 
in some cases, per capita income 
averages may actually be misleading 
when taken as representative of an 
entire market. Note, for example, how 
the trek to the suburbs in the last 
decade has stripped New York Coun- 


ty of its middle income groups so 
that it now has, in relation to the 
national averages, high concentration 
in both the very high and very low 
income groups, and under-represen- 
tation in the middle groups. 

Limitations of space make it im- 
possible to publish in this issue the 
actual data on units and income on 
which the percentages were based 
but manufacturers and distributors 
will note that these percentages will 
permit the computation of sales quo- 
tas for areas geared to particular in- 
come brackets. The distribution of 
particularly high-priced luxury goods 
would probably correlate highly with 
the amount of income in each market 
of those earning over $7,000 Effective 
Buying Income each year. 

In fact, such data open up new 
and exciting possibilities in the con- 
struction of scientific sales quotas. 
Many manufacturers have been able, 
on the basis of consumer surveys, to 
determine nationally what proportion 
of each income group could be re- 
garded as potential consumers of 
their product. These proportions now 
can be applied to the number of 
units and volume of income, by in- 
come groups, to each of our markets 
to yield a new potential for each 
market never before available. (See 
table at the end of each state). Those 
interested in the use of the new data 
for such purposes may write to Mar- 
ket Statistics, Inc., 432 Fourth Ave- 
nue, New York 16, N. Y. 


The Buying Power 
Index 


The column headed “Buying Power 
Index” is an overall index for use 
in setting sales quotas and advertising 
appropriations. 

The number of people, their buying 
habits, and the amount of money they 
have to spend, are each important in 
setting sales quotas and allocating 
advertising appropriations, but for the 
great majority of products no single 
feature is an accurate guide. Perhaps 
we were all created equal, but we 
are not equal when we reach the 
buying stage; neither do we buy all 
of our merchandise in the towns in 
which we live. 

As a result of m&ch study and ex- 
perimentation, and after checking ten- 
tative conclusions with actual sales 
records of many SALES MANAGEMENT 
subscribers, the editors perfected a 
balanced “Buying Power Index”, 
which assigns 5 points to “% of 
U. S. A. Effective Buying Income”, 3 
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The gal on the left — 
because she’s a younger- 
than-average housewife, 

with a bigger-than-average 
family! If you sell to women, 
this girl and millions like her 
are your number-one target. 


Today the least expensive, most effective way 

to reach her is almost certainly ABC morning radio. 
But don’t take our word for it. Here’s how 

Nielsen compares network coverage of this vital 
“young housewife” group: 


Young-Housewife Audience 
per broadcast index * 


ABC 100 
Network B 51 
ABC Radio Network ee? om a 


That means for every 100 young housewives 
you reach with ycur ABC morning show, 
the sponsors on network B reach only 51 
...and so on down the line. 


Please ask us, if you’d like to hear more about 
ABC morning radio. It’s one of our favorite subjects. 
And one that will make a lot of sense to you. 


*Nielsen, Jan. I, 1954. Monday-Friday, network average cudiences, 10-10:30 A.M. East and Central! only. 
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Let a “Branham-man” help you 


— | 


10 Branham Offices NEW YORK 


in key advertising centers DETROIT 


_ CHICAGO 


SAN FRANCISCO ST. LOUIS 


CHARLOTTE 


MEMPHIS 
LOS ANGELES , , 


ATLANTA 
DALLAS 


National advertising campaigns originate in certain 
wisely-defined and strategic points right across the map. It is 
significant that The Branham Company has offices at every one 
of these creative centers with service and personnel geared to 


both the immediate sector and the national picture. 


Branham-men are seasoned advertising counselors. Market and 
media-wise they are in constant daily contact with all factors that develop 
national advertising policy and campaigns. Branham is a sales 
organization representing leading media and serving agencies 
and national advertisers. Branham-men also work closely 


with field representatives, distributors, dealers, etc. 


We welcome the opportunity to serve you 


THE 3B 


National 
Adeelising 


Representatives 


COMPANY 


BRANHAM 


| nation’s total, but he can see it as 


points to “% of U. S. A. Retail Sales”, 
and 2 points to “% of U. S. A. Popu- 
lation”. In previous Surveys, this col- 
umn was called “% of U. S. A: Po- 
tential”. 

This “Buying Power Index” can be 
used without change by national mar- 
keters in setting up sales quotas on a 
fair and equitable basis, in dividing 
up sales territories, in setting realiza- 
ble goals for distributors; by adver- 
tising agencies, and by advertising 
departments, in breaking down their 
appropriations and in deciding where 
to put added pressure. 

Those organizations that do not 
distribute nationally, but operate on 
a sectional basis, can use the figures 
with but slight modification. Let’s 
suppose that such a manufacturer 
operates in a dozen states, and the 
combined “Buying Power Index” of 
these twelve states, as shown in the 
page headed “Summary of all Data 
by States and Sections”, is 25% of 
the national total. Since this is one 
fourth of the U. S. A. potential, he 
should multiply the “Buying Power 
Index” for each county in his section 
by four. 

Many alert sales organizations use 
these potential figures in their sales 
training and promotional work with 
important distributors and dealers, 
but the editors suggest that all na- 
tional figures be reduced to a local 
level. The distributor in Richmond, 
Va., can’t see the counties in his ter- 
ritory as a percentage of the national 
total, but it is very easy to reduce them 
to an understandable figure. Let’s 
assume that this distributor has five 
counties in his territory. The poten- 
tials for each will be found in the 
state section. 

A typical set-up follows. The first 
column shows the “Buying Power 
Index” from this volume, and the 
second column is the figure which 
results from using the total of the 
five counties (.797) as the base, 100. 
(Method to discover what part of 
the total .797 each county’s buying 
power quota represents, divide each 
county’s Buving Power Index per- 
centage by .797.) 


Buying 

Power 
County Index % 
A .0460 
B .5420 
Cc .1220 
D .0200 
E .0670 


That distributor can’t visualize 
County B as producing .5420% of the 


Localized 

County % 
5.77 
68.00 
15.31 
2.51 
8.41 


having 68% of his territory's volume. 
See the chapter on “How Subscribers 
Use the Survey” for other suggested 
uses. 
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Quality of Market Index 


The last column, called “Quality 
of Market Index”, is a measure of the 
purchasing ability of each county and 
city as compared with the nation. 
It is constructed by dividing the 
“Buying Power “Ie 


Index” by “% of 
U. S. A. Population”. The U. S. A., 
of course, is the base, 100. This index 
is designed as a handy guide to sales 
and advertising managers who are 
considering intensive campaigns in a 
restricted list of above-average coua- 
ties. Those counties and cities which 
have an index figure markedly higher 
than that of the nation (100) or high- 
er than other counties and cities in 
the state or geographic area, are likely 
to be the ones where intensified pro- 
motional campaigns will bring the 
greatest returns. Note, however, that 
it is an index of quality, but not of 
quantity. 

The Quality of Market Index should 
be used only in connection with other 
columns not independently. Other- 
wise, undue emphasis might be 
placed on counties and cities which 
are high in quality but low in popu- 
lation or total volume. 


COPYRIGHT 


Copyright Notice and Rights to 
Further Reproduction 


The exclusive estimates of population, Ef- 
fective Buying Income, retail sales, buying 
power index, farm income and value added 
by manufacture are fully protected by copy- 
right. 


Permission to reproduce this Survey of Buy- 
ing Power data in printed form, in whole or 
in part, may be granted only through written 
request to the copyright owner, SALES MAN- 
AGEMENT, INC 
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THE RIGHT HAND ‘‘MAN” 
OF THE RIGHT HAND MEN 


The top-level readership referred to by Mr. Cabot is an 
abiding characteristic of Wall Street Journal circulation. 
So is the tremendous penetrating power, which carries 
Journal advertising through every level of management. 
Wherever decisions are made or influenced, The Journal 
is nearby — like a reliable counsellor whose advice has 
proved its value time after time. 


CIRCULATION: 258,448 (ABC, 6-mths. average, Sept. 30, 1953) 
THE WALL STREET JOURNAL 


E hwe 


West Monroe Street 


How Typical Companies 
Use the Survey 


From personal interviews, letters and questionnaires, SM editors map the uses made by 
representative subscribers. The following varied examples of sales and advertising 
usage come from a detailed study of these reports. 


1. The Most-Used 
Sections of Survey 


Mail samplings of SALES MAN- 
AGEMENT and Survey subscribers 
reveal that the ten factors used most 
frequently in the state-county-city 
section are, in order: 

(1) Buying Power Quota 

(2) Population, total 

(3) Retail Sales, total 

(4) Population, % of U.S.A. 

(5) Effective Buying Income 

(6) Families, total 

(7) Retail Sales, % of U.S.A. 

(8) Effective Buying Income, % 
of U.S.A. 

(9) Effective Buying Income per 
family 

(10) Effective Buying Income per 

capita 

(10, tie) Quality of Market Index 


2. The End-Results of 
Survey Usage 


Subscribers were asked to mention 
the end-results of their use of the 
Survey. Major mentions, in order: 

(1) Choosing city markets for 
more intensive cultivation 
Fixing quotas of salesmen 

) Allocation of advertising 
funds between markets 
Changing the size of the ad- 
vertising budget according to 
the task to be accomplished 
Deciding whether or not mar- 
ket potentials justify intro- 
ducing a new item 
Dealer promotion — to show 
them their potentials 
Deciding on number of sales- 
men to be employed 
Choice of specific advertising 
media (new) 
Deciding on location of new 
sales branches or factories 
Changing amounts to be al- 
located to media jreviously 
used 


3. Adjusting for 
Unworked Territories 


Not every manufacturer operates in 
all counties of the U.S.A.; he may be 
a regional distributor or there may be 
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peculiarities about his business which 
automatically eliminate certain terri- 
tories from consideration. For example, 
temperatures are controlling factors in 
the sale of men’s gloves and the Daniel 
Hays Co. has no market in some of the 
warm southern states. Such a manu- 
facturer, to make practical use of the 
Survey figures, must find out the per- 
centage of retail sales (or population, 
or Effective Buying Income, or what- 
ever factor he is using) represented in 
these impossible markets. Let’s say 
it is 30%. Then the states representing 
the other 70% are, in actuality, 100% 
of his market and New York, for exam- 
ple, with 11.4490% of the retail sales 
of the entire country in 1950, would 
have 16.8300% of his real market. 


4. Applying Pressure 
where Most Needed 

Colgate-Palmolive-Peet is a large 
user of so-called “national” media and 
has only a modicum of control over 
the territorial distribution of such 
expenditures. They use local media 
to buttress the “national” campaigns. 
For each of their products potential 
maps have been developed from Sur- 
vey figures, supplemented with certain 
factors of their own. The potential is 
copared with actual sales and local 
appropriations are predicated largely 
on the comparisons. 

The H. J. Heinz Co. mobilizes for 
mass markets by splitting its products 
into a half-dozen groups, with each 
group sales manager functioning as the 
“general manager of his own business.” 
These group managers are charged 
with keeping their own products mov- 
ing—even in competition with the other 
Heinz group. Each works on a sales 
potential arrived at through a combi- 
nation of Survey figures plus past ex- 
perience of the company. 

Sometimes a company prepares 
these comparisons; in some the com- 
pany turns area sales figures over to 
their advertising agencies for compar- 
ison with SM’s Survey potentials, and 
special advertising is appropriated to 
fill in the gaps. 

The full effect of magazine and net- 
work radio and TV cannot be realized 


unless the company does a bang-up job 
of merchandising its campaign to its 
own salesmen, wholesalers and dealers. 
To do this the “national” must be 
made “local,” through breaking grand- 
total figures down to states, counties, 
cities. A distributor may be yelling 
for more help. The company or its 
agency uses the Survey to get data on 
population, families, sales or income 
for the distributior’s territory, then 
takes the circulation in the area of 
magazines used (or the local radio 
outlets of the network program) and 
sets these down against the distribu- 
tor’s market. 


5. Is Fault with Salesmen 
Or with Advertising? 


When Toni sales fall below poten- 
tials indicated in the Survey, the 
company makes an examination of 
two factors—their own salesmen and 
the competitive advertising weight. 

When Cooper’s Inc., Kenosha, finds 
sales below SBP potential, they in- 
crease sales promotion expenditures 
in the weak area. 

The Auahist Co., faced with a simi- 
lar below-potential problem, increases 
the advertising—but only if income 
(E.B.I.) figures seem to justify it. 


6. Picking “‘Live’’ Counties 


In selling TV sets, the Stewart War- 
ner organization finds the market spot- 
ty—as to good markets where there 
are good stations with good programs. 
They pick counties which are seem- 
ingly “live” in that they fall into the 
framework mentioned above. To these 
counties they apply a three-month 
moving average (sales for the last 
three months, dropping the fourth 
month past as new figures become 
available). These-sales are then com- 
pared with all-industry sales and with 
potentials as revealed by the Survey 
and: 

(1) A decision is reached on how 
much advertising to do in the 
area. 

(2) The total is then broken down 
between newspaper and radio 
advertising. 


SALES MANAGEMENT 


Why don’t you go places 


with these primary millions? 


3%-million families, screened for the BUY on their minds 


We think you'll agree this adds up. 

Families who want to get more out of life have 
faith in a magazine which tells them how to do 
just that. 


By editorial planning, Better Homes and Gardens 
has preselected over 3*4-million of these families 
for you. Third largest of all man-woman maga- 
zines, BH&G is the only one of them to grow 
great by showing people how to raise living 
standards. 


—- nd —_ —— ; 


BH&G says to them “here is what to do—here 
is how to do it—here is what to buy to do it 
with.”’ And since this is just what BH&G readers 
look for, buying action follows. 

Buying action for what? For everything up-and- 
coming -people buy—from a lipstick or a face 
powder to a new car, a power tool, a new home 
—a basketful of groceries—or a trip around 
the world. 


No wonder advertising goes further with BH&G’s 
primary millions. They’re screened for the BUY 
on their minds. 
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MEREDITH PUBLISHING COMPANY, Des Moines, lowa 
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(3) Point-of-sale items are allo- 

cated on the same basis. 

If distributors want more support 
than is indicated as proper by this 
method of figuring they have to pay 
for it themselves. 


7. General Alignment of 
Sales and Advertising 


Executives of Earle Ludgin & Com- 
pany, Chicago advertising agency, 
say: “When you have a budget, and 
have to get results under the budget’s 
limit, you learn how to spend the 
money you have. The Survey helps 
you to pick your market. You can say: 
‘these are good markets.’ You learn to 
say ‘we can get in here’ or ‘we'll have 
to bypass this area.” The company 
sales manager must sit down with the 
agency account man and figure it out 
together. Through the Survey you can 
spot where sales could be good. And 
that’s something you'd better find out.” 

Through working out accurate po- 
tentials and relating them to actual 
sales, the company and the agency 
can figure out: 

1. Spots where the company is get- 
ing its fair share or more of the 
market 

2. Spots where the company is get- 
ting less than its share. 

With a knowledge of sales vs. po- 
tentials the company then can apply 
extra pressures intelligently. 

The Survey is used often in combi- 
nation with other data. One agency 
reports using data for a carpet com- 
pany as furnished by the Carpet Insti- 
tute plus potentials derived from the 
Survey, and a consequent sweeping re- 
alignment of media allocations in vari- 
ous territories. 

Another agency man reports that 
their recommendations on local media 
have been greatly simplified through 
the Survey. They appraise the specific 
markets in which a client is interested. 
Alongside each city name they put the 
“Buying Power Quota” for the Metro- 
pol'tan Area (usually by complete 
counties). They total the percentages 
and make the total represent 100. 
Then the percentages are re-computed 
and if on that basis a city area is down 
for 5% of the total potential, it receives 
5% of the advertising dollar. 


8. Quota Setting for a 
Non-Consumer Product 


The Strathmore Paper Corp. uses 
Survey figures in combination with 
government and industry figures in as- 
signing quotas. They rank the 86 
cities in which they sell against popu- 
lation and income figures from the 
Survey and assign quotas based on 
averages of “% of Effective Buying 
Income” (from the Survey), data from 
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the Government’s commercial printing 
Census and figures compiled by the 
National Paper Trade Association. 


9. Localizing a National Figure 


The Admiral Corp. uses the Buying 
Power Quota to allot to each of the 
U.S.A. counties its percentage of Ad- 
miral’s anticipated production. Be- 
cause a distributor and his salesmen 
operate in a restricted territory, rather 
than nationally, the SM figures are 
translated into local terms. Each dis- 
tributor’s territory becomes a nation 
in itself, with totals adding up to 
100%. For example, here is what 
Admiral calls the “Buying Power 
Index” for the New York distributor 
(the figures are taken from a previous 
Survey issue): 

National Territory 

County BPI BPI 

Bronx .998 

Kings 1.918 

Manhattan 2.413 

Nassau 373 

Queens 1.058 

Richmond 122 

Suffolk 154 

Westchester 499 


wow 


Doe & UI UW 


100.0 

“It gives them a clear picture of 
what they're expected to do,” says the 
Vice President in Charge of Sales. “It 
makes better merchandisers of them. 
... The Survey helps us to lower the 
cost of selling. Also it gives us a con- 
tinuing check on the movement of 
goods to maintain par or better on the 
sales side.” 
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10. Eliminating the 
Unprofitable Territories 


In 1949-50 Thor thoroughly shook 
up its distributional setup and cut 
the number of dealers from 20,000 
down to 7,000. Retail sales figures 
from the Survey of Buying Power were 
used in a county-by-county analysis 
of the entire U.S.A.—and several hun- 
dred counties were eliminated com- 
pletely from the Thor coverage be- 
cause the cost of covering them would 
be greater than business would war- 
rant. For example, out of 95 counties 
in several states in the mountain 
region, 47 were eliminated, to make 
possible a concentration on the most 
desirable markets. 


11. Quality of Market Index 


One of the largest distillers reports 
that his problems on one brand are 
quite different from the others. For 
his low-price brands, “Buying Power 
Quota” is most valuable, but on his 
first-line brand, the Quality of Market 
Index (last column in the tables) is 
his key to most responsive markets. 


12. Raising Community Funds 
A great many SALES MANAGEMENT 
readers, as good citizens, serve on 
fund-raising committees. An executive 
of International Business Machines 


Corp., for example, writes that he used 
per family Effective Buying Income 
Survey figures for his own community, 
as compared with other communities 
in the immediate area, to justify a 
greatly expanded quota. 


13. A Two-Way Check 
On Potentials 


Some marketing organizations use 
the Survey and no other figures to 
study potentials, but in some industries 
it is possible to match these against 
industry figures. At Calvert Distillers, 
for example, the Survey is used as one 
factor to determine whether a territory 
is producing up to par. (1) They ap- 
ply known industry consumption fig- 
ures against Survey population esti- 
mates to find the amount of liquor 
consumed per capita in an area. (2) 
Then they determine the amount of 
the market held by Calvert. (3) Next 
they take the Survey “Buying Power 
Quota” to determine whether or not 
~ach sales territory is obtaining its full 
share of the business. Thus they have 
a check of both actual and potential 
business—what the territory should 
absorb on the basis of its population, 
total reta‘l sales and income, and what 
it does absorb. 


14. Selecting the 
Quality Markets 


Especially valuable to the makers 
of products which are “postponable 
purchases” is the “Quality of Market 
Index,” when used in conjunction with 
the “Buying Power Quota.” A watch 
company, for example, is looking for 
high discretionary buying power; it 
doesn’t find it in the backward and 
depressed counties and cities but by 
studying the volume potentials in the 
column, “Buying Power Quota,” and 
then checking against the next column, 
“Quality of Market Index,” it can spot 
the areas which are worth especially 
intensive cultivation. One of these 
companies, for example, singles out 
those counties which have .2500 or 
more under “Buying Power Quota” 
and a Quality Index of 120 or higher. 


15. Cooperative Advertising 
Potentials arrived. at by applying 
Survey data are used by many com- 
panies to determine the amount of 
cooperative advertising for dealers. 


16. Showing Distributors 
Where They Stand 


The james Jamison Co. takes the 
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ditto 


ditto... ditto... ditto... ditto 

Nothing excels repetition for keeping your product 
constantly in the prospect’s mind. 

Year after year, for over twenty years, Outdoor Advertising 


has brought buyers into SHELL stations everywhere. SHELL PREMIUM GASOLINE wrm TCP 


ASK YOUR ADVERTISING AGENCY ABOUT OUTDOOR ADVERTISING 


outdoor advertising reaches the most 
people — most often — at lowest cost 


THE STANDARD GROUP OF OUTDOOR ADVERTISING COMPANIES 
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Use them for fast, Ulidomilic territory analysis 


By using only those cards conforming to your 


particular sales territories, you can conveniently 
apply the SALES MANAGEMENT Survey of 
Buying Power to own market 
Through MARKET STATISTICS, INC., the 
IBM Service Bureau will prepare these analyses 
for you quickly. Or if you have an installation 
of IBM equipment, you can prepare them auto- 
matically right in your own office. 


youl areas. 


More than 100 leading manufacturers and dis- 
tributors have adopted this new approach to 
setting scientific sales quotas. 


It is only necessary to determine what factors 
(or combination of factors) published in the 
Survey would reflect consumer demand for your 
product. If you have any questions on this point, 
you may without obligation consult with the staff 
of MARKET STATISTICS, INC. for complete 
details. 

For further information on how to use the Sur- 
vey of Buying Power on IBM cards, write or 
phone Dr. Jay M. Gould, MARKET STATIS- 
TICS, INC. 432 Fourth Avenue, New York 16, 
N. Y. (Telephone Mu. 4-3559). 


MARKET STATISTICS, INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT 
432 Fourth Ave., New York 16, N. Y. Mu-4-3559 
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blue sky out of hosiery quotas for its 
distributors by first telling them how 
much they are supposed to sell—and 
then following that up with periodic 
reports on results. For example, a 
certain distributor serving a market 
of 9,743,788 people in Illinois, Wis- 
consin and Indiana has a trading area 
(according to the Survey) represent- 
ing 7.27% of the national population, 
and 8.86% of the net purchasing pow- 
er. Jamison makes a rough average of 
these figures and comes up with 8% 
of the mill production which this dis- 
tributor should sell. Then they keep 
him posted on monthly shipments by 
dozens, and give him the percentage 
of mill production these shipments 
represent. 


17. Coordination with 
Media Figures on the 
Metropolitan Areas 


In the Chicago branch of a large 
New York agency an executive says, 
“We use the Survey not only for mar- 
kets but for comparing one media with 
another. We use it to ascertain the 
weakness of one medium in a certain 
area and then try to offset this weak- 
ness by buying complementary media. 
For example, one magazine may be 
weak in an area, another strong. We 
use ABC circulation figures to corre- 
late with the market data in the Sur- 
vey. We likewise correlate with the 
best available radio and TV figures.” 

In 1952, a group of ten Chicago 
agencies developed a cooperative ven- 
ture involving a comprehensive break- 
down of major magazines, supple- 
ments and comics. Data used from 
this Survey issue—including estimates 
of population, households, total retail 
sales, food sales and drug sales—were 
correlated with other data obtained 
through the Bureau of Advertising of 
the American Newspaper Publishers 
Assn. “The Metropolitan Areas and 
other geographic entities into which 
we wish to break down publications 
were—by unanimous agreement—the 
162 Metropolitan Areas as published 
in your 1951 issue and extended to 
include the ‘potential’ areas you pub- 
lished in 1952.” (Editor’s note: They 
also studied 20 other major counties, 
all of which are included in the ampli- 
fied list of “potential” metropolitan 
areas published in this Survey.) 


18. Food Business Quotas 


Many companies develop their own 
potentials from Survey data instead of 
using the “Buying Power Index” col- 
umn. At Kraft Foods Company, for 
example, a department head reports, 
“We use SM’s figures, weighted Food 
Store Sales 5 points, Effective Buying 
Income 3 points, Population 2 points.” 


MAY 10, 1954 


Media decisions for Reid and Mur- 
dock are based upon detailed maps 
which show counties in green where 
food sales are above average in dollars, 
blue 65% to 99% of average, red and 
brown, far below average. In top 
counties, families spend upwards of 
$1000 annually for food, in poor ones 
less than $300. 


19. Life Insurance Potentials 
And Other Insurance Uses 


An official of The New York Life 
Insurance Co. writes, “To determine a 
goal, we have taken the territory of 
each branch office, broken down by 
counties, have shown our company’s 
actual paid business in each county 
and what we believe would be the 
potential share on the basis of our 
share of the national business of the 
billion-dollar ordinary life companies 
after applying your county buying 
power factor.” 

At the Equitable Life Assurance So- 
ciety the Survey is used in the alloca- 
tion of territory to two or more agen- 
cies within a state. “Further, when 
field offices have been shifted, Survey 
figures are compared with actual sales 
figures to judge the results of the shift. 
Survey data also are used extensively 
to locate new unit offices.” 

Other frequent Survey uses in the 
insurance field include studies of in- 
come and growth factors to determine 
the worthwhileness of proposed build- 
ing ventures or the issuance or pur- 
chase of mortgages. 


20. To Land New Agency 
Accounts and Hold Old Ones 


Many advertising agency officers 
told SM researchers that Survey data 
were used in all presentations design- 
ed to get new agency accounts. “Dem- 
onstrates that we are sound in our ap- 
proach to markets and media,” one 
man said. Another reported landing 
a big drug account with the aid of a 
presentation which broke the U.S.A. 
market down into the leading and 
most responsive drug purchasing 
areas, and a careful selection of media 
concentrated in those areas. 

A New York agency writes, “When 
we make a ‘pitch’ on a prospective ac- 
count, an important element in our 
solicitation is an analysis of potential 
markets. We find our prospects are 
always favorably impressed with the 
detailed, up-to-date, logical tabula- 
tions we are able to make using your 
Survey data.” 


21. Spotting Weak 

Distributors and Dealers 
Through use of SBP data and an 

analysis of industry sales, Amana Re- 

frigeration, Inc., found that sales in 


pick the winner* 


Your printing problems call for speed 
and dependability right across the 
board — planning ... production... 
mailing. For a safe and sure bet, put 
your money on James Gray, Inc. 

— for the finest in printing, 
lithography and mailing services. 


{ames Gray’s thirty-four years of 
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problems. 

Phone MUrray Hill 2-9000 and we'll 
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No obligation, of course! 
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WHEN YOU APPROACH 
THE POINT OF DECISION 


Decisions relating to advertising 
and marketing procedures are often 
based on information furnished by 
ACB Newspaper Research Services. 
Thus, the accuracy and promptness 
of these services is highly important. 

ACB checks more than $2 billion 
worth of space a year in the nation’s 
1,750 daily newspapers. The serv- 
ices it furnishes to more than 1,100 
merchandiser clients is maintained 
on a basis of better than 95% ac- 
curacy. 

This is a highly developed spe- 
cialty. Each ACB reader specializes 
on a specified group of papers and 
is thoroughly familiar with the re- 
tail stores and the brands they 
advertise. 

Special safeguards insure that 
every issue of every paper is read 
and triple-checked for accuracy. 
You can make decisions with con- 
fidence when they are based on ACB 
Newspaper Research. 

Send for ACB’s Catalog. 48 pages. 

Describes each of ACB’s 14 Research 

Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 

U. S. Census of retail stores. It’s 

free! Ask for it today. 


ACB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
18 8S. Michigan Ave. + Chicago 3 
20 South Third St. + Columbus 15 
161 Jefferson Ave. * Memphis 3 
51 First St. * San Francisco 5 


several of the largest metropolitan 
areas were lagging behind those of 
similar areas and organizations. Rea- 
sons back of the lag were found by 
“shopping” representative dealers. 
“The data provided by the Survey 
allows a great deal of analysis in our 
company that would not be feasible 
from the cost standpoint if it were not 
so readily available.” 

Similarly, Zenith Radio uses SBP 
potential data as a measuring stick 
and (1) tries to strengthen the district 
organization when weakness is found 
by requesting them to add more men, 
or (2) insisting that their salesmen 
spend more time in weak areas, or (3) 
by increasing advertising pressure in 
those areas. 


22. Spotting Retail Weaknesses 


Argus Cameras, Inc., watches all 
major marketing areas, comparing 
sales with potential figures as derived 
from the SBP and with sales for 
previous years. “This study may lead 
us to more concentrated coverage by 
our salesmen of accounts which show 
declining sales, or if results in a city 
indicate weakness against our national 
average of the particular type of out- 
let, we may attempt to find new out- 
lets to bring sales up to par. For ex- 
ample, this may mean the addition of 
credit jewelers, who are playing an 
increasingly important part in our dis- 
tribution.” 


23. Measuring the 
Changes in Markets 


The current Survey may be used on 
its own or in comparison with previ- 
ous issues. At Young & Rubicam, for 
example, officers are interested in the 
measure of change, and find the con- 
tinuing Surveys a valuable measuring 
rod. An area may continue relatively 
large, but is not keeping up with its 
former rate of growth or with other 
areas; another may be _ bounding 
ahead. Knowledge of such factors 
makes possible a more _ intelligent 
application of advertising. 

At United States Rubber “the Sur- 
vey is used to set sales quotas and as 
a guide to finding changing markets. 
The Survey indicates where to look 
for the greatest increases in sales and 
buying power. The columns on Effec- 
tive Buying Income and Quality of 
Market Index are both used for the 
purpose. The “Buying Power Index’ 
column is used in the setting of quo- 
tas for distributors.” 


24. Setting Territory Potentials 


Over-all goals are a requisite in any 
well-managed sales operation, and the 
big goals there must be broken down 
into smaller ones. Perhaps the most 


frequent use made of the Survey is 
to arrive at detailed territory poten- 
tials so that distributors and _sales- 
men have decent equality of oppor- 
tunity and so that their results can 
be checked against what they should 
be able to produce. 

The potential may be simple or it 
may be complex. It can be a per- 
centage of population alone, of re- 
tail sales, of a type of store operation, 
of income—or combinations of the 
above. Many find that the weighted 
“Buying Power Quota” has the proper 
balance. Others modify it by adjusting 
the weights. 

No potential figure can be used 
with maximum effectiveness unless it 
is accepted as valid by those to whom 
it is applied. There will be some dis- 
tributors and some salesmen who will 
rebel against any potential, but read- 
ers say that such is the acceptance and 
fame of the Survey that seldom is it 
necessary to say more than: “This is 
the percentage as shown by Sa.eEs 
MANAGEMENTS Survey of Buying 
Power.” An American Home Products 
executive says: “By using SALEs MAN- 
AGEMENT estimates we are quoting an 
authority; the man knows he is view- 
ing unbiased information, not just 
data we have dreamed up to give him 
a shot in the arm.” 

Justifiable gripes on the part of 
salesmen can be. avoided to a large 
extent if reasonable potential figures 
are developed for all segments (the 
majority do it on a county basis) in 
the area covered by the company, and 
if each salesman is then given an ap- 
proximately equal share of the whole. 
Inequality of opportunity is a com- 
plaint voiced frequently by salesmen, 
and it is one complaint which can be 
eliminated by honest, careful territory 
delineation. 


25. Checking Against 
Media-Supplied Figures 


A Kenyon & Eckhardt executive 
says that “media figures are almost: 
always checked against the Survey,” 
while another agency executive with 
25 years of media-buying experience 
reports, “One of the greatest aids to 
intelligent space buying developed 
during my time is the Survey of Buy- 
ing Power. Today nearly all of the 
important newspapers and magazines 
use Survey data in the‘r presentations 
and so we have two solid standard- 
ized sources quoted in the data sup- 
plied by media, those being the Audit 
Bureau of Circulations and the Sur- 
vey.” 


26. Sales of the 


World’s Largest Business 


For more than ten years the United 
States Treasury Department has set its 
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bond selling potentials from the Sur- 
vey column “Buying Power Index” 
(formerly “% of U.S.A. Potential”), 
and in certain typical drives were 
within 4% of 1% of the potentials in 
45 out of 48 states. These repeated 
success stories by thé “world’s largest 
business” are an acid test of the accu- 
racy and practicality of the Survey. 

In 1951 the Economic Stabilization 
Agency used similar Survey figures in 
its task of setting up a field organiza- 
tion. The problem here—similar to that 
faced by many private organizations— 
was to set up territory offices to serve 
areas of relatively similar size in 
volume of business. 


27. Deciding on New Branches 


The Miles Shoe Co. reports that the 
Survey is used both by the Sales De- 
partment and the Real Estate Depart- 
ment to determine whether or not a 
town warrants a Miles store. 

The United States Rubber Co. uses 
the Survey often in the planning of 
locations for new plants or distribution 
branches, in addition to choosing dis- 
tributors according to a logical pattern. 

Other representative companies us- 
ing the Survey to locate new sales 
branches or factories include Columbia 
Records, Inc., General Electric Co., 


Lamp Division, Conmar Products, Inc., 
Wheeling Corrugating Co., Nesco, 
Inc., Nash-Kelvinator Corp., Hood 
Rubber division of B. F. Goodrich Co., 
Celotex Corp., Sears Roebuck & Co., 
Prudential Life, Fedway division of 
Federated Department Stores. 


28. Allocating Media 
Against Potentials 


An executive of C. J. LaRoche Co. 
told SM, “Without the Survey I would 
not be able to do a competent and ade- 
quate job of media recommendation. I 
am using it right now, for example, to 
get sales potentials of certain states. I 
will then choose the 100 best cities 
in those states and determine whether 
or not the media allocation is propor- 
tionate to sales potential in each of the 
cities.” 

At Foote, Cone and Belding offi- 
cials took from the Survey the counties 
most important in drug sales. Then, 
using other data, they chose from 
these counties those showing the great- 
est frequency of the common cold. 
Advertising was then planned to give 
greatest concentration in those areas 
where greatest over-all potential was 
combined with the special interests of 
that particular client. 


DON'T SHOOT— | 


Don't shoot the works on a new marketing plan, 
a new package, a new advertising program ora 
new product—until you’ve tested it thoroughly 
to see how it stacks up against competition. 


WE'VE GOT 


TEST IN DAYTON 
—A BURGOYNE 
TEST CITY 


In the heart of the fertile 
Miami Valley — one of the 
richest farming areas on 
earth! 


Highly diversified industry, 
enjoying a high level of 
employment. Average week- 
ly wage of industrial work- 
ers rates with the highest 
in the nation. 


Dayton, with ample justi- 
fication, looks forward to 
continued and increasing 
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growth. 


% This 8-county market is 
completely covered by The 
Dayton Daily News and 
The Dayton Journal-Her- 
ald. Unit rate is 54c per 
line (daily) and 48c per 
line (Sunday). 
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The Burgoyne Grocery and Drug Index 
stands ready to cover your desk with facts 
—based on sound research—in one or more 
of 14 representative test cities. We’ll 
furnish clear, complete monthly-audit 
reports to let you know exactly how your 
product is performing. Then you can “shoot 
the works”—with complete confidence. 


wn We ihe 


FIRST NATIONAL BANK BLDG., CINCINNATI 2, OHIO 


BURGOYNE STUDIES ARE AVAILABLE IN: Can- 
ton, Ohio, Cedar Rapids, lowa, Charlotte, N.C., 
Columbus, Ohio, Dayton, Ohio, Grand Rapids, Mich., 
Harrisburg, Pa., Indianapolis, Ind., Omaha, Nebras- 
ka, Peoria, Ill., Rockford, Ill., South Bend, Ind., 
Springfield, Mass., Syracuse, N.Y. 


29. Selecting Test Markets 


A Chicago agency executive (Sher- 
man & Marquette, Inc.) says, “No 
other source is anywhere near as help- 
ful for selecting test markets.” Typi- 
cal cases: they selected the Hartford, 
Conn., area for a coupon campaign, 
sending a mailing to every rural box- 
holder, after mapping out the cam- 
paign. .. . For a new line of canned 
meats, investigators were employed, 
the number based upon Survey data, 
to question users as to how they liked 
the product. . . . The Survey helps 
them to develop, control and _ test 
markets in comparing old and new 
products. 

The New York agency, Lennen & 
Newell, used a heavy spot radio cam- 
paign in two cities and compared re- 
sults with sales in two other cities se- 
lected from the Survey as being similar 
in size and character. 

In another New York agency the 
SM researcher reports, “in test city 
campaigns they start with 20 cities 
selected from the Survey.” In another 
agency, he reports, “the Survey is 
often used to set up test cities, since 
no test campaign should be planned 
without knowing the relative levels of 
buying power.” 

In the January 15, 1952 issue of 
SALES MANAGEMENT, the article, 
“How to Check Sales Results by the 
Paired-City Method,” offered sugges- 
tions on how to match cities against 
each other for testing and quota-set- 
ting. Many examples are given of 
“Toni’s” in income, total sales or five 
categories of retail sales. One city or 
group of cities, for example, could be 
used to test a new sales or advertising 
plan—while others of similar potentials 
could be used as control cities which 
would not get the new plan. 


30. Determining 
Weighted Sales Potential 


The “Buying Power Index” is a 
weighted figure (5 points E.B.I., 3 
points retail sales, 2 points population ) 
which has been found satisfactory by 
the majority of manufacturers who 
supply articles which might be labeled 
“comfort” or “luxury” items. To those 
who make low-price mass-consump- 
tion articles, the factors of total popu- 
lation and retail sales volume in spe- 
cific store categories take on added 
importance. A large food company, for 
example, assigns 4 points to popula- 
tion, 4 points to food store sales, and 
only 2 points to Effective Buying In- 
come. The U.S.A. percentages which 
are not shown in the Survey (store 
categories) may be computed by the 
subscriber or are available from Mar- 
ket Statistics, Inc., 432 Fourth Ave- 
nue, New York 16, N. Y. 
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Now get free from The American Home this handy, 
practical way to keep market-analysis figures* at your 
finger tips. A complete sales analysis with maps of each 
of the 43 top markets (representing almost half of U.S. 
retail sales!) is yours for the asking. You can use the 
localizer national check list to compare your sales figures 
in the 43 richest markets. And to reach the “richest” 
prospects in all these markets— 


There’s no place like 


THE AMERICAN HOME 
for results 


Boston: 83 Newberry Street 
Commonwealth 6-0832 


cHicaGo: 360 North Michigan 
Avenue - State 2-6396 


LOS ANGELES: 612 South Flower 
Street - Madison 6-4761 


New york: 444 Madison Ave- 
nue - Eldorado 5-1300 
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CLEVELAND: 1501 Euclid Avenue 
Main 1-2967 

Detroit: 3065 Penobscot Build- 
ing - Woodward 5-9878 

SAN FRANCISCO: 235 Montgom- 
ery Street - Yukon 2-0924 
SEATTLE: 605 Union Street 
Seneca 0936 


*Based on projections of 


1953 Sales Management figures. 


“AMERICAN ¢ 


HOME 


Magazine 


31. The 200 Best 


A large New York agency in choos- 
ing magazines starts out with the Sur- 
vey table on the 200 cities and/or 
counties leading in Effective Buying 
Income. Then magazine circulations 
are broken down to indicate the per- 
centage of families reached in other 
leading markets, and the ones having 
the greatest coverage of these top mar- 
kets are recommended to the agency’s 
clients. 

A Philadelphia hardware manufac- 
turer uses the same set of tables for 
quickly spotting the sales centers ac- 
cording to importance nationally, 
while another manufacturer, most in- 
terested in small-city and rural mar- 
kets, maps his total national potentials 
by subtracting the totals for the “200 
Leading” from the U.S.A. totals. 


32. Merchandising 
the Advertising 


Many manufacturers—or their ad- 
vertising agencies—prepare for the 
salesmen county-by-county analyses 
showing such factors from the Survey 
as total population, number of families, 
retail sales, effective buying income— 
alongside county circulation figures of 
the patraieecns, advertising. 


33. Handling Franchised 
Dealers or Producers 


Where companies operate through 
franchises, as in the case of the soft 
drink industry, the franchise holders 
are often asked to contribute part of 
the advertising expenditure. This may 
be done on a case or unit basis, based 
on actual production and sales—or it 
can be tied in with potentials. One ad- 
vertising agency writes, “We are faced 
with the task of allocating advertising 
expenditures of national and _ local 
compaigns to company-owned, and 
also to franchised, bottling plants. This 
just couldn’t be done on a fair basis 
with sales and media data alone. The 
Survey gives us exactly the additional 
data that are needed to make each 
plant pay its fair proportionate share.” 


34. Routing the Sales Force 


Sales costs can be lowered and effi- 
ciency increased, if wasteful or useless 
travel is eliminated. One sales man- 
ager reports that in an lowa territory 
he discovered by plotting Survey po- 
tentials against reported travel time 
that his salesman was spending 15% of 
his time in cities that produced 75% 
of his business, and 85% of his time 
in the “thin” and “dead” areas which 
were good for only 25% of his volume. 


HOW TO REDUCE 


HELPFUL NEW BROCHURE on display 
moving, yours for the asking. Phone 
local NAVL agent or write North 
American Van Lines, Dept. SM554, 
Fort Wayne 1, Ind. 


\ 7D untine 


WHEN 
MOVING OFFICES! 


- ++ CALL YOUR LOCAL 
NORTH AMERICAN AGENT! 


Alert traffic managers look for ways 
to cut the “hidden costs” of office 
moving. With North American you 
get a smooth operating team of men 
whose motto is speed with safety! 
Specially trained, 
men carefully pack and cover furni- 
ture and equipment, assuring a dam- 
age-free trip. So efficient and thor- 
ough in their work, they’ll have you 
out and in with minimum “downtime” 
—the period when your office is not 
functioning. Call your local North 
American Van Lines agent today! 
qNAVL offers the only departmental- 
ized service for quick, safe handling 
of all types of displays and exhibits. 


Agents 
throughout 
U.S. A., 
CANADA 
and 
ALASKA 


SERVING THE MOVING NEEDS OF A CONTINENT 
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35. Marketing a New Product 


When a company puts out a new 
product for which it has no compara- 
tive data in its files, or for which there 
are no association or Census data, the 
Survey can be used as the sole basis 
for estimating potential sales, but it 
will have to be done on a trial-and- 
error basis until experience indicates 
the factor or combination (such as 
families, total sales, sales of a store- 
type, or income) with the highest 
correlation. 


36. Best Type of Media? 


At the C. L. La Roche company a 
client wished to determine which type 
of media would be best for him. 

“They wanted to know whether 
sales of their line—a quality product- 
were concentrated in large cities or 
distributed proportinately and not 
concentrated. We found in the store- 
type data that sales were proportion- 
ate to city size, not concentrated. This 
led to the decision to use magazines 


37. Setting Sales Quotas 


If territories are properly aligned 
with relatively equal opportunity, and 
due regard given to physical factors 
(the work load) such as density, roads 
and others—the setting of reasonable 
quotas is a simple matter, calling onl) 
for the breakdown of the company’s 
over-all quotas into the relatively 
equal parts as outlined by the terri- 
torial divisions. 

Suppose the company covers the 
country with 50 salesmen. Counties 
are so assembled, according to poten- 
tials developed from the Survey, that 
each territory should account for 2% 
of the volume. Then, if the over-all 
quota is 1,000,000 units, each sales- 
man is held responsible for 20,000. 

Anticipate the problem of expand- 
ing or contracting the number of sales- 
men by splitting the area into manv 
equal parts. If you have 50 salesmen. 
for example, you might well have 100 
equal territories with each man han- 
dling two. If subsequently you double 
your sales force, each man would 
have one. 


38. Breakdowns by 
Metropolitan Areas 


An agency head says, “We use 
S.B.P. on every account, not only for 
mar*et selection but also for media 
buyiag purposes. We break down the 
media by Metropolitan County Areas. 

. Survey data serve as a bridge to 
connect three islands: (a) media, (b) 
the sales department, (c) the advertis- 
ing department. We must know the 
market is there, if the people are there 
at the price, and if the sales depart- 
ment is willing to take it at the price.” 
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The New Look in 
uota Setting 


The availability of Survey of Buying Power data on IBM cards has, over the past five 


years, greatly facilitated the analysis of markets for setting distribution and advertis- 


ing quotas. Dr. Jay M. Gould, Research Director of the Survey, and Managing Director 


of Market Statistics, Inc., summarizes below some of the typical problems and solutions 


that can now be conveniently handled with these new IBM techniques. 


The Meaning of a Potential 

Two important questions asked by 
all sales managers concerned with the 
problem of regional allocations are: 
“What will be the sales of Area A?”, 
and “What could they be?” The 
answers will generally differ because 
the questions are really radically dif- 
ferent in concept. The former is con- 
cerned with a forecast, the second 
with a potential; and these are not 
interchangeable concepts. 

The sales potential is the more 
basic of the two. In any given area 
actual sales of a product may, for a 
variety of reasons, be regarded as 
extremely low or extraordinarily high. 
In advance of the actual sales experi- 
ence, however, we can conceive of a 
definite sales potential which could be 
attained from the expenditure of a 
certain amount of sales effort, if the 
relevant economic factors were in 
“normal” operation, i. e. if the poten- 
tial truly reflected the economic re- 
sources of the area. 

Data in the Survey can serve to 
indicate the market potential for a 
wide variety of goods designed for 
the ultimate consumer or the indus- 
trial user. 


Setting Quotas 

Taxe the problem of a sales man- 
ager distributing a new product, for 
which there is no previous sales ex- 
perience. He wishes to establish sales 
potentials, let us say, for Area A as 
against Area B. The problem can be 
reduced at this stage to one of rela- 
tive proportions—to establish for each 
area percentages of a sales total which 
can later be fixed for the company 
as a whole. 

If Area A has twice as large a 
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population as Area B, does it follow 
that its sales potential will be twice 
as large? The answer might be yes 
if the product were a low-priced staple 
commodity with a mass appeal. 


The Population Factor 

The sales of table salt might be 
expected to follow the distribution of 
population, for there do not appear 
to be any economic, social, or climate 
differences that would introduce re- 
gional variations in per capita con- 
sumption of table salt. But for many 
other staple goods, other economic 
factors may come into play where 
differences should be allowed for in 
per capita consumption. Per capita 
consumption of bakery products in two 
areas may differ because of differences 
in the age distribution of the popula- 
tion of the two areas, in average family 
size or in climate making for variations 
in per capita bread consumption. Such 
questions should be raised, though it 
may be decided that such differences 
are small enough to be ignored. 

The point to be stressed is that the 
existence of wide variations in per 
capita sales leads to the search for 
some other market factor or factors 
that will help predict or anticipate 
these variations. 


The Income Factor 

But suppose the product under 
consideration were a relatively high- 
priced food, whose appeal would be 
expected to be greater in an area 
having a higher level of income. 
Then it can be argued that area po- 
tentials should bear the same relation 
to each other as area population 
weighted by the average per capita 
income. This is mathematically equiva- 


lent to saying that the area potentials 
are in the same proportion to each 
other as the area incomes. In other 
words, if Area A has twice the income 
of Area B, it should have twice the 
bread potential. 


We have noted only two of the 
many possible significant factors—pop- 
ulation and income—in accounting for 
sales variations in a wide range of con- 
sumer products, although we can show 
that these are, generally speaking, the 
most important. A larger number of 
factors can be accounted for if the 
technique of multiple correlation is 
employed. 

The multiple correlation technique 
is designed to measure the statistical 
importance of any particular factor in 
“explaining” why actual sales vary 
from expected or “potential” sales. 
If a set of factors is adjudged to be 
significant enough for inclusion in the 
analysis, the correlation procedure 
will yield some system of weights to 
be assigned to all significant factors 
in arriving at a “potential” sale. 


That population and income are of 
great importance in evaluating the 
sales potential of an area follows log- 
ically from the fact that all consumer 
goods can be considered to have vary- 
ing degrees of attractiveness to con- 
sumers, depending on their . income 
status. At one end of the range are 
the low-priced “necessities,” the de- 
mand for which depends mainly on 
the number of consuming units. At 
the other end, are the relatively high- 
priced “luxury” goods, the demand 
for which will vary in relation to the 
income status of the prospective con- 
sumers. We would expect the regional 
distribution of the sale of Cadillacs to 
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Stickin Around 
with KLEEN-STIK 
NOTHIN’ STUMPS KLEEN-STIK! 


Honestly —there seems to be no end 
to new and clever uses for KLEEN- 
STIK! Every day, more people are 
finding new ways to save time . 

save money... and doa better job 


of Point-of-Sale display or labeling 
with this wonder-workin’ pressure- 
sensitive adhesive. F’rinstance: 
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STAMT CESSERT INSTANT DESSERT { 
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As demonstrated by Dave Gorroway on ‘todey NBC TV | 


“Amaz-ing” Shelf Talker! 


TV star Dave Garroway “talks up” 
the advantages of AMAZO Instant 
Dessert from grocers’ shelves with 
this slick marker. It’s the brain 
child of American Maize Co.’s 
W. R. HARMAN, plus CONNIE 
VALESEY and JOEL COURON of 
KENYON-ECKHARDT’s N. Y. 
staff — with JOE MURPHY of 
FENN & FENN handling the fine 

rinting and die-cutting job. Food 
Seales and wholesale grocers say 
their men enjoy placing these ‘‘nif- 
ties’ —all they have to do is p-e-e-l 
the backing from the KLEEN-STIK 
strip and press down on the shelf! 


Seeing Things??? 

Nope — those footprints on the ceil- 
ing weren’t put there by a “human 
fly” —they’re just an extra-clever at- 
tention-getter to tell Fort Wayne 
bus riders that “It’s Just a Few 
Steps to HOWARD'S Camera and 
Gift Shop.” The idea, ‘‘dreamed up” 
by ED WADE, Acct. Exec. for 
LOUIS E. WADE ad agency, Fort 
Wayne, in collaboration with ROD 
HOWARD, attracted a terrific 
amount of attention—and no won- 
der! Naturally, they chose KLEEN- 
STIK for the die-cut Bus Stop sign 
and footprints, because of its simple 
peel-and-press application and super 
adhesion on the curved ceilings. 


Nothin’ will stump you, either—if 
you use super-sellin’? KLEEN-STIK 
for *‘socko”’ Point-of-Purchase ad- 
vertising. Your own printer or lith- 
ographer can supply you with stock, 
and with ideas galore. And you can 
join our free **Idea-of-the-Month” 
Club just by sending your name on 
your company letterhead. Do it 
today! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue * Chicago 1, Illl. 
Pioneers in pressure sensitives for Advertising and Labeling 
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be heavily influenced by the income 
factor, whereas the income factor 
would be of relatively little importance 
in the regional distribution of table 
salt. 

The early attempts of market re- 
searchers to adapt magazine circula- 
tion data for use in distributing sales 
stress the importance placed on the 
income factor. They assumed that the 
purchase of certain magazines might 
reflect the existence of a market of 
high “quality.” Similar reasoning at- 
tended the use of regional data on 
residence telephones in use, income 
tax returns per 100 homes, and even 
the number of wired homes. 

These expedients are no longer 
necessary. Income figures collected 
in the 1950 Census of Population pro- 
vide a rich body of data allowing the 
area income totals to be distributed 
among income groups, as we shall 
show below. 


The Sales Factor 


Another key factor in evaluating an 
area’s sales potential is its degree of 
retailing concentration. A market 
potential depends not only on the 
number and character of its residents, 
but also on the number of consumers 
from outlying areas who through habit, 
accident, or necessity come into the 
market for specific types of pur- 
chases. This factor is of a fairly 
constant character and may be meas- 
ured fairly accurately by the use of 
data on sales of retail outlets in the 
Survey, projected from the Census of 
Retail Trade. It underlines the im- 
portance of choosing a suitably defined 
sales area, a point to which we shall 
return later. 

The difficulty in using data on sales 
of retail outlets as an indicator of the 
demand for a specified product is that, 
except perhaps in such a case as the 
sales of gasoline service stations, the 
given product usually forms a very 
small proportion of the sales of retail 
outlets classified in many different 
ways. A typical drug product, for 
example, will be sold through outlets 
classified as drug, general merchandise, 
or food, and the total sale will include 
a host of products whose sale poten- 
tial may diverge considerably from 
that of the drug product. 

For this reason, it is frequently 
more desirable to establish a potential 
for a commodity or service, not by 
sales estimates of certain types of 
outlets, but at least in part on the 
demand for that product as indicated 
by the number and income character- 
istics of its potential consumers. 

In recognition of the importance of 
the population, sales, and income 
factors, a formula devised many years 
ago by Sates MANAGEMENT has been 


found to offer reasonable area sales 
quotas for many consumer goods that 
are neither low-priced staples nor high 
value luxury goods, and that are scld 
through standard retail outlets. This 
formula assigns a weight of 2 to an 
area’s percentage of total population, 
a weight of 3 to the area’s percentage 
of total retail sales, and a weight of 
5 to its percentage of total disposzble 
income, to yield what we call the 
Buying Power Quota. Correlation 
analysis in which the sales of a given 
product are expressed as a mathe- 
matical function of so-called “inde- 
pendent” quantitative factors will yield 
weights similar to those employed in 
the SALES MANAGEMENT formula. If 
the analysis is to proceed to an inves- 
tigation of all sales areas, it is desirable 
to limit the independent factors to 
those for which quantitative data are 
available for all counties. 

The Buying Power Index is only 
one of many possible combinations of 
Survey data that have been devised 
to approximate market potentials. Ex- 
perience is the only guide, since indi- 
vidual goods and services have their 
own particular characteristics. The 

(Continued on page 44) 


Improve Your Speech 


Quickly, at Low Cost, during Spare 

Time, in Your Home or Office 

this Easy, M § 
Attractive Album of four 12-in., 78-speed 
Records, carrying instructiye, eopiting Jee 
sons on eight sides, pressed by RCA VICTOR 
on unbreakable Vinylite. 


Enables busy business and professional men 
and women, service club members, toast- 
masters, sales managers and salesmen, radio 
si and others to improve their speech, 
iction, ability to talk fluently on any and 
all occasions. 

Perfected by Bertrand Lyon, Master of Speech, 
lecturer, teacher, author of ‘‘Ptactical Pub- 
lic Speaking,’"” who has trained thousands 
to better express themselves before any size 
audience. 

Album Complete—8 Lessons on Four 
Record: nly $25.00, Postpaid. 
Send check or money order, or write now for 

descriptive folder, direct to 


BERTRAND LYON 


5329-L West Lander St., Seattle 6, Wash. 
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CARD 1 POPULATION AND INCOME 
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CARD 2 RETAIL SALES BREAKDOWN 
RETAIL SALES 


GENERAL 
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CARD 3 POPULATION, INCOME AND SALES 
POPULATION 


RETAIL SALES 


TOTAL FAMILIES INCOME FOOD GENERAL 
STORE MERCHANDISE 
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We present here the IBM cards underlying all data published 
in the 1954 “Survey of Buying Power,” and which are there- 


available for all counties. In this card columns 7 through 36 
indicate the number of consumer units respectively earning in 


fore available for the analysis of markets, both consumer and 
industrial. The first set of four cards relates primarily to con- 
sumer goods. Card 1 offers basic data on population, families 
and income available for the U. S., states, counties, cities and 
metropolitan areas. Card 2 offers for the same areas the basic 
data on retail sales and its main components. Card 3 indicates 
those market factors taken from Cards 1 and 2 that are most 
commonly used in the analysis of consumer markets. Card 4 
presents the new data on the distribution of net income, now 


1953, after taxes: $0 to $2499; $2500 to $3999; $4000 to $6999; 
$7000 to $9999; and over $10,000. Columns 37 to 71 inclusive 
indicate the total earnings of consumer units falling into each 
income group. Total earnings for all five groups equal the net 
buying income total for counties shown on card 1. 


The four industrial cards offer the basic data on number of 
plants and employes in each of the 19 two-digit industrial 
classifications recognized by the Census Bureau. 


CARD 1 PLANTS, 1947 
NUMBER OF INDUSTRIAL PLANTS—BY CLASSIFICATIONS 


FOOD AND TOBACCO TEXTHE 
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LEATHER . 
AND PRIMARY FABRICATED | MACHINERY 


LEATHER METALS METALS EXCEPT 
PRODUCTS i ELECTRICAL 


tee Ath 4b thi sSrrisearesssssasesneednassase 


a4 1S 617) 155 56 57 SB 58 GHG) 62 63 64 G5 G6l67 


ELECTRICAL TRANSPOR — 


19 20 21 22 23 24125 26 27 W 2 Wd 32 33 M4 3S WI? BW WS MO 41 4243 44 45 46 47 48) 48 DO 51 57 SD 


CARD 3 EMPLOYMENT IN 1953 
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Better 
Living 


Brings You 


Better 
Buyers 


Every month, 2,500,000 women—identifiable 
supermarket shoppers—read Better Living. 
Who are they? What do they buy? Where? 
Why? 


Let Starch Tell You 


The latest (47th) Consumer Magazine Re- 
port by Daniel Starch and Staff shows that 
the Better Living audience has a greater con- 
centration of 


* women in the 18-35 age group (47%)... 

* with larger households (380 consumers per 
100 homes) ... 

* who bring up more children (150 per 100 
homes) ... 


than readers of any other store-distributed, 
women’s service, or weekly magazine. 


What Do They Buy? 


Everything — and lots of it. For instance, 
Starch shows a larger percentage of Better 
Living readers in 1954 intend to buy wash- 
ing machines, vacuum cleaners, ranges, home 
freezers, and food mixers than readers of any 


examples below illustrate only some 
of the many different approaches. In 


| all these cases, it is the use of punch 


card equipment that makes possible 
the reduction to manageable propor- 
tions of what would otherwise be an 
insuperable burden of tedious tran- 


| scription and calculation. 


To Evaluate 
Sales Performance 


Before discussing specific industry 
applications, a word about the general 
use of IBM punch cards for sales and 
promotion analysis. More and more 
companies of all sizes are increasingly 


| adapting their accounting procedures 
| and sales records to punch card equip- 


ment. This offers many new oppor- 
tunities for evaluating sales perform- 
ance. If a sales figure for an area or a 


| product is expressed as a percent of 


the company total, comparison with 


| some objective indicator of the poten- 


other store-distributed magazine. Better Liv- | 


ing helps them decide what to buy. 
Where Do They Buy? 


Everywhere. But most specifically, they buy | 


food, cosmetics, toilet goods, and hundreds 
of other household items in America’s lead- 
ing supermarkets. 


Here’s Why 


This is your big “plus” market for more 
business—for new business. Better Living’s 
2,500,000 readers want better living, and buy 
Better Living because it helps them help 
themselves. 


Whatever you sell, Better Living will lead 
them to it. 


America’s Self-service Magazine 
230 Park Avenue, New York, MUrray Hill 6-4600 
Officially endorsed by the Super Market Institute 
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tial, also expressed as a percentage, 
will draw immediate attention to the 
area or product for which sales are 
significantly greater or less than po- 
tential. 

We reproduce actual IBM layout 
cards on page 43, indicating the num- 
ber and diversity of market factors 
underlying the data in the Survey 
which can be reproduced for special 
analyses. IBM cards contain 80 
columns which permit including on a 
single card information on company 
sales, codes to identify the area (which 
can refer to states, counties, cities, 
metropolitan areas, or any combination 
thereof), alphabetic description of the 
area, plus as many as six or seven of 
the market factors most applicable to 
a particular product. 

After a sales manager, or market 
research head, has decided which 
factors are of chief concern to him, 
he can take a set of county cards 
containing this information and re- 
arrange them to conform to his sales 
areas, based on the county-by-county 
definition of each area. The cards can 
then be run through an IBM listing 
machine, to yield potentials, subtotaled 
for each area, which can be compared 
with actual sales. 

The selection of market factors for 
any particular product depends in 
great measure om what economists 
call its “elasticity of demand.” In 
simple terms—the degree to which its 
appeal is that of a low-priced neces- 
sity or high-priced luxury item or 
service. For products with a mass 
appeal, population would receive most 
weight. Luxury-type products would 
give most emphasis to income, and 
within income, to those groups falling 
into the higher income brackets. At 
the same time, retail sales should also 
receive some weight, because an area 


may have both consumers and suffi- 
cient income, but the demand will not 
be effective unless there are sufficient 
outlets to realize the sales potential. 


Modifications of 
“Buying Power Index”: 
Products with Mass Appeal 

The principle of using population, 
sales and income as the basic three 
factors (as in the Buying Power Index) 
can be used for all types of goods. A 
large food manufacturer regularly uses 
the Survey cards, giving a weight of 
4 to population, 4 to food sales, and 
2 to income (all factors expressed as 
percentages of U. S. A.). This type 
of formula, suitable for low-priced 
necessities, has also been successfully 
applied to such products as shoes, 
tobacco, work clothing, and drug 
products. In the past year, about a 
dozen large food processors have used 
Survey cards, with particular emphasis 
on population and food sales. 

A formula applicable to higher- 
priced products, used by a leading 
manufacturer of washing machines 
and other appliances, assigns a weight 
of 2 to number of families, 2 to sales 
of furniture-household appliances- 
radio stores, and 6 to income (all ex- 
pressed as percentages of U. S. A.). 
In this case families are substituted for 
population, as should be the case 
wherever the product is sold on a 
household basis, rather than to per- 
sons. Similar formulas have been suc- 
cessfully used by manufacturers of 
refrigerators, vacuum cleaners, sewing 
machines and ranges. 


Products with Quality Appeal 


For a wide variety of high-priced 
products, reliance on the income factor 
alone, no matter how heavily 
weighted, is not desirable because the 
income percentage is based on an 
agregate. The total income figure 
for a county or city will include in- 
come of all classes, and frequently 
the contribution of high income fam- 
ilies will be dampened by the income 
of low income groups. 

For this reason, the income dis- 
tributions underlying the income totals 
in the Survey (see card 4, page ??) 
offer far better indicators of potential 
for high quality products. Consider, 
for example: 


Income of 
Consumer 
Units earn- 
Popula- Total ing over 
tion Income $7,000 
(in (in (in 
thous.) thous.) thousands) 
Westchester, N.Y. 657.7 1.538.947 974.887 
St. Louis, Mo..... 1,347.6 2,463,988 1,006,622 
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The population factor credits St. 
Louis (county and city) with more 
than twice the potential of West- 
chester. Manufacturers of table salt 
will probably find this accords with 
their sales performance in these areas. 
For higher-priced products, the in- 
come factor credits St. Louis with 60 
percent more potential than West- 
chester. However, with respect to the 
income of consumer units earning over 
$7,000, the two areas are very close 
in potential. One would expect the 
two areas to account for equal sales 
volume for such products as quality 
liquor brands, cars falling into the 
Mercury and Buick price classes, high 
fidelity radio-phonograph equipment, 
etc. Turning finally to income of fam- 
ilies earning over $10,000 (income 
data for such families available on 
IBM cards although not published in 
the Survey), we find: 

(in thousands ) 
Westchester 713,477 
St. Louis 592,035 

The Westchester potential for the 
sale of Cadillacs, and similar products 
aimed at consumers earning over 
$10,000 per year, would appear to be 
20 percent greater than that of St. 
Louis. 

The marketing importance of in- 
come distributions, can be underlined 
by this fact. The sales response to 
practically all goods and _ services, 
other than basic necessities, will bear 
some relationship to the income of 
the consumer. These relationships 
can be fairly easily determined by 
sampling surveys. A recent survey 
of life insurance ownership conducted 
by the Survey Research Center of the 
University of Michigan indicated that 
about 50 percent of all families earn- 
ing under $2,500 were insured, 
whereas the percentage for families 
earning between $2,500 and $4,000 
was about 80, and for families earning 
over $4,000, the percentage was about 
92. These percentages could then be 
applied to the number of consumer 
units falling in each income bracket, 
to yield for each county a theoretical 
or potential number of units that 
should carry life insurance in the na- 
tional experience were duplicated in 
each county. The life insurance in- 
dustry could then determine, by com- 
parison with actual numbers of per- 
sons insured in each county, which 
counties have as yet not tapped their 
full life insurance potential. 

While the life insurance industry 
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finds solid buying power 


There is one best way to drive home a sales message to 
the readers of THE CHRISTIAN SCIENCE MONITOR. 
That is, to tell them your story in the columns of their 
favorite daily newspaper. 


Retailers tell us they know through experience that 
MONITOR readers make a regular practice of asking for 
MONITOR-advertised merchandise by brand name. Also, 
these men and women enjoy better than average “spend- 
able income” — spendable for worthwhile products and 
services. This is a highly responsive, solid market with a 
buying power well worth cultivating, as a total of 29,599 
advertisers (2,554 national and 27,045 retail) proved in 1953. 


Your business will profit from the stimulus of a program 
of advertising in the MONITOR. Without obligation on 
your part, we will gladly draw up a detailed proposal of 
MONITOR advertising custom-made to the requirements 
of your product or service.—THE CHRISTIAN SCIENCE 
MONITOR, One, Norway Street, Boston 15, Mass. 


SPEAKING OF DEPTH OF PENETRATION, HERE IS WHAT ONE 
ADVERTISER SAYS: "We are pleased to tell you that we are very 
well satisfied with the results of our advertising in The Christian 
Science Monitor. We use a wide assortment of weekly and 
monthly publications and the Monitor has proved to be the best 
medium and has produced more orders at a lower cost per order 
than any other publication.” 


News, Advertising, Readership 


Devoted to Building a 


The CH RI STIAN | Better Civilization 
S Cc IE N CG E Branch Offices 


NEW YORK: 588 Fifth Avenue 


M ON ITO R CHICAGO: 333 N. Michigan Avenue 


is peculiarly fortunate in being able LOS ANGELES: 650 S. Grand Avenue 
to assemble sales data on an industry An -Internetione! Ovily Newspoper LONDON, W.C. 2: Connaught House, 
basis, the same procedure can be fol- 163 /4 Strand 

lowed on a company basis. The dis- 
tribution of a particular quality brand 
of liquor could be established by 
setting up a system of graded weights 
on consumer units falling in each 


MAY 10, 1954 


Listen every Tuesday night to 
“THE CHRISTIAN SCIENCE MONITOR VIEWS THE NEWS” 
with Erwin D. Canham, Editor, over the ABC network 


DISTRIBUTION— Western Family is distributed through 
the stores that account for MORE THAN HALF of 
the West’s retail food sales volume. 


READERSHIP— 10.33% of Western Family readers read 
no other magazine; 9.83% read only one of other 
magazines. 


POINT-OF-SALE—20 Western Family field men work 
constantly in support of Western Family advertisers. 


MAGAZINE 


For facts, see WESTERN FAMILY in 


LOS ANGELES NEW YORK CHICAGO SAN FRANCISCO SEATTLE 


CIRCULATION 


ONE MILLION 


twice 2, RON TH 


GUARANTEED 


income _ bracket. In this way, a 
weighted potential can be set up for 
each county, expressed as a percentage 
of total expected company sales. This 
would highlight areas where sales 
do not reflect the full potential of 
middle and high income brackets. 
Eventually, the results of the great 
Bureau of Labor Stastics 1950 study 
of consumer expenditures will be 
available, which will show the effect 
of income groupings on a wide variety 
of consumer expenditures for housing, 
fuel, housefurnishings, food, tobacco, 
liquor, clothing, medical care, recrea- 
tion, reading, transportation and in- 
surance. This information, when ap- 
plied to the Survey data on income 
breakdowns, will permit a great ex- 
tension of our present knowledge of 
regional marketing patterns. 


“Urbanized” Sales 

Consumer demand for a wide vari- 
ety of goods and services seems 
related to the degree of urbanization 
of an area, as well as to other factors 
discussed above. Of two counties with 
equal population and income, the one 
that is more “urbanized” will have 
consumer expenditure patterns geared 
to a certain urban way of life—greater 
proportionate expenditures on con- 
sumer services in general, such as 
rent, recreation, personal services, 
insurance, and on such goods as 
fashion apparel lines, men’s acces- 
sories, and jewelry. This fact sug- 
gests the desirability of using an 
“urbanization factor” (called R), 
consisting of the ratio of the urban 
population in a county to the county 
population total. Then, the potential 
percentage of each county for an 
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“urbanized” commodity or service may 
be obtained from a formula such as: 


% of U. S. A. Income X (1 -+- .20R) 


which assumes that completely urban 
areas will receive 20 percent more 
sales than the corresponding equiva- 
lent rural area. This formula can be 
pretested (as should all such correla- 
tion formulae) to establish the most 
suitable adjustment factors. The net 
effect of such a formula is to throw 
more potential into that one of two 
counties with equal income which has 
a greater degree of urbanization. 

An even simpler way to use the 
urbanization factor is to express the 
urbanized population as a percentage 
of total urban population, and to 
substitute this percentage for the pop- 
ulation percentage in deriving a 
weighted index of buying power. As 
an example, a large manufacturer of 
high style belts, braces, garters and 
jewelry has constructed an index of 
urban demand by giving a weight of 
3 to urban population, 3 to retail sales 
and 4 to income, all expressed as per- 
centages of the U. S. After weighting 
these 3 factors they are added to arrive 
at the index of urban demand. The 
degree to which this formula steps up 
the potential for urban areas is illus- 
trated below: 

A similar device was used in estab- 


lishing quotas for a highly-styled line 
of modern furniture, for which de- 
mand in rural areas was found to be 
low. 


Stepped-Up Potentials for 
Quality Markets 

Manufacturers of high quality prod- 
ucts sometimes want to concentrate 
efforts or promotion on above-average 
markets. The Quality of Market 
Index, in which the Buying Power 
Index is divided by the percent of 
U. S. A. Population, rises above 100 
for all such markets, and may be used 
to focus attention on these markets. 
A similar device may be used to 
establish stepped-up potentials for 
above-average markets, i.e., potentials 
which will be higher than the per- 
centages indicated by the Buying 
Power Index or the Net Effective 
Buying Income percentage. The pro- 
cedure may be illustrated as follows: 

In all above-average income mar- 
kets, the Net Effective Buying Income 
expressed as a percent of the U. S. A. 
total (called i) will exceed the popu- 
lation percentage (called p). The 


“stepped-up” potentials for any given 


county or city can then be derived 
from the following formula, easily 
applied on a mass scale, with the use 
of IBM equipment: 

Porential = i ++ .50 (i— p) 


Yok Y%ofU.S.A. 
U.S.A. Urban 


.1938 
7.5880 


1531 
9.4287 


Wyoming 
California 


% of % of 
U.S.A. 
Population Population Income 

.2249 
9.1480 


Index of 
Urban 
Demand 
.2096 
9.1332 


Buying 
Power 
Quota 

.2250 

8.7371 


U.S.A. 
Sales 
.2457 

8.8182 
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The effect of this simple formula can 
be seen as follows: If a market has an 
income percentage of 1.5 and a popu- 
lation percentage of 1.1, say, it is 
clearly an above average county. Ap- 
plying the above formula, we can get 
a stepped-up potential of 


1.5 + .50 (.4) =1L.7 


in which the income percentage is 
increased by 50 percent of the “qual- 
ity” differential. 
applied to a below-average market, 
where, for instance, i—1.1 and 
p= 1.5, will yield a potential of 


1.1 + 50 (—.4) =.9 


All above average markets get an up- 
ward adjustment; all below average 
markets get a corresponding down- 
ward adjustment, so that the sum of 
all such potentials will remain 100 
percent. 


Other Uses of Survey 
Data on Cards 


a. Many companies find it desirable 
to regroup cities into various classi- 
fications not found in the Survey. The 
IBM cards facilitate the distribution 
of city cards into size groupings for 
population, families, retail sales, etc. 
Certain interesting market character- 
istics emerge from such analysis. Al- 
though per capita and per family in- 
come vary directly with city population 
size, the largest per capita food sales 
are found in cities with populations 
of between 2,500 and 50,000; the 
highest general merchandise sales per 
capita in cities with populations of 
between 250,000 and 1,000,000; the 
highest per capita sales of home fur- 
nishings, radios and appliances in 
cities with populations of between 
100,000 and 250,000; the highest per 
capita automotive sales in cities with 
populations between 25,000 and 50,- 
000; and the highest per capita sales 
of drugs in cities with populations 
of between 100,000 and 500,000. 

b. Nielsen Areas. A common pro- 
cedure followed by many companies 
and agencies is to distribute all county 
Survey data into the five Nielsen size 
classifications, which can then be 
subtotaled regionally. 

c. Curtis Market Areas. All 3,072 
county cards are distributed and sub- 
totaled into the 501 market areas deli- 
neated by the Curtis Research Depart- 
ment. 

d. Television Areas. The major 
broadcasting networks all use Survey 
data on cards to work out market data 
subtotals for television areas. 

e. Survey cards carrying data on 
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If you are one who insists on true 
professional-type reproduction of music and speech... 
if you appreciate the classic beauty of high styling 
and the lasting values of durable, rugged 

construction and ABC-simple single-control operation. . . 
if you want the “‘easy-toting” convenience of astonishingly 
light weight... above all, if only full richness 
and high fidelity of tone can satisfy you— 
then the new Ekotape, the recorder 
with the matchless Golden Tone, 
is your obvious choice. 
WRITE for 
NEW booklet, 
“Forever Yours,” 
listing many 
profitable uses 
of Ekotape 


in business 
and industry 


See and hear Ekotape, the connoisseur’s 
tape recorder, at your dealer’s. 
A rare thrill awaits you! 
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Get these New 


Dealer Facts 


to help you sell the multi- 
billion-dollar office supply 
and equipment market . . . 


PROFILE OF A DEALER is the title of an im- 
portant new, independent study of office sup- 
ply and equipment dealers and their merchan- 
dising practices. It covers a large cross section 
of dealers throughout the country and was 
compiled by a recognized, independent re- 
search firm. It brings you a complete insight 
into the key men behind the four-billion office 
supply and equipment market —the dealers. 
For example, it provides new information on: 


dealer sales volumes . . buying FIFTY YEARS OF 
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of a Dealer” simply write all other publications in the industry 
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households are used as a base to 
establish current circulation coverage 
ratios for all major magazines. Eleven 
cooperating advertising agencies in 
Chicago recently broke down the cir- 
culations of 60 leading magazines by 
counties and metropolitan areas, re- 
lating circulation figures to Survey da- 
ta. A similar study was also made by 
them on newspaper circulation. Survey 
cards are also used as a base to 
establish number of radio and tele- 
vision homes, by county. 

f. Supermarket Sales by County. 
The research department of The 
American Weekly has used IBM Sur- 
vey data on food sales to segregate 
sales of supermarkets. Ratios of super- 
market sales to total food sales have 
been found to range from under 25 
percent in Cook County to over 75 
percent in Los Angeles. 

g. Growth Factors. Data on house- 
holds taken from successive Surveys 
have been found to be useful in 
establishing growth trends, by county, 
in residential construction. 

h. Many users of Survey data are 
interested in jnaintaining back series 
for each county and city in order to 
isolate divergent regional trends. One 
difficulty in the use of past Surveys of 
Buying Power for such a purpose is 
that we do not publish past estimates 
for changes in level resulting from 
the publication of new and more 
accurate information available from 
the Census Bureau. Although on the 
whole valid indications of trend move- 
ment will emerge from comparisons of 
estimates in the 1954 Survey with 
past Surveys, there will be occasional 
discrepancies due to revision of levels. 
For those interested in long term 
trends by counties, Market Statistics, 
Inc., has developed sets of IBM 
cards containing comparable data on 
population and sales for 1939, 1940, 
1948, 1949, 1950, 1951, 1952, and 
1953, covering all counties. Indices of 
change have been calculated and com- 
pared with the national change. 

i. Calculation of Discretionary In- 
come. Calculations have been made 
of “subsistence” expenditures, by 
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county, for food and housing. When 
deducted from net effective income, 
these yield a measure of “dicretionary” 
income, available for non-essential 
expenditures. 

j. Forecasts of Market Data. Sev- 
eral large companies use Survey data 
on cards to project trends for one-to- 
three-year periods, in an effort to avoid 
basing current quotas entirely on past 
experience. 

k. Degree of Retail Concentration. 
Users of Survey data will note that 
frequently the retail sales of an area 
will exceed the net income. This 
does not mean that the residents of 
the area are living beyond their 
means, but that the retail outlets of 
the area are serving many residents 
of contiguous areas. Per-capita sales 
ratios of many areas will reflect, 
therefore, not only the income level of 
the area, but also the degree of re- 
tailing concentration—the extent to 


which retail sales are boosted by sales 
to residents of other areas. A county 
index of retailing concentration, use- 
ful for certain marketing problems, has 
been constructed by dividing the retail 
sales percentage by the income per- 
centage. In the case of goods sold 
directly to consumers, potentials based 
on sales data should be adjusted for 
variations in the degree of retailing 
concentration. 


Another measure of retail concen- 
tration may be obtained by multiplying 
the population of each area by some 
average consumption ratio (e.g. per 
capita sales for the U. S.) and sub- 
tracting such “resident consumption” 
from the sales total, to yield estimates 
of the sales to non-residents. 


]. Industrial Markets. Data on in- 
dustrial plants and employment are 
available on cards for all 3,072 
counties, and not just for the leading 


100 counties published in the Survey. 
The layout-form on page 43 indicates 
the nineteen industrial classifications 
for which such data are available. 
The only industrial classes omitted are 
ordnance and miscellaneous manu- 
facturing. 

See section on Industrial Potentials 
for discussion of various uses of 
Survey industrial data. 

The above can only suggest some of 
the many new developments made 
possible by the availability of Survey 
data on cards. The research staffs of 
SALES MANAGEMENT and Market Sta- 
tistics, Inc. will gladly offer, without 
charge, advice and consultation serv- 
ice on any marketing problem that 
may require such use of Survey data. 
Address communications to either 
SALES MANAGEMENT or to Market 
Statistics, Inc., 432 Fourth Avenue, 
New York 16, N. Y., MUrray Hill 
4-3559. 


25 Years of Service 


With this issue the Survey of Buying Power is 25 years old, but frankly, we're not interested 


in birthday cakes and candles and silver trimmings. Instead, we’re mighty proud of our rec- 
ord of service during those years. Mighty proud, too, of that quarter-century of priceless ex- 


perience . . . They were years of growth. Of testing, improving, foolproofing our techniques. 
Of increasing acceptance by companies, people and groaps who depend on re’iable population, 
income and sales data to get their campaigns and projects off the ground. Of steadily com- 


pounding prestige as the country’s No. 1 source of market data. 
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On coast-to-coast trips, American’s new DC-7 


American 1s FASTER service gives you a definite advantage. Between 
New York and San Francisco, American offers 
than any other Airline two DC-7 flights daily, both faster than any other 


airline. Between New York and Los Angeles, 


between N bE W YO RK American’s two daily nonstop DC-7 flights are not 


only faster than any other airline, but the only non- 


and C A L | FO R N | A stop transcontinental service in both directions. So, 


for coast-to-coast travel, always call American first. 


Crna taice de AMERICAN AIRLINES 
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We present here, for the third suc- 
cessive year, a survey of industrial po- 
tentials which has no counterpart any- 
where else, not even in official Census 
of Manufacturers records. We present 
current data on employment and value 
added for all counties in the U.S. that 
are of marketing significance in any 
one of twenty different industrial clas- 
sifications. 

The data here record the tremen- 
dous shifts in industrial markets that 
have taken place in the post-war pe- 
riod, which, for some categories, such 
as electronics and aircraft, have in- 
volved radical transformations of in- 
dustrial marketing patterns. How 
many people realize, for instance, that 
one million more workers are em- 
ployed today in the electrical machin- 
ery and transportation equipment in- 
dustries than in 1947? Where are the 
new and expanded plants which ac- 
count for this tremendous expansion? 
Our tables below provide the only sys- 
tematic record of these changes, 
which have occurred too rapidly to be 
tabbed by an official agency. 

Precisely because this information 
had never before been available, has 
it literally revolutionized the technique 
of setting sales quotas for industrial 
products. We know of no better way 
to illustrate this point than to cite 
again an actual case, that of one of 
the nation’s largest manufacturers of a 
certain kind of equipment used in the 
apparel industry. For years, they wrote 
to us, they had been preparing their 
area quotas by using local directories 
listing the names of apparel manufac- 
turers. Here they ran into a common 
problem that (1) such directories are 
not uniformly available for all areas, 
(2) many company names have no 
real existence, i.e., there is no plant 
operation associated with the name, 
(3) there is no way of evaluating the 
importance of any given name, short 
of an individual research job for each 


MAY 10, 1954 


listed company. These difficulties in 
general have always impeded the job 
of setting systematic sales quotas for 
any areas other than the major metro- 
politan areas (for which Census data 
were available), not only in this par- 
ticular industry, but for all other in- 
dustries. 

When the research department of 
this major supplier of apparel equip- 
ment saw our initial estimates of value 
added in apparel manufacture in 200 
leading counties, their first reaction, 
they told us frankly, was one of skep- 
ticism. This vanished completely, how- 
ever, when they transferred the SALEs 
MANAGEMENT data on to maps, color- 
ing each listed county, and compared 
this map with a similar map prepared 
from their sales records. The agree- 
ment between the two maps was close 
enough to convince them that here at 
last was an objective opportunity to 
test the reasonability of their sales 
volume in one county as compared 
with another. Here again, they re- 
ported, they found substantial agree- 
ment with their own sales experience, 
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but now their interest was centered on 
areas in which divergences appeared 
between their sales figures and the 
SM potentials. 

At this point, they contacted the 
SALES MANAGEMENT research depart- 
ment, asking for an opportunity to 
check into our data at first hand. They 
explained in effect, that they were not 
convinced that our data offered them 
a chance to revise their sights, but 
that a thorough-going re-alignment 
would disturb so many sleeping dogs 
that they would be called upon to de- 
fend the new quotas against the most 
critical kind of scrutiny. We were nat- 
urally delighted, for this was precisely 
the problem we had anticipated, and 
described our techniques, as we do 
below, but with more illustrative de- 
tail. Sufficient to say, our data, both 
published and unpublished, now serve 
as the basis of the sales quotas for this 
leading industrial supplier. 


How the Data Were Derived 


Those familiar with industrial mar- 
keting data will know that the Census 
Bureau has never released data on em- 
ployment and value added by industry 
for all counties, chiefly because of the 
Census Bureau’s necessary adherence 
to the “disclosure” rule. Being pro- 
hibited by law from publishing any 
statistics that disclose information re- 
ported by individual companies, the 
Census has followed the practice of: 

(a) Showing employment for a par- 
ticular industry or locality only when 
three or more companies are involved. 

(b) Showing value data for any in- 
dustry or locality only when three or 
more companies are involved, and pro- 
vided also that one or two companies 
do not produce a very large propor- 
tion of the combined output of these 
industries. 

(The insistence on having at least 
three companies involved was based 
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Almost twenty-six thousand architects and 
engineers now subscribe to Architectural Record. 

Never before has an architectural magazine made 
accessible to advertisers so many of the architects 
and so many of the engineers whose designs and 
specifications determine which building products four 
out of five of the nation’s building dollars will buy. 

Periodic checks of Dodge Reports of building 
activity (available exclusively to Architectural 
Record), show that over 85% of the total dollar 
volume of all architect- and engineer-designed 
building, nonresidential and residential, small and 
large, is currently in the hands of Architectural 
Record’s architect and engineer subscribers. 

This unequalled and verifiable market coverage 
results from an editorial service that is unique. 

Architectural Record balances and times its 
editorial content with the aid of Dodge Reports to be 
of constant maximum value to architects and engineers 
in terms of the work on their boards—serves 
the full range of architectural design, nonresidential 
and residential, that comprises the practice of 
architects and engineers—edits every page of 
every issue specifically for architects and engineers. 
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Visit Evansville Via Copter 
In This New Full-Color Film 


If you're interested in a new plant site — investigate 
Evansville’s host of advantages. Join us in a half-hour film 
journey that covers every factor you might consider in 
choosing a new industrial location. Enjoy a ‘‘copter-eye"’ 
view of the community that lives up in every way to its sur- 
name, ‘Balance Point, U. S. A." . .. rich in natural and 
human resources . . . outstanding in competitive advantages 
by every standard. May we send you this brand-new mo- 
tion picture for your private viewing? Or, if you prefer, we'll 
bring it to you for showing — whenever and wherever 
you say. Either way, please mark and mail the coupon 
today. 


THIS COUPON BRINGS EVANSVILLE TO YOU 
WITHOUT COST, OBLIGATION OR PUBLICITY! 


EVANSVILLE COMMITTEE OF 100, INC. 
149 Locust Street, Evansville 8, Indiana 


| am interested in seeing your sound, color film 
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Write to arrange a showing [] (Check which 
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on the fact that publication of a total 


| for two firms would enable either firm 


to establish the statistics of the other 
firm by subtraction. ) 

Since manufacturing is highly cen- 
tralized, there are countless numbers 
of cases where a single firm or a pair 
of firms will dominate the entire ac- 
tivity of a single county, and conse- 
quently would require concealment in 
Census publications. 

In preparing the estimates of em- 
ployment and value-added in 1953 
published here, it must be emphasized 
that no attempt was made to use 
unpublished Census materials. Our 
starting point was a tabulation of 
1947 Census of Manufactures data 
which showed for each county in the 
United States, the number of plants 
in each of three different size-cate- 
gories for twenty industrial classifica- 
tions. For each of these 180,000 
“cells,” our research staff prepared es- 
timates of the average number of em- 
ployees, and of the average value- 
added per employee for each plant 
listed by the Census Bureau. These 
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| estimates were based on a series of 


studies for each industrial group of 
the variation in the size of plant and 
value-added per employee, and the 
results checked against Census pub- 
lished data and refined with the use of 
employment and payroll data taken 
from Social Security tabulations, 
which in some aspects offer more de- 


| tailed information than the Census. 
| After the 1947 base data were estab- 
lished, projections were made to 1949, 


1950 and 1951, on the basis of the 
Social Security payroll tabulations, 
which served to bring the data up to 
1951. The annual Survey of Manufac- 
tures for the years 1950, 1951 and 
1952 helped check our original esti- 
mates, and permitted final projections 
to 1953 based on BLS data on em- 
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ployment and sales trends in the 
twenty major industrial classes. A 
thorough check of new industrial in- 
stallations made since 1947 was also 
made to ensure inclusion of new plants 
not covered either in the 1947 Census 
or by the Social Security tabulations. 
All the data developed at each stage 
of the inquiry have been transferred 
to IBM cards and are consequently 
available for special industrial market 
analyses (see page 00). The most 
obvious and immediate use that such 
data can be put to is the preparation 
of rankings of the leading counties for 
each industrial category. Thus we 
learn how regional industrial concen- 
tration varies from industry to indus- 
try. 
Industrial suppliers can use these 
rankings and the data on which they 
are based to establish sales quotas in 
precisely the same manner that the 
companion tables for population, sales, 
and income are used for consumer 
marketing problems. 

One note of caution must be 
sounded. Consumer markets are far 
more stable than industrial markets. It 
is not uncommon in some industries 
for employment and value added in an 
area dominated by a few plants to fall 
as much as 50 percent or increase by 
200 percent within a single year. Con- 
sequently, the margin of error that 


must of necessity be accorded our es- 
timates of Industrial Potential is far 
greater than is the case for our re- 
gional estimates of population, sales, 
and income whose range of fluctua- 
tion is far more narrow. Because of 
this, we make no attempt to present 
our results in units of thousands of 
dollars, but use million dollar units, 
and do not show data for counties 
with less than one million dollars of 
value-added in any industrial class. 

In addition to showing value-added 
for each county, we have added the 
employment data, for we found that 
many industrial marketing people pre- 
fer employment as an indication of 
magnitude of operations. There is, of 
course, considerable variation in the 
ratio of value-added to employment 
from county to county, and, more par- 
ticularly, from industry to industry. In 
1953, for instance, the average ratio 
of value added per worker was as low 
as $4,530.in leather manufacturing, 
and as high as $12,190 in the manu- 
facture of petroleum and coal prod- 
ucts. In addition, we found industrial 
concentration in general to be so high 
that frequently only 100 counties will 
account for the bulk of activity in any 
given industry. We emphasize, how- 
ever, that in order to secure the rank- 
ings of the leading 100 counties as 
published here, it was necessary to 
make estimates for every county in the 
nation. Thus, those who wish to ac- 
count for 100 percent of the activity 
of any industry can secure from our 
research department IBM listings of 
the leading 200, 300, or even 500 
counties. The number of counties re- 
quired to list 100 percent will differ 
of course from industry to industry, 
being greatest in food and least in 
tobacco. 

A good deal of effort was expended 
in the past to secure reliable current 
estimates of the number of plants, but 
we found that the bulk of the fluctua- 
tion in numbers of plants is confined 
to small plants employing less than 
five persons. 

Rather than attempting to offer 
1953 estimates of number of plants 
of varying quality, we have repeated 
in the listings the 1947 Census figure 


MANUFACTURING 
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1946 4748'49°50 51°52 1953" 
SOURCE: FEDERAL RESERVE BOARD ‘ 
GRAPHIC BY PICK-S, @. ¥. 


on number of plants, although the em- 
ployment and value-added figures do 
cover all new plants of more than 100 
employees coming into existence after 
1947. 

Once again, then, we release our 
industrial potential data with the in- 
vitation to industrial marketing people 
to give us their reaction and sugges- 
tions for improvement. In working on 
industrial potential data over the past 
three years, our research department 
has accumulated considerable mate- 
rial on industrial marketing that may 
prove useful. Each year new uses for 
the data come to our attention. For 
instance, one large railroad found it 
possible to use the data for a problem 
that had never before been solved: 
i.e., to make estimates of the volume 
of freight tonnage originating, in each 
county, for each of the major indus- 
trial classifications. 

All questions on this material will 
be cheerfully answered by the staff of 
Market Statistics, Inc., which, serving 
as the research arm of SALEs MaAn- 
AGEMENT, has the major responsibility 
for its development. Those interested 
in the use of the IBM cards underly- 
ing the data should write or phone Dr. 
Jay M. Gould, Managing Director of 
Market Statistics, Inc., 4382 Fourth 
Avenue, New York 16, New York, 
MUrray Hill 4-3559. 
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MEASURING INDUSTRIAL POTENTIAL 


Your estimate of industrial potential will depend on 
whether you use employment or value added as a 
measuring rod. 


1. If you sell an industrial product or service — uni- 
forms or washroom supplies, for example — number 
of employes will serve as the proper measure. 


2. If you sell a machine which increases productivity 
per worker, then the best measure might be value 
added _ per worker, together with total value added. 
The higher the figures the greater the degree of 
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industrialization. 


Note that the highest ratios of value added per 
worker are in the manufacture of chemical and 
petroleum products, the industries having the high- 
est degree of mechanization. Industries having the 
greatest increases in productivity since 1947 are pri- 
mary metals, machinery, transportation equipment, 
instruments — where there has been a greatly 
increased investment in labor-saving machinery. 


See also text table.on 1947-1953 comparisons. 


VALUE ADDED PER | RANK 1953 VALUE ADDED 


WORKER, 1953 ‘in $) in millions of $ 
$ 7,472 $13,951 
$ 7,947 $13,297 
$ 7,848 $11,639 
$ 7,471 $9,974 
$12,129 $ 8,600 
$7,284 $ 8,042 
$ 7,360 $ 7,838 
$ 7,500 $5,940 
$4,744 $5,365 
$ 4,344 $5,070 
$ 8,249 $4,199 
$ 6,095 $ 3,962 
$ 7,090 $3,701 
$4,754 $ 3,461 
$12,190 § 2,755 
$ 7,313 $ 2.143 

) $5872 $ 2,020 

* '$ 7,007 $ 1,843 
$4,530 $ 1,658 
$ 9,560 $ 870 
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Don't look now... 
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...but competition's 
breathing down your neck! 


It’s been so long since some of us faced it, that 
the return of free and aggressive competition is 


a strange, new experience. 


Having something to sell, and having it in stock 
to deliver, is almost a novelty to many indus- 


trial companies. 


Sales totals long governed by mass-production 
capacity must now be achieved by mass- 


selling ability. 


How is your mass-selling ability? Has it grown 
with your market? Is it prepared to cope with 
double the number of plants you had to call on 
ten years ago? Is it equal to the task of con- 
tacting three times as many buying influences in 


the larger plants? 


Today’s bigger and more complex mass-selling 
job calls for more contacts than you can ever 
hope to make personally—with industrial sales 
calls costing around $17.00 per contact. The 
answer lies in increasing the productivity of 


these expensive, personal sales calls. 


You can do it through mass-communication. 
That’s the job of your advertising—to get your 
product advantages across to the known, as well 
as the hidden, buying influences in thousands of 


plants, and to do it quickly and economically. 


It’s time to run faster if you want to keep ahead 
of competition. Your advertising agency can be 
a big help in showing you how to run faster— 
how to use mass-communication to reach more 
of the plants and buying influences you need 


to reach. 


THE PE NTON PUBLISHING COMPANY 


PENTON BUILDING e CLEVELAND 13, OHIO 
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Industrial Potentials by Industries 


1 INDEX OF CHANGE 1953/1947 
| 1947=100 


Value Added Value Added 
Per Employe Value Added | Per Employe 
$ 


(in millions Per Employe (in millions 


INDUSTRY | | Value Added | Value Added | Employment | Value Added 
} 


thousands) of $) } of $) 


| 
' 
| | 
Total, all Industries.......... 14,294 74,426 ' 119,246 | 7,129 160 137 
Food and Kindred Products. . . 1,442 9,025 } 11,639 7,848 129 125 
Tobacco Products. ..... "2 | 641 870 9,560 136 
Textile Mill Products. mt 1,233 5,341 ‘ 5,365 | 4,744 100 
Apparel Products........ 1,082 4,443 | y 5,070 4,344 114 
3,461 | 4,754 139 
2,020 5,872 147 
4,199 | 8,249 146 
5,940 | 7,500 139 
8,600 | 12,129 160 
2,755 | 12,190 137 
1,843 | 7,007 141 
1,658 4,530 108 
3,701 | 7,090 160 
9,974 7,471 173 
8,042 7,284 163 
13,297 7,947 170 
7,838 7,360 201 
13,951 7,472 238 
2,143 7,313 198 
3,962 6,095 190 


Manufacture of Food and Kindred Products, Leading Counties 


7D Estimates for 100 counties with 60% of 1953 Employment; 64% of 1953 “Value Added” 


| Em- | Value Em- | | Value Em- Value Em- Value 
| ploy- Added ploy- Added ploy- Added ploy- Added 
COUNTY ment b COUNTY ment \ COUNTY ment " COUNTY ment \ 
and (in and (in and (in and (in GD 
STATE thou- Est. (in STATE thou- Est. (in STATE thou- Est. (in STATE thou- Est. (in 
sands) millions) sands) millions) sands) millions) sands) millions) 


Lumber, except Furniture. . .. 636 2,497 
Furniture and Fixtures... .. 322 1,378 
Paper and Allied Products... 450 2,875 
Printing and Publishing. . . 715 4,269 
Chemical Products......... 5,365 
Petroleum and Coal... .. : 2,015 
1,303 
Leather and Leather Products.. 1,533 
Stone, Clay and Glass Products 2,306 
Primary Metais. . 5,765 
Fabricated Metals. , : 4,921 
Machinery, except Electrical. . 7,812 
Electrical Machinery......... 3,894 
Transportation Equipment 5,869 
Instruments... .. | 1,080 
Miscelianeous.............. 2,090 
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Cook, Ill. 95.9 5 oer 179 Bee OE. Va. ccvccee 12.8 145 Monroe, N. Y...... 8.6 
Los Angeles, Cal. 47.4 he oanak Gee 141 Middlesex, Mass. . . 73 Denver, Colo.......| 8.4 
Philadelphia, Pa... .| 32.2 be 16.4 154 Marion, Ind. 87 Saint Clair, t......| 7.9 
Kings, N. Y........| 28.7 . N. 15.2 135 113 King, Wash. 7.8 
New York, N. Y....| 23.9 «+e+-} 15.0 104 54 Jackson, Mo....... 7.6 
St. Louis City, Mo. of 04.9 | 209 \ 121 Franklin, Ohio.....| 7.1 
71 
58 
76 
79 


Baltimore City, Md. Hamilton, Ohio. ...| 14.1 133 Santa Clara, Cal....| 6.9 
Wayne, Mich... . . y San Francisco, Cal..| 13.6 149 Shelby, Tenn...... 6.8 
Milwaukee, Wis... | Cuyahoga, Ohio....| 13.1 97 Black Hawk, la.....| 6.6 
Allegheny, Pa. Hennepin, Minn... .| 13.1 135 Calhoun, Mich.....| 6.5 
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CALL THE DAIRY PRODUCTS INDUSTRIES SPEND MORE THAN 
$500,000,000 ANNUALLY FOR EQUIPMENT AND SUPPLIES 


us Reach decision-makers by advertising in their favorite magazines. Any way you figure it — by all known standards 
of media measurement — these three magazines are tops in the field: 


COLLECT THE MILK DEALER — 17% more paid subscribers, 88% more advertisers, and 110% more total pages of advertising 
during 1952, than the next publication 


THE ICE CREAM REVIEW — 20% more paid subscribers, 40% more advertisers, and 31% more total pages of advertising 
long distance during 1952 than the next publication. 


when you want THE MILK PRODUCTS JOURNAL — the ONLY monthly ABC publication in the field— serving the industries that process 
information over half of the nation's milk. 


Your selling story belongs in these magazines for action in a progressive, unlimited market. For effective low 
BRoadway cost advertising coverage throughout the entire dairy industry — your best buy is in the OLSEN PUBLICATIONS. 


1-1135 For the most effective circulation at the LOWEST COST PER 
THOUSAND YOUR SALES MESSAGE BELONGS IN THE OLSEN PUBLICATIONS 


THE OLSEN PUBLISHING COMPANY 


1445 North Fifth Street Milwaukee 12, Wisconsin 


SALES MANAGEMENT 


Looking for a new laut site’? 
LONG BEACH 


OFFERS INDUSTRY 
12 Distinct Advantages 


RICH MARKET AREA 


2,800,000 people, with an effective buying in- 
come of over $5,760,000,000, live within 15 
miles of industrial Long Beach. 


LARGE LABOR POOL 
Probably no other area offers such a vast 
reservoir of skilled, semi-skilled and technical 
workers, mostly home-owners. 


LOW TAXES 


The city property tax structure is virtually unique, 
due to large municipal oil revenues, currently 
over $2,000,000 per month. 


PROFIT-MAKING CLIMATE 
Plants in this area cost less to build, to operate 
and to maintain. Worker energy and job interest 
are appreciably higher. 


BETTER LIVING 


Ideal climate (air-conditioned by nature), ade- 
quate housing, and sea, mountain and desert 
recreation are big advantages. 


AVAILABLE RAW MATERIALS 


Crude petroleum (and by-products), cotton, wool, 
lumber, and other metallic and non-metallic 
materials come from Western states. 


CHEAP AND AMPLE GAS 
Natural fuel supplies of high heating value are 
available from near-by oil fields, under lowest 
rate schedules on the Pacific Coast. 


ABUNDANT WATER SUPPLY 
Local city-owned wells, plus ample supplies of 
Colorado River water, assure resources for even 
the most optimistic city growth. 


LOWEST ELECTRIC RATES 


Electric power, practically unlimited, is available 
to industries at rates which are among the lowest 
in the nation. 


TRANSPORTATION SAVINGS 
An inter-city and three transcontinental railways, 
a major airport, and all major common carrier 
truck lines serve the area. 


MOST MODERN PORT 


The city’s unusual industrial growth has paralleled 
the development of the debt-free Harbor, truly 
America’s most modern port. 


ECONOMIC STABILITY 
The long, successful operation of the local plants 
of world-famous industries is one indication of 
the area’s economic stability. 


The Long Beach Chamber of Commerce, acting for the City of Long Beach, happily performs a variety of personal and 
confidential services fo industrialists. Specific data and surveys are furnished. WRITE FOR FREE BROCHURE. 


CHAMBER OF COMMERCE—DEPARTMENT OF INDUSTRY 


200-L East Ocean Boulevard, 


MAY 10, 1954 


Long Beach 2, California 


Manufacture of Food Products, Leading Counties—(Cont) 


Estimates for 100 counties with 60% of 1953 Employment; 64% of 1953 “Value Added” 


COUNTY 
and 
STATE | thou- | Plants) Est. (in 

millions 
Multnomah, Ore... . | 
Woodbury, ta. 
Ramsey, Minn... . . 
Polk, Fla... .. 
Camden, N. J. 
Buchanan, Mo.. 
Peoria, Ill. 
Hillsborough, Fla. 
Dauphin, Pa... .. 
Linn, la... . 


Dakota, Minn. 


Washington, D. C. 


COUNTY 


Jefferson, Ala... .. 


poe 


Sacramento, Cal... .| 
Fresno, Cal........| 


Providence, R. |... 


San Diego, Cal... .. | 
Berks, Penn........ 


San Joaquin, Cal. 


| Value 
Added 


~ @D 
Planta Est. (in 
| millions) 


| 
| 
| 
| 
| 
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Value 
Added 


Est. (in 
millions) 


COUNTY 


Montgomery, Ohio. 
Mecklenburg, N. C. 
Westchester, N. Y.. 


Kent, Mich... ..... 
Hartford, Conn... . . 
Passaic, N. J. 


Summit, Ohio 
eee 
Stanislaus, Cal... . . 
Worcester, Mass... . 
Salt Lake, Utah.... 
Allen, ind 


Total Above 
Counties. .... . 


% of U. S. A. Total 


Value 
Added 
No. 
ot OLD 
Plants) Est. (in 
millions) 


1 21 
| 22 


7 
50 
69 
63 
55 
76 


128 
104 
53 


15,018) 7,497 


where is the 
BUYING POWER 
in the 

BAKING business 


free This market study of the baking industry has 
been prepared as a guide for sales managers, 
advertising managers, agency account managers, 
space buyers, market analysts, and merchandis- 


ing managers. 


The study covers the size of the market and its 
organization by types of producers and distrib- 
utors; tells how it has changed in recent years. 
It charts the various sizes and types of establish- 
ments; shows how 90.7% of the business is done 
by only 35% of the total number; includes a 
new Government tabulation of retail establish- 
ments made by the Bureau of Census especially 
for Bakers Weekly. All of this information is 
essential to sound sales and advertising plan- 
ning in this market. Write for FREE copy. 


This study 
tells you where 
the buying power is. 


Mm ties mail 


of the baking industry 
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Manufacture of Tobacco Products, Leading Counties 


Estimates for 100 counties with 99% of 1953 Employment; 99% of 1953 “Value Added” 


| Em. 


COUNTY 
and 
STATE 


Forsyth, N. C. 
Henrico, Va. 


| ploy- 
| ment 
| (in 


| 
| thou- | 


Jefferson, Ky. oa 
Philadelphia, Pa... .| 


Durham, N. C. 


Hillsborough, Fla. | 


Luzerne, Pa.. 


Rockingham, N. C..| 


York, Pa..... 
Duval, Fla... 


Dinwiddie, Va. 
Wilson, N. C. 
Gadsden, Fla. 
Charleston, S. C. 
Robeson, N.C... 
Fayette, Ky. 
Middlesex, N. J. 
Pitt, N.C... 

Nash, N.C. 

St. Louis City, Mo. 


Hudson, N. J. 
Allen, Ohio. 
Lackawanna, Pa. 
Lehigh, Pa. 
New York, N. Y. 
Camden, N. J... 
Lenoir, N.C... 
Mercer, N. J. 
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Value 
Added 


Est. (in 
millions) 
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COUNTY 
and | 


STATE 


Vance, N.C........| 
Orleans, La........| 
Pittsylvania, Va... . 


Vanderburgh, Ind... | 
Cook, Ill... A 
Cabell, W. Va..... 
Dallas, Ala........ 


Christian, Ky.... 
Warren, Ky...... 
Granville, N. C.... 
Queens, N. Y..... 
Essex, N. J....... 
Shelby, Tenn...... 
Daviess, Ky.. | 
Johnston, N.C.......| 
Butler, Ohio... . 
Northumberland, Pa.| 


Berks, Pa....... 
Dutchess, N. Y.. . 

Marshall, Ky.... .. | 
Los Angeles, Cal. | 
Hillsborough, N. H.| 
Adame, Pa.........| 


| Em- 


| ment 


(in 


| thou- 
| sands) | 
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Montgomery, Tenn..| 


Davidson, Tenn. 


Cuyahoga, Ohio... 
Lowndes, Ga....... 
Greene, Tenn... . 

Bexar, Tex........ 
Weakley, Tenn... .. 
Guilford, N.C...... 
New Haven, Conn. 
Lucas, Ohio...... 


Edgecombe, N. C. 
Auglaize, Ohio... . 
Passaic, N. J...... 


Milwaukee, Wis. 
Hamilton, Ohio 


Henderson, Ky..... 
Marion, S.C... . 
Nottoway, Va... 
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Value 
Added 


Est. (in 
millions) 


COUNTY 
and 
STATE 
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Prince Edward, Va.. 
Bronx, N. Y....... 
Wake, N. C. 
Baltimore City, Md. 
Fairfield, Conn... . 
New Castle, Del... 
San Francisco, Cal. 


Campbell, Va... . 
Polk, Fla....... : 
Lebanon, Pa... . 
Bucks, Pa. 
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%, of U.S. A. Total | oa. 79.7 


Value 
Added 


Est. (in 
millions 
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*Less than $500,000 in value added. 


Manufacture of Textile Mill Products, Leading Counties 


Estimates for 100 counties with 76% of 1953 Employment; 77% of 1953 “Value Added”’ 


Providence, R. |... 
Philadelphia, Pa... 
Bristol, Mass. 
Gaston, N. C. 
Passaic, N. J. 


.| 44.7 | 


| 34.1 | 


.| 31.2 | 
28.2 | 


23.6 


| 
| 
| 
| 
| 


222 
182 
141 


| Greenville, S.C... .| 


Spartanburg, S. C.. 
Guilford, N. C......| 
Middlesex, Mass. 


20.2 
19.6 
18.9 
18.8 
17.7 


21 


m1 
97 


17.4 | 


16.6 


| 15.1 


Alamance, N. C..... 


14.7 
14.7 


1 


32 
53 
28 
24 
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Date 


FOLDERS 


for Advertisers 


and 


Advertising 


Agencies 


MARKET FACTS 
ABOUT THE PROFITABLE DAIRY 


INDUSTRIES 


Here are three information-packed brochures designed to make your market 
and media selection easier. Completely covers the entire. Dairy Industries 
field and offers you an accurate picture of this tremendous, profitable market. 
Hee is a stable market — one that is growing steadily —a market you can- 
not overlook when planning future advertising schedules. 
Get a comprehensive picture of these markets — production charts by states 
for all dairy products — the processing of milk from farm to consumer — lists 
of advertisers — market coverage — product sales — equipment used — circu- 
lation and rates. 
These brochures are designed to help you intelligently determine where your 
sales possibilities exist. 


THE OLSEN PUBLICATIONS 


pin-point separate branches of the dairy industry as well as blanket 
the entire industry. Write or phone for complete market data. 


THESE FREE SERVICES AVAILABLE to complement your advertising and sales program— lists of 
jobbers and dealers — contact with salesmen calling at dairy industry plants — product listing in 
jobbers’ and dealers’ bulletins — monthly market letter — production statistics — data sheets — 
figures on sales potentials — counsel and advice when solicited. 
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Manufacture of Textile Mill Products, Leading Counties—(Cont.) 
Estimates for 100 counties with 76% of 1953 Employment; 77% of 1953 “Value Added” 


Em- Value 
| ploy- | 


Added 
COUNTY ment | No. 


and | (in | of JH 
STATE —| thou- | Pianta Est. (in 
|sands)/ | millions) 


Em- | 
ploy- | 
ment 

(in. 
thou- 
sands) 


10.0 


Value 
Added 


Em- | 

ploy- 

ment 
(in 

| thou- 

| sands) 


Value 
Added 


Est. (in 
millions) 


Em- 
ploy- 
ment 

(in 
thou- 
sands) 


| Value 


No. COUNTY 
and 


STATE 


Hamilton, Tenn. 
Lehigh, Pa. 
Chambers, Ala. 
Luzerne, Pa. 
Cleveland, N.C... 
Androscoggin, Me...| 
Greenwood, S. C.....| 
Berkshire, Mass. 


} 
New London, Conn.| 


9.4 
9.3 
9.2 
9.2 
9.1 
8.8 
8.6 
8.5 
8.4 


8.3 | 


8.3 
8.2 
8.2 
8.0 


7.4 | 


7.4 
7.3 
7.3 
7.1 


7.0 


| 
| 
| 
| 
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Oneida, N. Y. 
Lancaster, S.C... 


BRSSassRs 


Lackawanna, Pa. 
Floyd, Ga. 
Spaulding, Ga. 
Rockingham, N. C..| 
Hartford, Conn.. .. .| 
Davidson, N.C... .. 
8 6 ae 
Rutherford, N.C... 
Union, S. C. , | 


Rowan, N. C. 
Cuyahoga, Ohio 


SSSse 
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5.4 
5.3 


Northampton, Pa... . 
Pickens, S.C....... 
Aiken, S.C........ 
Talladega, Ala...... 
Chester, S.C....... 


Delaware, Pa.......| 


Westchester, N. Y... 


| 5.3 

5.3 
5.2 
4.9 
4.9 
4.9 
4.9 
4.9 


Iredell, N.C... ....) 


Milwaukee, Wis... . | 


Burke, N.C....... 


Gow, @.G.......6.1 


Washington, R. I... 


Richmond, Ga. 
Kennebec, Me... . . 
Richmond, N. C. 
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Caldwell, N.C...... 
Orange, N. Y....... 
Tolland, Conn... . . 
Etowah, Ala. 


Queens, N. Y...... 
Calhoun, Ala. . 
Halifax, N.C...... 
Cherokee, S.C... .. 
Richiand, S. C. 
Northumberland,Pa. 
York, Pa. 


Oconee, S.C...... 
Durham, N.C... .. | 


4.1 
4.0 
4.0 
4.0 
3.9 
3.8 
3.8 


3.8 
3.8 
3.7 


Total Above 
Counties 


% of U.S. A. Total 


Manufacture of Apparel and Related Products, Leading Counties 


Estimates for 100 counties with 82% of 1953 Employment; 89% of 1953 “Value Added” 


New York, N. Y. 
Kings, N. Y........ 
Philadelphia, Pa... . 
Cook, lil....... 
Los Angeles, Cal. 
Suffolk, Mass... ... 
Hudson, N. J. 

St. Louis City, Mo... 
Baltimore City, Md. 
Bristol, Mass....... 


Luzerne, Pa. 

Passaic, N. J....... 
Essex, N. J........ 
Cuyahoga, Ohio... . 


Queens, N. Y...... 
Schuylkill, Pa,.... | 


Hamilton, Ohio. . . .| 


New Haven, Conn.. | 


. (255.6 


53.2 
53.0 


-| 46.1 


45.7 
22.4 
20.4 
19.7 
17.9 
16.6 


15.4 
13.5 
12.0 
11.3 


-| 10.7 


10.0 
9.9 
9.7 
9.5 
9.3 


8.5 
8.2 
7.9 
7.7 
7.6 
7.3 
7.2 


13,248 
2,227 
1,004 
1,165 
1,265 


| 


| 
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Fairfield, Conn... . | 
Monmouth, N. J. 
Westchester, N. Y.. | 


Middlesex, Mass... 
Hennepin, Minn... 
Union, N. J... 
Fulton, Ga.........| 
Orleans, La. . -+| 
Rensselaer, N. Y....| 
Montgomery, Pa. 
York,’ Pa. 

Bergen, N. J. “a 
Northumberland,Pa. 


Worcester, Mass... | 
Berks,’ Pa. 
Cabarrus, N.C... ..| 
Davidson, Tenn... .| 
Cumberland, N. J... 
Hampden, Mass... 
Atlantic, N. J. 
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Wayne, Mich. 


Ramsey, Minn... . .| 


Albany, N. Y.. . 


Greenville, S.C... . 
Henrico, Va........| 


Hartford, Conn... . 
Essex, Mass... .. 


Nassau, N. Y...... 


Dutchess, N. Y.... 
Guilford, N. C.... 


Providence, R. 1... . 


122 
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Cambria, Pa....... 
St. Joseph, Ind... . . 
Mercer, N. J....... 
EI Paso, Tex... 
Cumberland, Pa... . 
Camden, N. J.... 
Rockingham, N. C. 
Shelby, Tenn. 
Campbell, Va..... 
Suffolk, N. Y..... 


Delaware, Pa...... 
McLennan, Tex... . 
Floyd, Ga. ; 
Wicomico, Md... 
Franklin, Pa...... 
Covington, Ala. 
Carroll, Md 
Cabell, W. Va... .. 
Plymouth, Mass... 
Jefferson, Ky. 


Total Above 
Counties 


% otf U. S. A. Total. . 
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Manufacture of Lumber and Products,* Leading Counties 


Estimates for 100 counties with 38% of 1953 Employment; 47% of 1953 “Value Added” 


7.3 
6.9 
6.7 
6.2 
5.8 


ng 
105 | 
78 | 
160 | 
58 | 


30 
14 


23 
23 


* Except Furniture. 
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Manufacture of Lumber and Products*, Leading Counties—(Cont.) 


Estimates for 100 counties with 38% of 1953 Employment; 47% of 1953 “Value Added” 


Value 
Added 


COUNTY No. . 
and of | (in of 


STATE Plants| Est. (in | thou. | Pia 
| millions) ) 


Value 
Added 


Est. (in 
millions) 


Em- 

ploy- 

COUNTY ment 
and (in 

STATE | thou- 


Value Value 


Added 


Est. (in 
millions) 


| 


Klamath, Ore......| 3.1 | 22 
Oxford, Me....... 2.9 83 
Lassen, Cal........ s " 


Marion, Ore. 
Clatsop, Ore. 


Orangeburg, S. C.. .| 
Dallas, Ala. 


Clackamas, Ore. 
Phillips, Ark.. . 
Wayne, Mich. 
Somerset, Me. 
Fulton, Ga. 
Spokane, Wash. 
Hennepin, Minn. 


Mobile, Ala. 
Jefferson, Ala. 
Harris, Tex. 
Shasta, Cal. 
Hinds, Miss. 
Rapides, La. 
Winnebago, Wis. 
Columbia, Ore. 
Charleston, S. C. 
Jones, Miss. 


Henrico, Va. 


Chatham, Ga... 
Clallam, Wash. 


Montgomery, Ala... | 
St. Louis City, Mo. 
Lincoin, Ore. 
Bradiey, Ark. 
Franklin, Me. 
Union, Ark. 
Angelina, Tex... 
Plumas, Cal. 

Kings, N. Y. 

Skagit, Wash. 


Norfolk, Va...... 
Floyd, Ind... .. 


nanan weoewowwo FE 


Whatcom, Wash... . | 
Milwaukee, Wis... . | 
Aroostook, Me.... . 


Deschutes, Ore... 
Cumberland, Me... 
Sumter, S. C. 


Pacific, Wash. 
Bibb, Ga. 

York, Me.. 

New York, N. Y. 
Polk, Ore........ 
Tangipahoa, La. 
Josephine, Ore... . 
Alameda, Cal. 
Nansemoand, Va... 
Tillamook, Ore. 


Choctaw, Ala. 
Taylor, Fla. 
Duval, Fla. 


2eReaeoaonnn 


Bowie, Tex. 
Hillsborough, N. H.) 
Benton, Ore. é3 
Lauderdale, Miss.. | 
Philadelphia, Pa... . | 


Florence, S. C. 
Orleans, La. 
Davidson, N. C. 
New Hanover, N. ¢.| 
Butte, Cal. 
Cuyahoga, Ohio... 
Missoula, Mont. | 
Queens, N. Y......| 
Eldorado, Cal. 
McCurtain, Okla... 


Baaravuaaes 


Total Above 


Counties. .......|276.1 


%, of U.S. A. Total. . 37.9 
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5,246 | 1,639 


20.0 | 47.4 


* Except Furniture. 


INDUSTRIAL SALES DATA FOR ALL COUNTIES 


Industrial data for all counties—not just the leading 100—are available on IBM cards. Address 
Market Statistics, Inc., 432 Fourth Avenue, New York 16, N.Y. Phone MUrray Hill 4-3559. 


Manufacture of Furniture and Fixtures, Leading Counties 
Estimates for 100 counties with 76% of 1953 Employment; 82% of 1953 “Value Added” 


Em- | Value Em- 
ploy- | Added ploy- 


COUNTY | ment | No. COUNTY ment " 
and (in, of 


and | (in of 
STATE | thou- | Plants| Est. (in STATE thou- 
sands) 


| sands) millions) 


Value Em- 
Added ploy- 


COUNTY ment 
and (in 

Plants) Est. (in STATE thou- 

millions) sands) 


Value Em- 
Added ploy- 


COUNTY ment 
(in 


Est. (in thou- 
millions) sands) 


Value 
Added 


Cook, Ill. ...( 2.2] 471] 142 
Los Angeles, Cal....| 17.1} 680| 118 
Kent, Mich. m 108 59 
New York, N.Y..../ 8. 62 
Kings, N. Y. . 52 


Iredell, N.C....... 
Ottawa, Mich... .. 
Elkhart, Ind........ 
Hennepin, Minn.. . 
Surry, N.C....... 


1.1 


Dallas, Tex....... 3.0 
Multnomah, Ore... | 2.6 


Wayne, Mich 3.0 | 
| 
| 
| 


Suffolk, Mass..... .| ne 


— 


Worcester, Mass. 
St. Louis City, Mo. 
Chautauqua, N. Y.. 
Kenosha, Wis. 
Philadelphia, Pa. 


Mahoning, Ohio 
Caldwell, N. C. 
Guilford, N. C. 
York, Pa. | 
Hamilton, Ohio | 
Cuyahoga, Ohio... .| 
Jefferson, Ky. 
Fulton, Ga. 
Baltimore City, Md.| 
Kane, til. } 


Catawba, N. C. 
Shelby, Tenn. 
Winnebago, Ill... . .| 
Davidson, N.C... | 
San Francisco, Cal. 
Burke, N.C........ 
Henry, Va. : | 


40 


31 
37 
34 
2 
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Middlesex, Mass...) 2.5 
Union, N. J........ 2.5 
8 eee 
Queens, N.Y... . . 
Hudson, N. J... 
Dubois, Ind... 
Muskegon, Mich.. . 
Sebastian, Ark... . . 
St. Joseph, Ind. 


Allegheny, Pa..... 
Manitowoc, Wis... . 


Vanderburgh. Ind.. 
Trumbull, Ohio... . 
Sheboygan, Wis... . 
Cattaraugus, N. Y.. 
Alameda, Cal 

Hinds, Miss. 
Lycoming, Pa. 
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Marion, Ind........ 
Hamilton, Tenn... . 


eee 
Northumberland, 


Herkimer, N. Y. 
Essex, N. J.... 
Davidson, Tenn.. . 


Kankakee, Ill... . . 
Forsyth, N. C. 


Milwaukee, Wis... . | 


Dupage, III. 


Roanoke, Va.......| 


Columbiana, Ohio 


McDowell, N.C... .| 


Stephens, Ga. 
Orleans, La.. 
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Hambien, Tenn.... | 
Oklahoma, Okla... 
Ramsey, Minn... . 


Bartholemew, Ind. 
Denver, Colo... . .. 
Shelby, Ind........ 
Jefferson, Ala... .. 
Montgomery, Pa... 
Saginaw, Mich... .. 


Franklin, Ohio... . 


Total Above 


| 
Counties....... .|262.1 |5,192 
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%, of U. S. A. Total) 76.2 


67.5 


MAY 10, 


1954 


© SM, 1954. 
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A prime objective in 
our Engineering Depart- 
ment is to seek constant- 
ly for ways in which 
Parker products can be 
designed to deliver even 
better performance and 
value. We are acutely 
sensitive to every new 
design development, 
and consider Product 
Engineering a leading 
reporter of them. 


R. H. Davies 
Engineering Manager 
The Parker Appliance 
Company 

Cleveland, Ohio 


THE MEN WHO DESIGN 


SALES MANAGEMENT 


He Leads Design at Parker Appliance 


HE READS PRODUCT ENGINEERING 


The fact that Product Engineering is, by a very wide margin, the No. 1 advertising 
medium in the Original Equipment Market is not nearly as important as what the 
reasons behind this leadership mean in advertising value for your products. And 
although these reasons are many, here are three you can quickly get your teeth into: 


CIRCULATION: 26,107, and all paid (ABC, December, 1953). This is the biggest in 
the history of design-engineering publications. Result: more contacts, far deeper 
penetration in industry’s Design-Engineering Headquarters, and the certain assur- 
ance of intent readership which only an all-paid circulation makes possible. 


EDITORIAL: more yearly pages of specific interest and usefulness to design engineers 
than any other magazine in the world publishes. Result: a concentrated, purposeful, 
alert, sales-productive atmosphere in which to tell your products’ story to the most 
important buyers of them. 


ADVERTISING EFFECTIVENESS: the kind that led 880 advertisers to invest far more 
advertising pages and dollars in Product Engineering last year than were entrusted 
to any other design publication. Result: an outstanding agreement among successful 
companies and their agencies that your advertising dollars buy the most value and 
sales power when you concentrate them in Product Engineering. 


There’s lots more than this about Product Engineering important for you to know 
if you seek bigger sales for your parts, materials, components, or finishes in the 
dynamic Original Equipment Market. A letter or call to us at any McGraw-Hill office 
will bring you the complete story. 


The McGraw-Hill Magazine of Design Engineering Pr Oduct En in ° 
McGraw-Hill Building, New York 36 i, ! gineering 


DISTRICT OFFICES: Atlanta 3—Boston 16—Chicago 11 
Cincinnati 8 ~Cleveland 15 —Dallas 1 — Detroit 24 

Los Angeles 17—New York 36 — Philadelphia 3 
Pittsburgh 22 San Francisco 4—St. Louis 8 


S« 


AMERICA’S NEW PRODUCTS READ PRODUCT ENGINEERING 


MAY 10, 1954 


Manufacture of Paper and Allied Products, Leading Counties 


67D Estimates for 100 counties with 67% of 1953 Employment; 65% of 1953 “Value Added” 


| Em- | | | Value Value Value 
| ploy- Added Added 


COUNTY | ment | No. COUNTY 5 COUNTY No. 
od | tn | ot D> t 


STATE thou- | Plants! Est. (in Est. (in Est. (in 
sands | millions | millions millions) 
Cook, til. 21.9 260 161 Baltimore City, Md. J Providence, R. |. | 
Philadelphia, Pa. 12.0 | 160 | 88 Brown, Wis. . Erie, Pa... 
Los Angeles, Cal. 10.0 | 121 | Wood, Wis. : Georgetown, S. C...| 
Kings, N. Y.. 9.5) 199) Penobscot, Me. 7 Alameda, Cal. 
New York, N. Y. 9.0} 311 | Escambia, Fla. BB Marinette, Wis... . 
Kalamazoo, Mich... 8.9 | Cumberland, Me.. Marion, Ind. s Hartford, Conn.. 
Middlesex, Mass. 8.7 | Clark, Wash... . Ouachita, La... 5 Calhoun, Mich... . . 
Hampden, Mass. 7.6 Henrico, Va... . . : Shelby, Tenn. 4 Washington, N. Y.. 
Butler, Ohio 7.1) Monroe, Mich. . Allegany, Md... 
St. Louis City, Mo... 6.5 Erie, N.Y... s Ramsey, Minn... . x Darlington, S. C. 
Berkshire, Mass. y Delaware, Pa. 2 15 Carlton, Minn. 
Winnebago, Wis. 5.6 | Oxford, Me. : Clackamas, Ore. E 17 Monroe, N. Y. 
Chatham, Ga. 5.5 | Coos, N. H. i Alleghany, Va... .. . 18 
Worcester, Mass... 5.5 | Montgomery, Ohio. x Haywood, N. C. y 20 Berks, Pa. 
Hudson, N. J. 5.5 Suffolk, Mass.. . i Ouachita, Ark. . 22 Hamilton, Tenn. 
Queens, N. Y. % Dallas, Tex.. x 14 Middlesex, N. J. 
Wayne, Mich. ' wee Albany, N. Y. : 15 Rockland, N. Y. 
Mobile, Ala... .. r . Pa. y Chester, Pa. . A 14 New London, Conn. 
Hamilton, Ohio....| 4. Licctaedel ae Berrien, Mich......| 1. 15 Kent, Mich... . 
Outagamie, Wis. ; ; J Passaic, N. J....... 
St. Lawrence, N. Y.. 13 Bucks, Pa........ 
Contra Costa, Cal. 15 Union, N. J... 
Jackson, Miss... . . 7 Jackson, Mo. 
: Essex, Mass... .... 144 
New Haven, Conn..| 2. Northampton, Pa. . 13 Total Above 
Fulton, Ga.........| 2. Koochiching, Minn.. 16 
Jones, Miss... .. . 7 Cowlitz, Wash. 15 
Allegheny, Pa... i Hennepin, Minn... 16 % of U. S. A. Total 
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Printing and Publishing, Leading Counties 
Estimates for 100 counties with 75% of 1953 Employment; 80% of 1953 “Value Added” 


. 197.0 |3,322 | 1,061 Monroe, N. Y......| 4.8 | 122 
76.4 |1,747 585 Middlesex, Mass...) 4.8 | 172 
...| 31.8 | 640 291 -+-| 4.6 

-| 29.0 |1,030 
16.2 jp b...-0.) 4.8 
12.9 besccces S8 
12.7 
11.6 
11.3 
10.5 


16 1. 
13 1. 
15 1. 
16 Montgomery be : 
15 1. 
15 1. 
18 1. 


15 
7 
“4 
15 
17 
N 
10 
14 
16 
13 


NNN NN OW Ww ww 
SBSSNRVoeS*S 


9.2 
9.2 
9.0 
7.9 
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7.1 
6.5 
6.2 
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218 
175 


15 
15 
nN 
"1 
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9 
1 
13 
12 
13 % of U. S. A. Total 


Manufacture of Chemicals and Allied Products, Leading Counties 


Estimates for 100 counties with 77% of 1953 Employment; 81% of 1953 “Value Added” 


634 414 Middlesex, N. J....| 14.8 | 62 -o+-] 12.2) 193 149 & Sipoeery . 110 118 

291 274 Hudson, N. J.... 13.6 | 141 . 11.8 | 333 175 ° 71 144 

| 192 Essex, N.J........| 12.8 | 205 19.6 j.... 139 . . 25 109 

170 | 165 Kanawha, W. Va....| 12.7 15 11.4) 177 134 p Vosoe . 459 103 

Los Angeles, Cal. A 468 | 252 Union, N. J. | 12.4 68 Cuyahoga, Ohio 10.9 | 200 144 Sullivan, Tenn...... . 5 87 


66 SALES MANAGEMENT 
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1864 
164 
102 
107 
144 
115 
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—and people to conquer them 


A large number of manufacturers of machinery and 
equipment, producers of chemicals, raw materials, 
and other supplies, are finding a new market in the 
rubber and plastics industries. 


These associated industries have had a spectacular 
rate of expansion in recent years. New product de- 
velopment has created demand for faster and more 
efcient production methods. 


Perhaps you have overlooked this 2 BILLION DOL- 
LAR market; perhaps some of your products will 
find a place in this market. Write India RUBBER 
WORLD for information on these industries. Our 
65 years of leadership in this field might help in 


opening a new market for your products. 


INDIA 


NB RUBBER WORLD 


386 Fourth Avenue New York 16, N. Y. 


The only audited circulation in the field 


There are always new fields to conquer — 


PUBLICATION 


MAY 10, 


1954 


Manufacture of Chemicals, Leading Counties—(Cont) 


67D Estimates for 100 counties with 77% of 1953 Employment; 81% of 1953 “Value Added” 


COUNTY 
and 
STATE 


Baltimore City, Md. 
Marien, Ind.. 
Middlesex, Mass. 
Davidson, Tean... 
Jefferson, Ky. 
Midiand, Mich. 

E. Baton Rouge, La. 
Salem, N. J. 
Queens, N. Y. 
Allegany, Md. 


Saint Clair, tl... ... | 
Allegheny, Pa..... 
Alameda, Cal. 
Chesterfield, Va. 
Rockland, N. Y. 
Lake, Ohio...... 
Somerset, N. J... 
Carter, Tenn. 
Giles, Va.. 
Bergen, N. J... 


Onondaga, N. Y....| 
Passaic, N. J. 


| 4.3} 


| Em- | Value 5 
ploy- 


4.4 
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4.3 


4.3 


New Castle, Del... . 
Lake, Hl.... 
Hamilton, Tenn... 


Shelby, Tenn. 


Summit, Ohio 
Wood, W. Va. ‘ 
Bernalillo, N. M.. . | 
Contra Costa, Cal. 
Sussex, Del........| 
New Haven, Conn. | 
Milwaukee, Wis.. 
Brazoria, Tex. 

Lake, Ind... .. 
Henry, Va... . 


Bucks, Pa. 
Anne Arundel, Md..| 
Hampden, Mass. 
Kalamazoo, Mich. 


Em- 
ploy- 
ment 


| 
2.8 


| Value 
Added 


Est. (in 
| millions) 


No. 
of 


TI 


on —_~—< 
N=" ON NSO 


o 8 


15 


COUNTY 
and 
STATE 


San Francisco, Cal.. 
Camden, N. J. 


Mifflin, Pa... . 
Galveston, Tex. 


Rensselaer, N. Y.. 
Warren, Va. 

Fulton, Ga. 

Putnam, W. Va. 
Prince George, Va. 
Hutchinson, Tex. | 
Dallas, Tex........| 
Calcasieu, La.. 
Wyandotte, Kan... 


Franklin, Ohio. . 


Suffolk, Mass. 
Jackson, Mo. 


Value 
Added 


Est. (in 
millions) 
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Value 


BSRSRS SKSFSEVSRIESR SLLVRE 


Spotsylvania, Va.. 
Clark, Ind. 
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% of U. S. A. Total. | 77.4 
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Petroleum and Coal Products, Leading Counties 


Estimates for 100 counties with 96% of 1953 Employment; 98% of 1953 “Value Added” 


COUNTY 
and 
STATE 


Los Angeles, Cal.. 


Philadelphia, Pa... . 
Contra Costa, Cal.. 

E. Baton Rouge, La. 
Cook, til. J 
Hudson, N. J. 


Galveston, Tex... .. 


Em- | Value 


Added 


Est. (in 
millions) 


| Em- | 


238 
190 
137 
130 
130 

7 
113 

66 


158 


Lucas, Ohio 

Wayne, Mich. 
Dallas, Tex... 
Tulsa, Okla. . 
Hamilton, Ohio... .| 
Jefferson, Ala. 
Baltimore City, Md. 
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Hutchinson, Tex. 
Fayette, Pa... .. 


Middlesex, Mass.. . 
Jackson, Mo... . . 
Beaver, Pa...... 
eae Vi. <... 
Middlesex, N. J... . 


Saint Clair, 11 
Throckmorton, Tex.. 
Lawrence, Ill....... 
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| Value 


millions) 


COUNTY 
and 
STATE 


Value 
Added 


Est. (in 
millions) 


COUNTY 


31 
23 
19 
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13 
12 
10 
12 
20 
18 
7 
16 
13 
16 
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Milwaukee, Wis... . 
Butler, Pa........ 
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Hennepin, Minn... . 


Warren, Pa. 
Saint Louis, Minn... 


% of U.S. A. Total 
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Value 
Added 
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ALL SURVEY DATA are available on IBM cards 
IBM listings of data in the “Survey 
territories, may be obtained from Market Statistics, 


N. Y., Phone MUrray Hill 4-3559 


of Buying Power’, 


at nominal cost. These cards, as well as 
regrouped according to your sales 
Inc., 432 Fourth Avenue, New York 16, 


SALES MANAGEMENT 


hat is this 
“earth to hearth” 
business? 


Well, for one thing, we hired a man to con- 

firm or upset some of our ideas about the 

billion dollar coal market. His quest led him 
to a national coal trade association which does a won- 
m—\ derful job for the industry. Having no idea 
who sent him, the people there dispatched 
him back to an outfit called ‘“‘Mechani- 

, zation, Inc.”’ 


That's us! 


When we’re not hiring researchers, we — | 
publish two magazines with 5 syllable names: 
““Mechanization”’ and “Utilization,” one with 
only 4 syllables, ‘“‘“Mechannual,”’ and a 4-word ¢ 
book, ‘‘Coal Industry Purchasing Manual.” 


MECHANIZATION covers coal from the mine-owner’s 
SN dream to the finished product. It is 
read by 14,500 major buying influences 
in those mines which account for 87% 
of America’s coal output, 95% of 

coal’s purchases. 


UTILIZATION picks up where MECHANIZATION stops, 
never lets go ’til the ashes are hauled away. 
UTILIZATION is unique. It does the work of 
5 books, reaching coal’s principal users (00%, ia 
of annual consumption)—coal retailers and ee 
wholesalers, coal docks and coal handling railroads, manu- 


facturers, steel and cement mills, electric 
utilities and municipal power stations. 


7 MECHANNUAL records coal mine his- 
Y tory; forecasts the future; illustrates prog- 
ress through detailed ‘‘modern mine” articles. 


COAL INDUSTRY PURCHASING MANUAL tells buying 
influences where to find what they want to buy. 


Thus we’re the only publishing house that covers 
coal from earth to hearth. In the process of getting out 
these books, we’ve come to know more coal men and 
more coal users than anybody. We know a great deal 
about production methods, preparation technique, trans- 
portation, retail sales, industrial han- 
dling and burning problems. 


a 


If you have something to sell coal “~~ 
producers or users, we place our coal ~~ 
authority at your service. 


echanization, Inc. Ppp 


. MUNSEY BUILDING ¢ WASHINGTON 4, D. C. 


NEW YORK e PITTSBURGH ® CHICAGO e SAN FRANCISCO e LOS ANGELES 


MAY 10, 1954 


Manufacture of Rubber Products, Leading Counties 


Estimates for 100 counties with 97% of 1953 Employment; 94% of 1953 “Value Added” 


COUNTY 
and 
STATE 


Summit, Ohio. . 
Los Angeles, Cal. 
Middlesex, Mass. 
New Haven, Conn. 
Wayne, Mich... . 
Montgomery, Ohio 
Providence, R. |. 
Passaic, N. J. 
Denver, Colo... . 
St. Joseph, Ind. 


Mercer, N. J. 
Bristol, Mass. 
Cook, til. 
Montgomery, Pa. 
Shelby, Tenn... 
Erie, N. Y..... 
Hampden, Mass. 
Norfolk, Mass. 
Etowah, Ala. 
Marion, Ind. 


Richland, Ohio. . 
Eau Claire, Wis. 
Fairfield, Conn.. . 
Bristol, R. |. 
Portage, Ohio 
Allegany, Md. 
Morris, N. J... 


| Em- 
| ploy- Added 
| ment | No. | 
(in | of JM 
thou- | Plants) Est. (in 
sands) | | millions) 
— 


Value 


112 
87 

| 84 
63 
| 43 

38 

42 

40 

37 


| 
| | 377 


COUNTY 
and 
STATE 


Suffolk, Mass... .. 


Hamilton, Ind... 
Ottawa, Okla....... 
Queens, N. Y...... 
Stark, Ohio... .. 
Rock Island, Ill. 
Oakland, Mich... . . 
Elkhart, Ind....... 
Jackson, Mich. 
Kings, N. Y. P 
New Castle, Del... . 


Essex, Mass... . 
Gibson, Tenn. 


Shawnee, Kan. 


Em- | 


ploy- 


ment | No. 


(in | 


thou- | Plants 


sands 
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Value 
Added 


Est. (in 

millions) 
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Lawrence, Ohio. . 
Montgomery, Tenn., 
Medina, Ohio... 
Tippecanoe, Ind... . 
Auglaize, Ohio 


Hillsborough, N. H. 
Middlesex, Conn... 


Berrien, Mich. 


Em- 
ploy- 
ment | No. 

(in 


thou- | Plants 
sands 


1 
1 
1. 
1 
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Value 
Added 


Est. (in 
millions) 
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Wexford, Mich. . 


Middlesex, N. J... 


Hunterdon, N. J. 


Hennepin, Minn... 


Essex, N. J... 
Ottawa, Ohio. . 


Bucks, Pa...... 
Worcester, Mass.. 
Kent, Mich. 
Adams, Pa. 
Daviess, Ind. 
Dutchess, N. Y. 
Erie, Ohio...... 
Saint Clair, Ul... 
Harris, Tex.. . 


Huntington, Ind.. . 


% of U. S. A. Total 


Em- 
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ment 
(in. 
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Est. (in 
millions) 
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Manufacture of Leather and Leather Products, Leading Counties 


G7 Estimates for 100 counties with 84% of 1953 Employment; 87% of 1953 “Value Added” 


COUNTY 


St. Louis City, Mo. 
Middlesex, Mass. 
Plymouth, Mass. 
Hillsborough, N. H. 
Kings, N. Y. 
Milwaukee, Wis. 


Worcester, Mass.. 
Suffolk, Mass. . . 
Fulton, N.Y... 
Philadelphia, Pa. 


Em- | Value 

| 
No. 
of 


Added 


Est. (in 
| millions) 


ploy- 
ment 
(in 


128 
14 


SRBaEsesSss 
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COUNTY 
and 
STATE 


Campbell, Va....... 


New Castle, Del... 
Franklin, Ohio... . 


Gasconade, Mo. 


Baltimore City, Ma. 


Em- 
ploy- | 
ment 


NN @e 


auaauaeoeon 
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Value 
Added 


Est. (in 
millions) 


@nannonoewa 


oa 


eoooee eas = 


yer 


Value 


— = 
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Lincoin, Wis. . 


Tota! Above 


% of U. S. A. Total 


— 
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i 
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84.0 | 81.9 


Value 
Added 


‘Est. (in 
millions) 


] 
| 
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SALES MANAGEMENT 


Reach and sell the key men 
who make the buying decisions on pack- 
aging, packaging materials and packag- 
ing machinery. ONE publication, PACK- 
AGING PARADE, gives complete cover- 
age of the package using market. 18,361 
hand-picked prospects (BPA). Extra large 
page size for maximum readership. Get 
more sales in the great and growing 
$712 billion packaging and packaging 
equipment market: Let our representa- 
tive call on you with the FACTS. 


SRS a RCT ars eereraereeneee renee 


: 


& 


AGING PARADE 


(iv) ay 
. Siuvvme ; 


{ 


DACK 


MAY 10, 1954 


Manufacture of Stone, Clay, Glass Products, Leading Counties 


COUNTY | ment | 


and 
STATE 


Los Angeles, Cal. . | 
Cook, til... | 
Lucas, Ohio | 
Allegheny, Pa..... .| 
Wayne, Mich. 
Cumberiand, N. J... | 
Hancock, W. Va... .| 
Steuben, N. Y. 
Washington, Pa.. 

La Salle, til. 


Westmoreland, Pa. 
Mercer, N. J. 
Worcester, Mass.. 
Niagara, N. Y. 
Baltimore City, Md. 
Montgomery, Pa. 
Northampton, Pa.. 
Muskingum, Ohio. .| 
Armstrong, Pa. 


Lawrence, Pa. 


Philadelphia, Pa. 


ce | ag gs — 


(in 


thou- 
sands 
21.4 | 
12.9 | 
10.9 | 
10.1 | 
| 9.1] 
8.8 } 


Value 
Added 
No. 
| of GD 
Plants) Est. (in 
millions) 
152 
101 
77 
64 
74 
67 


COUNTY 


Fairfield, Ohio 


St. Louis City, Mo. 


Licking, Ohio 


Jefferson, Ala. 
Somerset, N. J. 
Cuyahoga, Ohio 
Tuscarawas, Ohio 
Stark, Ohio 
Alameda, Cal. 
Madison, III. 
New York, N. Y. 
Jefferson, Mo. 
Audrain, Mo. 


Albany, N. Y. 
Hamilton, Tenn. 
Onondaga, N. Y. 
Summit, Ohio 
Lake, Ind. 
Mahoning, Ohio 
Kings, N. Y. 
Lake, Ill. 
Delaware, Ind. 
Fayette, Pa. 


Washington, Vt. 
Fairfield, Conn. 
Marion, W. Va. 


se 


Val 


| 


Added 


‘ot |\OLD 


Plants} Est. (in 
millions) 


26 
28 


G7) Estimates for 100 counties with 63% of 1953 Employment; 65% of 1953 “Value Added” 


COUNTY 
and 
STATE 


Salem, N. J. 
Clearfield, Pa. 
Wyandotte, Kan. 
Wood, W. Va. 

San Bernardino, Cal. 
Huntingdon, Pa. 
Middlesex, Mass. 


Harris, Tex. 
Orleans, La. 
Cabell, W. Va. 
Beaver, Pa. 
Marshall, W. Va. 
Suffolk, Mass. 
Knox, Tenn. 
Lancaster, Pa. 
Hamilton, Ohio 
Wood, Ohio 


Perry, Ohio 

Grant, Ind. 

Lehigh, Pa. | 
Contra Costa, Cal. _| 
Providence, R. 1... .| 
Schenectady, N. Y. 
Webster, la. | 
Okmulgee, Okla... 
St. Louis, Mo. 
Hudson, N. J. 


Em- 

ploy- 

ment 
(in 


| thou- 


sands) 


NN&®BBeaeOowo 


Banana ea eon n 


| Value 
Added 


Est. (in 
millions) 


COUNTY 


17 
15 
7 
12 
14 


Milwaukee, Wis. 


Passaic, N. J... .. 


King, Wash... . 
Jefferson, Ky... 
Riverside, Cal. 
Queens, N. Y.. 
Richmond, Ga. 
Clay, Ind... .. 
Centre, Pa.... 


Sullivan, Tenn... . 


Orange, Cal... .. 
Madison, Ind... . 


Total Above 
Counties 


wwwwebaaaare 


WH D ND D & & & & 


| Value 


Added 


Est. (in 

millions) 
10 
10 
10 
"1 


—_ 


eoeoeeooeoonce & 


35.4 


64.5 


time & point of purchase contact, when it appears in T. R! 


10,801 ADVERTISERS 


more advertisers than advertise in all other industrial 
publications combined, are using a total of 


40,406 ADVERTISEMENTS 


in the 1954- 44th annual edition of THOMAS REGISTER. This “fabulous” Industrial Advertising 
patronage has broken all previous records —it is built upon long cumulative advertiser experience, 
emphasizing the obvious fact that it pays to advertise any product in the place where prospective 
Buyers of Products habitually look for advertising. 


THOMAS REGISTER 


461 EIGHTH AVENUE 2 NEW YORK 1, 


T. R. READERSHIP ZERO T.R. BUYERSHIP }OO* 


72 


=. ¥. 


SALES MANAGEMENT 


- ® - 
Manufacture of Primary Metals, Leading Counties 
“ ” 
Estimates for 100 ¢ counties with 76% of 1953 nent 16% of 1958 Value Added 
Em. Value Em- Value | Em- Value “Em | Value 
ploy- | Added ploy- Added ploy- | Added . " ploy- 7” Added 
COUNTY ment am COUNTY | ment | No. COUNTY | ment | No. OUNTY ment . 
and (in : |@D and | (in | of | JM and | (in. | of and (in of GD 
STATE thou- | sal Est. (in STATE | thou- | Plants) Est. (in STATE | thou- Plants) Est. ( STATE thou- | Plants) Est. (in 
| sands | millions) | sands) millions) | sands) | | mitione) sands) millions) 
|_| |__| - EA Ph Se a camsseameiaes a aes oS ee 
Allegheny, Pa. | 89.0 | 107 612 Dauphin, Pa... .. 7.8 6 49 cuttin. oe eS 10 37 Chautauqua, N. Y...| 2.9 7 22 
Cook, lil. | 65.2 | 263 554 Middlesex, N. J....| 7.8 26 68 Utah, Utah... . 4.7 6 35 Will, Hi...... 2.9 9 22 
Lake, Ind... ..| 58.2 26 510 Lucas, Ohio 7.5 33 68 Lebanon, Pa.......| 4.7 7 31 New Castle, Del. 2.9 6 16 
Wayne, Mich. | 50.1 | 176 351 Alameda, Cal.. 4.5 55 36 King, Wash........ 2.9 31 22 
Cuyahoga, Ohio 46.5 | 172 360 Blount, Tenn. 7.3 ay 58 Hamilton, Ohio....| 4.5 52 35 Multnomah, Ore. 2.8 38 21 
Erie, N. Y... 39.5 65 234 St. Louis City, Mo..| 7.3 49 36 Hudson, N.J.......; 4.4 47 36 San Mateo, Cal 2.8 14 21 
Beaver, Pa. | 30.5 32 246 Pueblo, Colo. 7.1 6 53 Saint Clair, tll... .. 4.4 19 33 Albany, N. Y.. 2.8 N 21 
Baltimore, Md......| 29.2 5 234 Montgomery, Pa. 6.9 29 50 Winnebago, III 2.8 25 20 
Mahoning, Ohio....| 26.8 24 190 Berks, Pa. | 6.8 35 49 Union, N. J....... | 4.3 25 52 Peoria, lll... 2.7 8 21 
Jefferson, Ala. | 24.6 | 44 172 Baltimore City, Ma.) 6.8 33 54 Spokane, Wash. 4.0 5 30 Passaic, N. J 2.7 22 23 
| } Muskegon, Mich... | 6.7 18 43 Montgomery, Ohio 3.8 27 30 
Los Angeles, Cal....| 24.4 | 303 182 Butler, Ohio --| 6.3 8 49 Hamilton, Tenn.....| 3.8 15 21 Kings, N. Y........ 2.7 70 22 
Stark, Ohio | 22.4) 38 153 Etowah, Ala. 6.3 " 42 Delaware, Pa.. | 3.8 14 24 Brooke, W. Va.....| 2.7 2 23 
Northampton, Pa....| 19.8 10 132 Hancock, W. Va... 6.2 2 54 Scioto, Ohio.......| 3.8 5 29 Carbon, Pa........ 2.6 6 18 
Trumbull, Ohio 19.3 22 161 Lawrence, Pa. . 3.7 9 25 Campbell, Ky. 2.6 2 18 
Westmoreland, Pa. 19.3 36 136 Onondaga, N. Y....| 6.1 30 39 Saint Louis, Minn...; 3.7 10 18 Fulton, Ga........ 2.6 15 VW 
New Haven, Conn..| 18.3 60 126 Essex, N.J........) 5.9 83 48 Butler, Pa... ... onk! ee 6 24 Bergen, N. J.......| 2.5 13 16 
Milwaukee, Wis....| 15.3 81 122 Jackson, Mo. 5.6 31 36 Providence, R.1....| 3.7 41 33 Cabell, W. Va. 2.5 2 22 
Madison, III. | 14.7 18 114 Harris, Tex. 5.6 28 36 } Mifflin, Pa......... 2.4 2 16 
Cambria, Pa. | 13.3 5 88 Chester, Pa. 5.5 6 37 Franklin, Ohio.....| 3.6 23 24 Kenosha, Wis......| 2.4 7 17 
Lorain, Ohio | 12.1 14 94 Contra Costa, Cal...| 5.4 6 40 Howard, Ind. 3.5 14 26 Racine, Wis... . 2.4 21 20 
| Erie, Pa... 5.4 26 38 Hampden, Mass....| 3.5 32 26 
Philadelphia, Pa....| 10.2 | 88 67 San Bernardino, Cal. 5.3 6 40 Hartford, Conn.....| 3.4 31 27 —— | ——_— | —_—_ 
Worcester, Mass.. | 9.3 43 58 Bucks, Pa. 5.2 4 35 Oakland, Mich.....| 3.4 23 24 Total Above 
Mercer, Pa. | 9.2 10 71 Oneida, N. Y. 5.2 4 38 Colbert, Ala........| 3.3 4 22 Counties. . |1019.3/3, 115 7,557 
Saginaw, Mich. 9.1 12 69 Berrien, Mich. 3.2 23 24 } } 
Washington, Pa.. 8.9; 10 61 Marion, Ind. ; 5.0 34 29 Lake, Hll.... 3.1 10 23 — ———-| —___—_ 
Jefferson, Ohio 8.6 | 6 67 St. Lawrence, N. Y..| 4.9 3 36 Salt Lake, Utah. . 3.1 13 23 
Fairfield, Conn. 8.1/ 49 60 Calhoun, Ala. 4.8 15 32 Allen, Ind. 2.9 14 30 % of U.S.A. Total. | 76.4 | §8.1 | 75.8 


THIS IS IEN’S MARKET WHY THEY READ IEN 


Gota 


America’s best-rated and fastest-growing indus- 
trial plants, in all manufacturing industries, sup- 
plemented by government agencies and consult- 
ing firms whose decisions affect quantity purchases 
by industry. 


100% of the editorial content of INDUSTRIAL 
EQUIPMENT NEWS is concerned with product 
news and information. As the original and lead- 
ing service in this field, IEN concentrates on 
interpreting product news accurately, completely, 


product 


promptly. 
Readers in plants rated 
$100,000 OF OEP. .......c..cccccccceseeees 86.2% 
Readers in plants rated 
$1,000,000 OF OE F.......ccevecccceeese: 


WHO READS IEN 


64,000 copies (total distribution 70,500) go each 
month to operating, engineering and production 
men; plus qualifying individuals in government 
arsenals, shipyards, proving grounds; plus selected 
readers in engineering firms. These men are the ADVERTISING RATES 

real specifiers and buyers of industrial products. ay 
00.7% of INDUSTRIAL EQUIPMENT NEWS Pentant Len Erge Gate: 


to 


Sell 
to 
Industry 


Readership verification indicates that 99.4% 
of verified readers use IEN for finding and 
buying equipment, parts and materials. 


HOW EVERY IEN AD GETS 
PREFERRED POSITION 


Newspaper make-up, tabloid size, permits highly 
efficient use of space, with editorial items in center 
column, flanked by advertisements. 


: ae Coc ai, TE Te 60 
circulation is by reader request. PO ERE CE MEL 1 55 

: RAR Aon oe Giles bile 
Industrial Note functional breakdown: Twelve or more times, dbo..........cccccccc00. 150 


Equipment N P . z 
at led Readers in production management 41.7% 


can help you find Readers in plant engineering and 


nad celianiaiters, eon prensa Reeder Mihi Lelie: 48.3% 

bupeis Mal ieers Readers in purchasing sessenscsnnnscsses 36.1% 
: Readers in product design and 

of industrial CUI iasissoriicetiteo choca 37.8% 


equipment, parts, 


Averages more 
display ads per 
issue than any 
other business 
monthly, 
weekly or daily. 


materials. 


(Gwone ane 3 (IEW) s: U.S., CANADIAN, BRITISH. »ceztes. 


THOMAS PUBLISHING COMPANY 


461 Eighth Avenue, New York 1, N. Y. 
Atlanta * Boston * Chicago Cleveland * Detroit + Indianapolis * Los Angeles + Philadelphia + Pittsburgh 
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1954 


Fabricated Metal Products, Leading Counties 


@7D Estimates for 100 counties with 79% of 1953 Employment; 81% of 1953 “Value Added” 


| | Em- | | Value Em- | Value Em- | | Value 
| | ploy- | Added | ploy- | Added ploy- Added 

COUNTY | No. COUNTY | ment | No. COUNTY | ment | No. ment | No. | 
and | (in | and | (in | of | @D and (in | of @D (in @D 
STATE ’ STATE | thou- | Plants) Est. (in STATE thou- | Plants) Est. (in thou- Est. (in 
)| millions) | sands millions) sands millions) sands) millions) 


724 Suffolk, Mass. 7.9 67 Oneida, N. Y...... 
549 San Francisco, Cal. | 7.8 61 Bronx, N. Y..... 
Middlesex, Mass. 7.6 | Trumbull, Ohio. . . 2.6 20 
| York, Pa. ‘ A 19 
Providence, R. |. 7.5) Oakland, Mich.. . . 2 | 29 ™ ‘ 19 
Harris, Tex.. 7.3 | 20 
Lake, Ind. 7.3 | — 14 
7.3 | | s 19 
7.2 17 
St. Louis City, Mo. | 17. <x Tat 15 
| ; 6.9 
Baltimore City, Md. q 4 6.9 | 
New York, N.Y... ' } were 
Milwaukee, Wis.. ’ | 6.6 
Fairfield, Conn... . 
Hamilton, Ohio. . .. 
Erie, N. Y..... 
Essex, N.J....... 
Hennepin, Minn. 
Winnebago, lil. 
Worcester, Mass... 


2.7 24 
2.7 19 


Sse | 


gs 


18 
13 
13 
15 
17 
17 
17 
15 
15 
New London, Conn. 13 


RSX2SSRSRRSB 


Jefferson, Ky. , 
Kent, Mich... ... 
Queens, N. Y. 
Franklin, Ohio..... 
Hudson, N. J. 
Mercer, N. J. 
Summit, Ohio 


Total Above 
Counties. .......|872.6 me 


esSNessesss 


8338 


38 
Be 
@o 
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Bristol, Mass. 


_ 
@ 


% of U.S. A. Total 


Manufacture of Machinery,* Leading Counties 


Estimates for 100 counties with 75% of 1953 Employment; 77% of 1953 “Value Added” 


Em- Em- Value Em- Value 
ploy- ploy- Added | ploy- Added 


COUNTY ment b COUNTY COUNTY > ment | No. 
and (in | (in 


STATE q Est. (in thou- Est. (in 
sands) millions) millions) sands) millions) 


Cook, Ill......... ¢ Wei 123 41 
Wayne, Mich.. -| 79.3 106 36 
Cuyahoga, Ohio... .| 74.7 were 76 43 
Los Angeles, Cal. 56.2 lee said . 26 
46 
47 
41 


4.0 
4.0 


Milwaukee, Wis. 54.9 Marion, ind... . 

Montgomery, Ohio.| 42.5 Franklin, Ohio... . 
Hartford, Conn. 36.4 Wayne, Ind....... 
Philadelphia, Pa. 33.0 Kent, Mich... .... 
Tazewell, tll..... 28.2 Black Hawk, la... 
Worcester, Mass....| 27.2 


Hamilton’ Ohio....| 24.5 
Fairfield, Conn... ..| 21.3 
Providence, R. |. 20.6 
Stark, Ohio. 19.5 
Kings, N. Y. 17.7 
Union, N. J. aot See 
16.9 
16.7 
16.2 
16.2 


&2Sseties2es 


~8Gtaate 


Baltimore City, Md. 
15.2 Oakland, Mich... . 
15.0 Ramsey, Minn... . 
14.6 Rock, Wis. 

14.6 
4.1 Berrien, Mich... .. 
14.0 Kane, Ill... . 
14.0 | Sangamon, III. 


*Except Electrical Machinery 
714 SALES MANAGEMENT 


| | 
| NSsssssse BS SSssessess| 


— 
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Total Above 
Counties 


% of U.S. A. Total 


SeBsseesRreee 
] 


This huge new, BILLION-dollar industry has grown so fast that UNTIL TODAY, it was impossible 
to reach decision-makers for the entire market! Sellers had to approach electrical engineers 
through one magazine, finish and design engineers through another, the management and sales 
executives through others, and so on through all departments ... many,-many other departments 
—plastics, castings, materials handling, purchasing ... in fact an entire industrial field within 
4 one market—now ALL available through ONE publication—the BIG, LIFE-sized Pictorial, Fast- 
; moving, APPLIANCE MANUFACTURER! 


APPLIANCE Executives in all diutsions: the men who decide when to build 


\y 
; inventory, when to re-design, what to buy, how to ship, which firms to do 
i] M ANUFACTURER business with! APPLIANCE MANUFACTURER IS THEIRS! 


Creative Winds in all divisions: The men who decide what 


materials to use, which design, what engineering principle, which test- 
ing and quality control standards, what suppliers to use. They NOW 
have a magazine of their own—APPLIANCE MANUFACTURER. 


Poltey-Wakers in ah divisions of ALL branches of the 


Appliance Industry! Over and above all the vital decisions with imme- 
diate influence on your sales is an important group which warrants your 
long-term solicitation, too! These men—chairmen, directors and policy- 
making influences in the entire industry are, for the first time, reading 
a magazine of their very own!—APPLIANCE MANUFACTURER. 


APPLIANCE MANUFACTURER CAN GIVE YOU THE BUSINESS IF YOU SELL... 


insulation @ electric motors @ materials handling @ finishings equipment and 
plastics ® electrical heating ele- equipment fasteners supplies 
Mpeuance custom stampings ments ceramic insulation shipping containers 


die castings @ hardware and trim wire goods raw materials 
name plates ® castings and forgings glass components plant equipment 


Mianu FACTURER heat control equipment @ electrical components moulded rubber goods sheet metal fabricating 


appliance accessories equipment 


201 N. WELLS STREET, CHICAGO 6, ILLINOIS + New York - Cleveland + Los Angeles 


MAGAZINE SERVES ALL 


BUYING INFLUENCES 
OF ALL RAILROADS! 


There are SIX railroad business publications—five monthlies and a 
ODERN weekly. Four of the monthlies are edited for one department only, BUT 
MODERN RAILROADS is edited for—and read thoroughly by—ALL BUYING INFLUENCES IN 
AILROADS ALL DEPARTMENTS OF ALL RAILROADS! 
: Yes, Departmental Users, Executive Approvers and Purchase Order-Piacers—ALL read 
the ONE BIG, BROAD-COVERAGE MONTHLY railroad publication, MODERN RAILROADS. 


—MONTHLY OR WEEKLY—CLAIMING TO REACH EITHER DEPARTMENTAL GROUPS, 
MANAGEMENT OR PURCHASING OFFICIALS! 


EDITORIAL PACE... Since its beginning, MODERN RAILROADS has set and maintained 
a new editorial pace in the railroad field. Authoritative, staff-written articles give 
complete—and completely researched—articles on all departments in every issue. 


@ Executive & Management Articles of cur- @ Engineering, Maintenance of Way and 
rent interest Signaling articles. “In the Field” reporting! 
@ Operating Department Coverage -- with @ Traffic Officials read MODERN RAILROADS 
plenty of pictures for the broad knowledge required of the 
@ Mechanical and Electrical Department in- facilities they ore selling. 
formation in every issue. Facts, figures, @ Purchasing Agents and Storekeepers de- 
photos. pend upon MODERN RAILROADS to keep 
completely up-to-date. 


ADVERTISING PACE... The new all-coverage, on-the-spot reporting technique of 


MODERN RAILROADS has set an editorial spo which is responsible for the fact that 
a AILRO ADS MODERN RAILROADS IS BIG ("Life’-size); 
PHONE: STate 2-4121 


Beautiful (More pictures, 4-color covers); 
201 N. WELLS STREET, CHICAGO 6, ILLINOIS POWERFUL!(Ask any advertiser—or use it 
441 LEXINGTON AVE, NEW YORK + 459 THE ARCADE, CLEVELAND © 473 FiRsT TRUST s106., pasapens 294 find out for yourself!) 


Manufacture of Electrical Machinery, Leading Counties 


Estimates for 100 counties with 84% of 1953 Employment; 86% of 1953 “Value Added” 


COUNTY 


Value 
Added 


Est. (in 
millions) 


COUNTY 


Value 
Added 


Est. (in 
millions) 


COUNTY 


Em- 
ploy- 
ment 

(in 
thou- 
sands) 


Value 
Added 


Est. (in 
millions) 


COUNTY 
and 
STATE 


Em- 
ploy- 
ment 

(in 
thou- 
sands) 


Value 
Added 


Est. (in 
millions) 


Cuyahoga, Ohio... 
Marion, Ind....... 


Essex, Mass... .... 
New York, N.Y... 
St. Louis City, Mo. 
=, eae 
Middlesex, Mass... . 
Onondaga, N. Y.. .. 
Madison, Ind....... 
Berkshire, Mass... . 
Monroe, N. Y. 
Montgomery, Ohio. 


Camden, N. J...... 
Fairfield, Conn... . . 
Allen, Ind.......... 
Passaic, N. J. 
Suffolk, Mass... ... 
Hamilton, Ohio 
Lucas, Ohio 


1,015 


Westchester, N. Y.. 
Mercer, Pa... . 
Baltimore City, Mad. 
Queens, N. Y. 
Hennepin, Minn... . 


Wayne, Mich....... 
Baltimore 

(County), Md... . 
Montgomery, Pa... . 
Forsyth, N. C 


Providence, R. 1... . 
Daviess, Ky....... 
New Haven, Conn.. 
Hampden, Mass... . 
Santa Clara, Cal... . 
Lehigh, Pa. 


Allen, Ohio 
Union, N. J....... 


82h SESERVSRS BES 
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Lancaster, Pa...... 
Beaver, Pa......... 
Jackson, Mo... .... 


Worcester, Mass... 
Racine, Wis....... 
Davidson, Tenn..... 
Mercer, N. J....... 
Strafford, N. H..... 
Trumbull, Ohio. . .. 
Oneida, N. Y....... 
Washington, Pa. 

Seneca, Ohio. .... 
Alamance, N. C.... 


Muskingum, Ohio. . 
| ee 
Elkhart, Ind....... 

Ramsey, Minn... . . 


Washtenaw, Mich... 
Bartholmew, Ind... . 
Cabell, W. Va 
Sangamon, til... 


3.8 
3.8 
3.7 
3.6 
3.5 
3.5 
3.4 
3.3 


3.3 
3.3 
3.1 
2.9 
2.9 
2.6 
2.6 
2.5 
2.5 
2.4 


2.4 
2.4 
2.3 
2.3 
2.2 
2.2 
2.2 
2.1 


2.1 


—~_— 


eonraes-S32aw 


aeB8Sssess2xue 
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Windham, Conn... . 


San Mateo, Cal..... 


Shiawassee, Mich... 
Alameda, Cal....... 
De Kalb, tl 


Pulaski, Ark... .... 
Allegany, N. Y...... 


Total Above 


Counties. ...... 


& ow 


eognnNNG@ 


% of U. S. A. Total | 84.0 


74.6 


COUNTY 
and 
STATE 


Wayne, Mich...... 
Los Angeles, Cal.... 
Genessee, Mich... . 
Cuyahoga, Ohio... . 
Cook, lil. 
Sedgwick, Kan..... 
San Diego, Cal... .. 
King, Wash........ 


Marion, Ind........ 
 § ee 
Ingham, Mich 
Baltimore 
(County), Md... . 
Dallas, Tex... ..... 
Delaware, Pa....... 


Lucas, Ohio 
St. Louis City, Mo. .| 
Milwaukee, Wis. 
Philadelphia, Pa... .| 
Jackson, Mo. . 
Niagara, N. Y...... 


ment 
(in 


thou- 


Transportation Equipment, Leading Counties 


@ Estimates for 100 counties with 96% of 1953 weitiatsanth 98% of 1953 “Value Added” 


No. 
of 


| Plants) Est 


COUNTY 


Hamilton, Ohio. ai 
Franklin, Ohio. .... 


Macomb, Mich.. .. . 
Warwick, Va....... 
Tulsa, Okla........ 
Allen, Ind.. 


Baltimore City, Md. 


Washington, Md... 


Washtenaw, Mich... 
Fairfield, Conn... .. 


Passaic, N. J....... 


St. Louis (County) 


Kent, Mich... .... 


Delaware, Ind... .. 


Value 
Added 
ment 


No. 
(in of 
aed —e Est. (in 
A ee | millions) 
| 


| Em. 
ploy- 


136 


e3 114 
125 


72 
7 
15 
1 


22 
6 
12 


R248 Sle 


COUNTY 
and 
STATE 


Saginaw, Mich... .. 


Westchester, N. Y.. 
Camden, N. J...... 


Schenectady, N. Y.. 


New London, Conn. 


La Porte, Ind... 
Monroe, Mich. 


| 


«| 


‘Em. | 
ploy- 
ment 
(in 
thou- 
sands) 


7.1 
7.1 
6.7 
6.6 
6.6 
6.5 
6.3 
6.2 
5.5 


5.5 
5.5 
5.4 
5.3 
5.1 
4.9 
4.9 
4.3 
4.2 
4.2 


41 
4.1 
4.0 
4.0 
3.8 
3.8 
3.5 


3.5 | 


awoawnon co 


| Value 


Added 


Est. (in 
millions) 


COUNTY 
and 
STATE 


SB8RRBSRBSE BEB8FSENSRSRE SSERSSESRSS 


Onondaga, N. Y... 


New Castle, Del... . 
Berks, Pa... 
Richmond, N. Y.. . 
San Francisco, Cal. 


% of U. S. A. Total 


Em. | 
ploy- 
ment 
(in 
thou- 
sands) 


No. 
of 
Plants 


| Value 


Added 


Est. (in 
millions) 


25 


13,713 


MAY 10, 
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Instruments and Related Products, Leading Counties 


GZ Estimates for 100 counties with 98% of 1953 Employment; 99% of 1953 “Value Added” 


Monroe, N. Y.. . 
Gat, Gh... cece 
Nassau, N. Y. 

Los Angeles, Cal. 
Philadelphia, Pa. 
New York, N.Y... 
Hennepin, Minn. 
Bergen, N. J..... 
Queens, N. Y.... 
Niagara, N. Y. 


New Haven, Conn. 
Kings, N. Y. 


Hartford, Conn... .. 


Middlesex, N. J. 
Worcester, Mass... 
Middlesex, Mass. 
Broome, N. Y.... 
La Salle, i 


| Em- 
| ploy- 
| ment 
| (in. 
thou- 
sands 


Plants 


Fairfield, Conn... . | 
Cuyahoga, Ohio... 


Suffolk, Mass... . 
Essex, N. J..... 


Washtenaw, Mich.. 


Kane, Ill. 
Lancaster, Pa. 
Allegheny, Pa. 
Providence, R. |. 


Value 


Added 
‘* 2D 


Est. (in 
millions 


| Em- 


| ploy- | 


COUNTY 
and 
STATE 


ment 
(in 

| thou- 
Norfolk, Mass. 

La Crosse, Wis. 
Hamiiton, Ohio 


Bucks, Pa. 


Wayne, Mich... 
Franklin, Ohio 
Litchfield, Conn. 


RUeeranneovoe 


Milwaukee, Wis. 


Dane, Wis... .. 

St. Louis City, Mo. 

Baltimore (County) 
ee 


Winnebago, Ili. 
Alameda, Cal. 


| sands 
—|j | 


wewevoo-=h 


Value 
Added 
| No. 

tr 
| Plants| Est. (in 


| millions) 
14 
13 
4 


8-8 | 


13 
12 
13 
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COUNTY 
and 
STATE 


Campbell, Ky... . 
Pulaski, Ark. 
Bristol, Mass..... 


Davidson, Tenn. 
Jackson, Mich...... 
Walworth, Wis. 


ploy- 
ment 


sands) 


aaue 


(in 
thou- | Plants 


>paaaandanad 


Em- | 


No. 
of 


| Value 


ea erewea 


ewwn wo 


NnewWWwWWwWwww 


Jefferson, N.Y... . 


Total Above 


% of U. S. A. Total. . 


Em- 
ploy- 
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Value 
Added 


Est. (in 
millions) 


3 
3 
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| 
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Estimates for 100 counties with 63% of 1953 Employment; 65% of 1 


COUNTY 
and 
STATE 


Cook, til. 
Wayne, Mich. 

Los Angeles, Cal. 
New York, N. Y. 
Philadelphia, Pa. 
Cuyahoga, Ohio 
Allegheny, Pa. 
Kings, N. Y. 
Milwaukee, Wis. 
St. Louis City, Mo. 


Essex, N. J... 
Erie, N. Y. 
Hamilton, Ohio 
Hudson, N. J... 
Providence, R. |. 
Hartford, Conn. 


Baltimore City, Md./132.6 


Middlesex, Mass. 
Worcester, Mass.. 
Suffolk, Mass. . 


Monroe, N. Y.. . 
Fairfield, Conn. . 
New Haven, Conn. 


Montgomery, Ohio 
Essex, Mass... 


| Em- 
| ploy- | 
| ment 


(in of | 


Total Manufacture, Leading Counties 


thou- | Plants! Est. (in 


844.81|1,234 
1693.2 |3,872 | 
655.4 |9,472 | 
/562.52/6,328 
|376.5 |5,244 | 
314.1 |3,162 
242.0 |1,581 | 
\229.4 |7,298 
199.8 |1,963 
|187.3 |2,330 
12.599 
(1,437 
\1,564 
|2, 169 | 
1,938 | 
917 | 
|1,638 | 
11,756 | 
1,334 
\2,982 
| 


|163.4 
156.4 
|146.3 
|145.1 
|138.2 
135.1 


130.4 
\120.1 
119.7 


| 

1118.0 | 910 

1115.2 |1,151 

114.8 (1,142 

112.5 | 944 | 
101.3 | 284 

101.2 | 596 | 
100.3 |1,280 | 


| millions 


788 
754 
806 
877 
722 
616 


953 “Value Added” 


ment 
(in 

thou- 

sands 


COUNTY 
and 
STATE 


ty 


95.1 


Summit, Ohio 

Queens, N. Y.... 
Passaic, N. J. 
| 
| 92.7 
89.2 
82.5 
80.7 
79.7 
79.7 
78.0 
76.7 
75.5 
74.5 


Bristol, Mass. 
Hennepin, Minn. 
Harris, Tex.. 
Nassau, N. Y. 
King, Wash. 
Union, N. J... 
Alameda, Cal. 
Lucas, Ohio 
Hampden, Mass... 
Jefferson, Ky. 


Dallas, Tex. 
Genessee, Mich... 
Franklin, Ohio 
Bergen, N. J...... 
San Francisco, Cal. 
Jackson, Mo... . 
Onondaga, N. Y. 
Baltimore (County) 
See 
Middlesex, N. J.. 
Montgomery, Pa. 


74.3 
| 71.1 
70.5 
70.4 
70.1 
69.9 
66.7 


65.8 
64.6 


Stark, Ohio 
Delaware, Pa...... 


| Em- | 
| ploy- | 


Value 
Added 


Est. (in 
millions) 


COUNTY 
and 
STATE 


Sedgwick, Kan. 
Berks, Pa. 
Fulton, Ga. ; 
Oakland, Mich.. . 
Jefferson, Ala... .. 
Niagara, N. Y.... 
Tarrant, Tex. 

St. Joseph, Ind. 


Northampton, Pa.... 
Kent, Mich... .... 
San Diego, Cal... . 
Westchester, N. Y.. 
Ramsey, Minn... .. 
Mahoning, Ohio 
Beaver, Pa.... 
Erie, Pa... ; 
Camden, N. J... 
Schenectady, N. Y. 


Mercer, N. J. 
Westmoreland, Pa. 


Multnomah, Ore... . 
Broome, N. Y...... 
Lancaster, Pa... .. 
Shelby, Tenn. 
Winnebago, lil... . . 


| Em. | 
ploy- 
ment 
(in 
thou- 
sands) 


58.2 
58.9 
56.6 
56.6 
56.1 
56.0 
55.9 | 
55.4 | 


53.4 
51.9 
51.8 
50.3 
50.1 


48.8 


No. 
of 
Plants 


Value 
Added 
Est. (in 
millions) 
401 
343 
395 
455 
397 
473 
350 


COUNTY 
and 
STATE 


New Castle, Del... . 


Bronx, N. Y....... 
Luzerne, Pa. 
Lehigh, Pa... . 


Hamilton, Tenn.... 
Guilford, N.C... 
Denver, Colo... ... 
Trumbull, Ohio. . .. 
Madison, Ind...... 
Hillsborough, N. H. 


Davidson, Tenn... 
Madison, Ill....... 
Norfolk, Mass... .. 
Oneida, N. Y...... 
Forsyth, N.C... .. 
Contra Costa, Cal.. 
Vanderburgh, Ind... 
Ingham, Mich. 
Lorain, Ohio...... 
Tulsa, Okla... ... 


Total Above 


Counties. on Na a 


Value 
Added 


Est. (in 
millions) 


279 


77,854 


% of U.S.A. Total.. 62.5 | 57.8 | 65.3 
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SALES MANAGEMENT 


17.4% more orders 


per 100 sales calls! 


228 reports in 

a recent study 
made by the 
Sales Executives 
Club of New York 
showed two 
interesting 
extremes: 


1..An average of 9.2 orders per 100 COLD calls at an 
average cost of $187.39 per order. 


2. But out of every 100 calls made after a buyer had 
studied a potential supplier’s catalog and invited the sales- 
man to call, the average orders per 100 calls jumped to 
38.4...317.4% better performance! 


And the average cost per order dropped to $44.89—a 
saving of $142.50 per order! 


So how do you get more buyers to invite 


your representatives to call? 


Obviously, by getting more buyers to use your cata- 
log more often. Getting manufacturers’ catalogs used 
has been the whole business of Sweet’s for 48 years. 


Sweet’s can (1) help you design your catalog so as to 
make it easy for potential customers to identify your 
product as the answer to their specific needs and to 
call in your representative, (2) place your catalog in 
the right offices of all companies of interest to you, 
(3) make sure your catalog is maintained in all these 
offices so that it is instantly accessible when buying 


“The more your catalog is used 
by potential customers, the more often your 
representatives will be invited to call!” 


Sweet’s Catalog Service 


Division of F. W. Dodge Corporation 
Designers, producers and distributors of manufacturers’ 
catalogs for the industrial and construction markets. 


Dept. 38,119 West 40th St., New York 18, N. Y. 


Atlanta - Boston - Buffalo - Chicago - Cincinnati 
Cleveland - Dallas + Detroit + Los Angeles 
Philadelphia - Pittsburgh - St. Louis - San Francisco 
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needs arise, (4) enable your advertising to lead each 
‘‘warmed-up” prospect directly to your catalog so 
as to speed his action from interest to catalog use to 
invitations for your representative to call. 


Currently Sweet’s is helping 1,550 manufacturers 
get their catalogs used more often. The Sweet’s dis- 
trict manager near you will be glad to show you how 
we work with manufacturers who want to reduce the 
sales cost per order by getting more salesmen invited 
to call more often. 


These free booklets will help you see how you can get more 
potential customers to invite your salesmen to call, 

(0 Free booklet, ‘‘Some New Data on the Cost of Producing Orders 
in Industrial Markets” (from the Sales Executives Club study). 


() Free booklet, ‘‘How to Improve Marketing Efficiency Through 
Improved Catalog Procedure.” 


(0 Free booklet, ‘“‘The Need for Printed Product Information in 
Industrial Buying,’’ summarizes one phase of the NIAA Study. 


(0 Please have your district manager show me how industrial 
marketers get more orders through improved catalog procedure. 


NAME 


a 


STREET -——_—______ 


city 


What’s complicated about this? 


e Electricity has come to two million more farm families in the last eight 
years—dramatically unlocking the door to a new way of life. 

While nine out of ten farm families now have electricity, most of them 
have only begun to live electrically. 

When it comes to reaching farm families, FARM JOURNAL leads 

all other farm magazines by hundreds of thousands. 

That is why advertisers are investing so many more 

of their dollars in FARM JOURNAL. 

Why Settle For Less? 


FARM JOURNAL 


Graham Patterson, Publisher 


Washington Square, Phila. 5, Pa. 


@ Consumer product? Sell the whole Country-Side market with the Country- 
Side Unit—Town JOURNAL and FarM JourRNAL. Circulation 4,350,000. 


SALES MANAGEMENT 


Farm dollar income (including 
Government payments to farmers) 
stood at $31.4 billion in 1953. Al- 
though a drop of 4 percent from 1952 
—reflecting the dominant trend in farm 
prices—it represents the second highest 
level in history. The farm market to- 
day still is, therefore, an extremely 
fertile field for the sale of a wide range 
of industrial and home consumption 
commodities. 

The farm market may be measured 
in several ways. If we add to the $31.4 
billion cash income about $2 billion 
estimated as the value of home con- 
sumption of farm goods, plus another 
$1.7 billion estimated as the rental 
value of farm dwellings, the total gross 
farm income is $35.1 billion. Farm 
production expenses in 1953 amounted 
to $22 billion, leaving about $13 bil- 
lion as the total realized net income of 
farm operators. To this should be 
added the net change in farm inven- 
tories, wages. received by farm labor- 
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THE FARM MARKET SECTION 


ers, and about $6 billion of income 
from non-farm sources. This would 
bring the total income of the farm 
population up to about $20.5 billion, 
a 9 percent drop from 1952, but still 
constituting about 7.3 percent of total 
national income. 

The reason why the farm market 
represents a particularly high quality 
market is that the huge increases in 
dollar income achieved since 1939 
were accompanied by a sharp drop in 
farm population. This resulted in a 
marked upgrading of per capita in- 
come levels in farm areas. The farm 
population in 1950 totaled 25 million, 
about 16.6 percent of total population, 
as contrasted to nearly 31 million peo- 
ple in 1939, when the farm popula- 
tion accounted for nearly 24 percent 
of the total. 

The measure of farm income which 
appears to have the greatest use in 
marketing is what we call “gross dol- 
lars from farming,” i.e., cash receipts 
from farm marketings plus Govern- 
ment payments. Estimated at $31.4 
billion in 1953, this figure measures 
the sum total available to the farm 
population for expenditures on the 
entire range of goods and services re- 
quired for consumption or production. 

Our state estimates of gross dollars 
from farming are projections for 1953, 
based on data for the first ten months 
of the year available from the Bureau 
of Agricultural Economics. The allo- 
cation among counties was based on 
county reports on the value of farm 
products sold in 1949, as ascertained 
by the Census Bureau in the 1950 
Census of Agriculture. We assume 
there was no change in 1953 in the 
relative distribution of farm income 
within each state from that estab- 
lished by the Census Bureau. 

In some counties farm income to- 


tals exceed total Net Effective Buying 
Income. In almost all such cases, it 
will be found that farm expenses— 
deductions from gross income for 
wages, feed, fertilizer, depreciation, 
interest, etc.—constitute a relatively 
high proportion of gross farm income. 
If all adjustments were to be made, 
net farm income would fall short of 
Net Effective Buying Income. The re- 
lation between net and gross farm in- 
come varies considerably according to 
types of farming. In Southern states, 
the ratio of net to gross farm income 
may run as high as 90 percent, where- 
as in highly mechanized farming areas 
the relation between net and gross 
will fall below 50 percent. SALEs 
MANAGEMENT feels, however, that the 
gross farm income represents a better 
indicator of the importance of the 
farm market than does net farm in- 
come. The gross figure is certainly 
more important in assaying the coun- 
ty’s potential for farm equipment, sup- 
plies and materials. 


U. S. GOVERNMENT 
PAYMENTS TO FARMERS 
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Gross Cash Farm Income by States and Counties 


See explanation of “Gross Dollars from Farming,” page 81 


GROSS 
CASH FARM 
STATE INCOME 
and Esti- 
COUNTY JM mates 
(in thousands) 
ALABAMA 
Autauga. . . 
Baldwin... 


Fayette.... 
Franklin... 


Lauderdale... 
Lawrence....... 


Montgomery 
Morgan. . 
Perry 
Pickens. . 
Pike.. 
Randolph 
Russell. . 
Saint Clair. . 
Shelby 
Sumter 


Talladega . . 


GROSS 
CASH FARM 
STATE INCOME 
and Esti- 
COUNTY JM mates 
(in thousands) 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 
INCOME 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 
INCOME 

Estl- 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 
INCOME 

Esti- 
JM mates 
(in thousands) 


ARIZONA 


Craighead.......... 
Crawford 
Crittenden... .. 


Franklin. . 
Fulton 
Garland 
Grant... 
Greene. . 
Hempstead 
Hot Spring 


Howard 
Independence. . 


Lafayette 
Lawrence 
en sta 
Lincoin 


Little River . 


34,870 
274 
3,848 
35,773 
3,733 
25,719 
25,978 


a8 
a3 


= 
— 
nN 


= = 
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e32s388 


10,748 
62,424 
18,632 
10,690 
18,830 
20,438 
14,511 
18,513 
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Gross Cash Farm Income by States and Counties—(Cont’d) 


See explanation of “Gross Dollars from Farming,” page 81 


GROSS GROSS GROSS GROSS 
CASH FARM CASH FARM CASH FARM CASH FARM 
STATE INCOME STATE INCOME STATE INCOME STATE INCOME STATE 
and SM Esti- and SM Esti- and Esti- and Esti- and 
COUNTY mates COUNTY mates COUNTY mates COUNTY mates COUNTY 
(in thousands) (in thousands) (in thousands) (in thousands) 


4,167 


Total. . 


GEORGIA 


47,014 


32,426 
12,°66 
6 ,€82 
12,832 
19,908 
35,730 
9,484 
8,051 
52,386 
18,228 
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A farms in 10 


.»- 2,100,000 of the 5,380,000 U.S. farms 


$ 


set 9 of every 


of total U.S. cash farm income 


” copies in 4 


of SucCESSFUL FARMING farm circulation 


Data based on 1950 Census of Agriculture 


SF produces more dollars for advertisers 
—hecause it reaches the producers 
who produce most dollars! 
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Gross Cash Farm Income by States and Counties—(Cont'd) 


See explanation of “Gross Dollars from Farming,” page 81 


GROSS GROSS GROSS» ~ GROSS 
CASH FARM CASH FARM CASH FARM CASH FARM 
STATE INCOME STATE INCOME STATE INCOME STATE INCOME 
and Esti- and Esti- and Esti- and Esti- 
COUNTY mates COUNTY JM mates COUNTY JM mates COUNTY JM mates COUNTY 
(in thousands) (in thousands) (in thousands) (in thousands) 


22,429 BIEL bencscsewse 
Vermilion . . so en ae 10,221 . - 24,477 Morton... . 
Wabash...... ‘ Racs ‘ 14,776 i : 15,829 - J Nemaha. . 
Warren. ... i ce 14,607 bee ; 14,441 i - Neosho... 
Washington os ee j 2,240 Ness 
Wayne.... : : : 5,613 S daiptdidcieds 24,648 , 260, Norton 
White. ...... it. : 4,417 sees 14,481 “% a 
Whiteside. . - 26,285 
12,251 | REA 20,254 
3,089 29,746 
5,042 = 17,359 Atchison... . 
13,297 23,609 Barber... . 
11,854 , “a 25,557 Barton. 
14,207 : 19,162 Bourbon. .. 
- 15,201 ; ‘ 27,801 Brown. 
Randolph... 17,907 Butler . 
Ripley. ... 1. 8,570 Ls bei 25,103 Chase.... 
Rush... 21,685 L Lae 26,499 Chautauqua 
St. Joseph... ; 14,605 22,686 
: 16,571 Cherokee. . . 
2,924 ; 13,567 Cheyenne. . 
16,303 wacepeale 20,001 
9,739 ee 25,210 
11,637 24,672 
9,411 or 20,271 
Sullivan ‘ ’ 10,283 Pies kaees 29,341 
Switzerland. . ‘ 4,684 
Tippecanoe..... 21,625 we 11,437 
Tipton...... 14,377 Be asain ac 29,389 
a 7,095 Radiesse saves 31,547 
beat =P 21,267 
Vanderburgh. . 7,386 bat ieneswes 42,261 
8,637 x 12,492 
10,537 8 EOE ES 30,597 
18,195 eats 15,569 
12,920 Ee eee 9,074 
6,084 ela hla. araraie 27,677 
11,649 
19,000 = metas 16,410 
14,661 cadscevced 23,488 
21,598 21,221 
Ioana dee 27,614 
12,802 re er 16,768 
20,923 
22,143 
7,458 
16,846 
19,953 


31,475 
18,212 
26 ,302 
24,042 
45,277 
15,618 saaniene’ 26 ,025 
15,073 23,228 
9,622 o , 51,702 
21,914 ; ds : 23,684 
11,155 11,860 
6,814 
4,988 = seis 29,220 
13,856 basis eet , aes 28,492 
18,996 Reese's - PO eee 49,562 
24,238 é 26,476 
12,849 bine . 31,803 
15,147 ie ; , 15,457 
18,405 Me keve Te 10,591 
5,241 ere 9,041 
18,953 lpeanidusdes 11,027 
13,836 , 
18,250 bes ‘ 15,648 

27,175 

11,189 

25,480 
Winnebago....... 17,014 
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Gross Cash Farm Income by States and Counties—(Cont'd) 


See explanation of “Gross Dollars from Farming,” page 81 


GROSS 
CASH FARM 
STATE INCOME 


and Esti- 
COUNTY mates 
(in thousands) 


STATE 


and 
COUNTY 


GROSS 
CASH FARM 
INCOME 


GROSS 
CASH FARM 
STATE INCOME 
and Esti- 
COUNTY JM mates 
(in thousands) 


Henderson 
Henry. 
Hickman 


BE BE! 


aot = 
in] 
— 
= 


Sad odd 
oa 
233 


6,832 
1,009 
4,889 
266 
448 
713 


MASSACHUSETTS 

3,627 

10,453 

20,265 

378 

16,304 

13,844 

16,008 

20,844 

33,268 


12,616 
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Gross Cash Farm Income by States and Counties—(Cont'd) 


See explanation of “Gross Dollars from Farming,” page 81 


GROSS 
CASH FARM 
STATE INCOME 
and Esti- 
COUNTY mates 
(in thousands) 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 
INCOME 


PD nice 


GROSS 
CASH FARM 
STATE INCOME 


and Esti- 
COUNTY GD mates 
(In thousands) 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 


14,516 


13,930 
23,445 
19,731 

4,076 
16,197 
31,122 
18,578 

7,365 
12,122 
23,955 


24,057 
15,361 
27 ,048 
13,474 
19,692 
34,894 

4,672 

9,461 
16,088 
30,083 


12,452 
4,098 
4,119 

28,731 

33,696 

16,996 

18,476 
9,776 
8,401 

11,137 


5,446 
20,902 
29,419 
16,454 
12,110 
16,511 
16,666 
10,788 
13,336 

5,310 


14,397 
11,244 
16,255 
12,297 
14,550 
22,328 
Yellow Medicine... . 22,180 


Wien 6cccs0%cne- SE 


MISSISSIPPI 


83328 


—_—— 


TTT EM TTL. 


17,987 
6,634 
5,158 
3,176 

29,951 
2,234 
3,188 
1,831 
3,587 


4,181 
12,814 


MISSOURI 


13,212 


1,780 
8,964 
20,785 


888858 


iy 


12,151 


7,123 
2,424 
8,296 
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STATE 
and 
COUNTY 


Fillmore 


Franklin 
Frontier 
Furnas 
Gage.. 
Garden 
Garfield 
Gosper 
Grant 
Greeley 
Hall..... 


Hamilton 
Harlan 
Hayes... 


Gross Cash Farm Income by States and Counties—(Cont'd) 


See explanation of “Gross Dollars from Farming,” page 81 


GROSS 
CASH FARM 
INCOME 

Esti- 
mates 
(In thousands) 


GROSS 
CASH FARM 
INCOME 

Esti- 
mates 
(in thousands) 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 
INCOME 

Esti- 
BY 


(in thousands) 


STATE 
and 
COUNTY 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 
INCOME 

Esti- 
SM mates 
(in thousands) 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 
INCOME 

Esti- 
SM mates 
(in thousands) 


21,249 


Hitchcock. 


15,619 


16,133 
6,598 
8,872 

15,877 

11,114 
1,734 

13,246 

13,108 

16,303 

23,196 


NEVADA 

Churchill 4,442 
1,487 
2,638 
9,967 
199 
1,274 
3,385 
1,245 
922 
4,229 


128 
1,149 
Ormsby 202 
Pershing 2,311 
Storey ; 78 
Washoe 3,372 
White Pine 2,677 


Mineral 
Nye 


_ Total 39,705 


NEW HAMPSHIRE 
Belknap 
Carroll 
Cheshire 
Coos... . 
Grafton. . 
Hillsborough 


Eddy. 


3,481 


3,247 
3,499 
8,737 
3,932 


4,802 
2,162 
2,522 
2,486 
9,457 


McKinley 
Mora... 
Otero... 
Quay... 


Rio Arriba 
Roosevelt 
Sandoval 
San Juan 
San Miguel 
Santa Fe 
Sierra . 
Socorro 
Taos. . 
Torrance 


Union. . 
Valencia 


Total 


NEW YORK 


13,953 
2,709 


2,224 
14,859 
898 
3,515 


Putnam. . 
Queens 
Rensselaer 
Richmond 
Rockland 

St. Lawrence 
Saratoga. .. 
Schenectady 
Schoharie. . 


Schuyler... . 
Seneca. . 
Steuben... .. 
Suffolk. . 
Sullivan. 


Washington 


Wayne.. 
Westchester 
Wyoming 
er 


Total 


2,753 
4,494 
10,792 
1,454 
3,228 
29,564 
8,382 
2,861 
14,579 


4,831 

7,796 
22,246 
47 ,959 
12,064 
11,902 
10,446 
17,545 

1,240 
16,408 


25,328 
7,662 
18,118 
8,269 


coe. 918,298 


NORTH CAROLINA 


6,947 
3,042 
2,655 
6,746 
4,940 
1,898 
15,444 
14,803 
10,283 
4,714 


6,628 
1,596 
4,409 
1,869 
2,796 
2,554 
9,748 
4,953 
9,745 
1,124 


4,340 
1,103 
15,098 
24,433 
9,865 
9,360 
3,248 
33 
6,481 
3,334 


20,067 
4,316 
24,890 
7,101 
16,546 
4,480 
4,186 
548 
14,289 
18,191 
14,102 
20,665 
22,230 


Haywood... . 


Henderson 


Hertford... .. 


Hoke.... 
Hyde... 
Iredell 
Jackson 


Johnston 
Jones... 
a 
Lenoir... . 
Lincoin. .. 
McDowell 


Mecklenberg 


Mitchell. . . 


Billings... . 


4,051 
3,672 
9,551 
6,240 
1,544 
9,590 
1,154 


35,633 
6,795 
5,459 

19,623 
5,919 
1,020 
1,618 
5,277 

17,205 
7,353 


1,204 
2,629 
7,990 
30,538 
2,503 
15,494 
7,463 
5,903 
3,367 
5,146 
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Gross Cash Farm Income by States and Counties—(Cont'd) 


See explanation of “Gross Dollars from Farming,” page 81 


GROSS 
CASH FARM 
STATE INCOME 
and Esti- 
COUNTY mates 
(in thousands) 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 
INCOME 

Esti- 
OLD mates 
(in thousands) 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 
INCOME 

Esti- 
mates 
(in thousands) 


Foster... 
Golden Valley 


McKenzie 
McLean... 


19,139 
10,348 
Williams. 11,445 


Total... 534,113 


8,952 
15,230 
10,085 
14,371 

4,398 
17,355 

7,338 
11,922 
16,689 

5,333 


17,350 
17,632 

8,588 
18,264 
12,023 

9,023 
14,499 
13,154 
28, 285 
13,270 


13,998 

8,335 
16,474 
17,254 


Franklin. ..... 


Henry 


Highland 

Hocking. . 
Holmes. . . 
Huron.... 


Jackson 


Jefferson... . 


Knox. ... 
Lake. ... 
Lawrence 


Licking... 


Logan... 
Lorain... 


17,776 
22,423 
5,893 
8,135 
16 ,897 
5,062 


10,339 
20,623 
17,829 

3,730 
20,408 
16,211 

2,676 
13,221 
14,439 

3,086 


3,598 
13,516 
7,244 
3,478 
17,820 
14,585 
16,913 
13,460 
19,560 
9,952 


13,200 
13,576 
4,392 
20,224 
19,322 
4,616 
16,989 
4,675 
10,513 
9,315 


4,128 
8,187 
11,637 
4,543 
20,669 
3,724 
11,294 
17,951 
21,511 
10,333 


14,836 
16,408 

5,320 
15,232 
15,971 
17,443 

7,410 
10,576 
10,098 
15,742 
16,170 

1,428 
14,072 

7,148 
23,746 
15,054 
25,342 


Cherokee 
Choctaw 
Cimarron 
Cleveland 
Coal... 
Comanche 
Cotton 


Tiliman.... 


3,605 
17,953 
11,670 
12,307 

7,407 
19,950 
14,429 

3,187 


2,191 
2,712 
13,798 
4,066 
2,902 
7,198 
7,006 
6,783 
3,667 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 
INCOME 

Esti- 
SM mates 


(in thousands) 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 
INCOME 

Esti- 
BYP mates 


(in thousands) 


Umatilla. ... 


Union. .... 


Wallowa... 


Washington 
Wheeler. . 
Yamhill... . 


Huntingdon . 
Indiana... . 
Jefferson... . 


Philadelphia 
ae 


Potter....... 


Schuylkill. . . 
Snyder . 

Somerset... 
Sullivan..... 
Susquehanna 


12,641 
6,875 
1,297 

20,101 
4,451 

410 

25,029 
4,192 
5,450 
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Gross Cash Farm Income by States and Counties—(Cont’d) 


GROSS 
CASH FARM 
STATE INCOME 
and Esti- 
COUNTY matos 
(in thousands) 


3,193 
6,863 
7,197 


& £88323! 


~vee=Be 


r 
— 


~=— 


10, 
6 
1, 
3, 
1, 
6, 
3 

20 
3 
6 


wwor os 
88222238 


Williamsburg 
York 


Total .. 
SOUTH DAKOTA 


Armstrong. 
Aurora..... 


See explanation of “Gross Dollars from Farming,” page 81 


GROSS 


CASH FARM 
STATE INCOME 
and Esti- 
COUNTY JM mates 
(in thousands) 


Gregory 
Haakon 
Hamiin . 
Hand 


Hanson. 
Harding. . 
Hughes 
Hutchinson 
Hyde. 
Jackson 
Jerauld . 
Jones... 
Kingsbury 
Lake. . 


TENNESSEE 
Anderson . 
Bedford... . 

Bledsoe. . 
Blount... 
Bradley 
Campbell 
Cannon. . 
Carroll..... 
Carter . 


BSSNBS 


— 
a 
~ 


—-O@n—"N SH | @ 


Cheatham 
Chester. 
Claiborne 
Clay..... 
Cocke. . 
Coffee. 
Crockett. . 
Cumberiand 
Davidson 
Decatur 


enn 


De Kalb 
Dickson 


GROSS 
CASH FARM 
INCOME 

Esti- 
mates 
(in thousands) 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 
INCOME 

Esti- 
JM mates 
(in thousands) 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 
INCOME 

Esti- 
mates 
(in thousands) 


Hamblen 
Hamilton 
Hancock 
Hardeman 
Hardin... 


Hawkins. . . 


—N a= 


— 


~— oOo 
==5 a 1e= 
SERFSTEZSS 


— 


TITEL LLL 


4,952 
16,261 


1,748 
8,640 
10,914 
26,026 
13.936 
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Gross Cash Farm Income by States and Counties—(Cont'd) 


See explanation of “Gross Dollars from Farming,” page 81 


GROSS GROSS GROSS GROSS GROSS 
CASH FARM CASH FARM CASH FARM CASH FARM CASH FARM 
STATE INCOME STATE INCOME STATE INCOME STATE INCOME STATE INCOME 
and Esti- and Esti- and Esti- and Esti- and Esti- 
COUNTY JM mates COUNTY JM mates COUNTY JM mates COUNTY JM mates COUNTY mates 
(in thousands) (in thousands) (in thousands) (in thousands) (in thousands) 
Kaufman........... 9,097 Robertson.......... 6,157 ee 1,679 EN 1,321 Rs bcacsavcsns 877 
en 1,835 Rockwall........... 2,354 eer 644 rr 5,223 Wythe. ............ 4,445 
Runnels... ... 12,681 Fauquier........... 9,786 WEIR. . cc cceccesece 401 
.. ee 816 er ee 4,407 
er 3,075 oa 4,066 eee 2,333 ae 3,129 WI 040s dsaeess 428,194 
Bs accasscoesa 2,464 SA i. 0a5-s00000 658 ee 728 Fluvanna 1,111 
ee 2,771 San Augustine...... 1,193 i vaterxcscen 9,263 Franklin. .......... 5,868 
WN Fis cecsveces 1,866 San Jacinto. ....... 910 Pav csecs0sys 1,873 Frederick. ......... 6,119 WASHINGTON 
GN s.d00e4.00<0< 2,691 San Patricio........ 17,169 a 1,312 ee 1,278 PRs as ccanccee 25,307 
ae 6,406 ee 6,724 Dieinccesescvee 2,765 Gloucester 1,307 ied sshsan ee 4,443 
A 12,940 Schleicher.......... 4,096 ee 14,111 Goochland 1,825 an 14,565 
GS s sccccsccose 9,052 a 8,461 San Juan.......... 3,865 Grayson........... 3,483 cttnhessecce 26,624 
ibassteevetess 24,835 Shackelford. ....... 3,189 SER pee 12,184 aE 1,070 MDA s scdvatced 4,634 
es 4,058 Greensville 4,165 A 14,401 
Lampasas.......... 3,276 AE 8,290 re 13,146 Columbia.......... 10,368 
a 4,277 Sherman........... 10,838 PEE 3,509 Hanover........... 4,560 eres 4,811 
RR ctanenewa oes 7,636 MLC ndbsxcsens 6,610 ee 1,621 Se 4,394 Douglas. . 21,044 
SS eee 3,446 Somervell.......... 818 re 4,798 Diitensdcscens 1,649 PK ioncsbuleses 1,813 
Biases caaasns 3,234 2 a 3,899 a 15,180 Highland........... 1,859 
ae 4,308 Stephens........... 3,031 Wasatch........... 2,808 isle of Wight....... 8,090 ecasiann«d 8,108 
Limestone.......... 8,519 Ee 1,903 Washington. ....... 4,532 James City......... 957 Garfield... 9,136 
Lipscomb.......... 7,759 Stonewall.......... 4,292 ere 1,755 King and Queen 1,298 a 15,315 
Se Te 5,748 Di oca ns cevene 3,260 We chovessecrs 7,577 King George....... 983 Grays Harbor. ..... 5,240 
er 3,489 SH, oo sccsceccs 16,880 King William....... 1,810 Ee 4,810 
Pe co sevseseas 13,184 EE. 151,645 Jefterson 1,404 
ESE ee 184 SOIR. 000000 835 HERB... ccccrccoeee 30,813 
ere 36,629 7,166 VERMONT DG be ciancesaves 4,131 Kiteap............. 3,631 
a 24,464 2,933 i asecicceses 13,178 Loudoun........... 14,662 PES Seu ceveviees 18,362 
McCulloch. ........ 7,733 13,821 Bennington......... 3,595 BOE caseccnees 2,218 Klickitat........... 9,500 
McLennan......... 16,573 3,353 Caledonia.......... 9,188 Lunenburg......... 5,245 
McMullen......... 1,591 2,035 Chittenden......... 10,888 ee 3,008 Si ckehesssesce « 13,420 
Madison. .......... 2,294 10,075 a Se 1,752 Mathews........... 458 ee 34,657 
SS Seesseeeexs 696 9,147 eco we fee 14,243 Mecklenburg. ...... 11,055 DD esccviesics 1,080 
ere 9,937 1,046 Grand Isle......... 2,181 Middiesex......... 1,337 Okanogan.......... 23,645 
Pccdsncsosers 6,309 691 Lamoille........... 5,382 Montgomery. ...... 3,220 a rere 2,147 
2,178 ee 8,379 Pend Orellle....... 1,684 
Matagorda......... 10,683 871 See 12,394 Nansemond........ 8,128 PUEPOD. ... 2s cccecee 20,181 
Maverick.......... 5,118 8,427 Ee 2,325 OR BUR ....60 000500 1,227 
WR vaceccscess 6,176 5,514 Rutland............ 9,600 New Kent.......... 815 ee 19,068 
ae 3,230 6,767 Washington. ....... 7,820 Newport News...... 1,574 Skamania.......... 749 
ae 6,612 6,541 Windham.......... 6,035 SES vecewednese 6,152 
ae 8,655 2,095 Wa visieccnsa 9,192 Northampton....... 10,247 Snohomish......... 19,088 
+S 3,638 4,633 Northumberland . . 1,871 Spokane........... 27,623 
Mitchell........... 7,829 1,582 We ncthieceses 113,827 Nottoway.......... 2,985 a 8,761 
Montague.......... 3,588 6,134 BE cacccqescs 3,310 Thurston........... 6,581 
Montgomery... .... 1,643 5,648 VIRGINIA ae ee 3,728 Wahkiakum,........ 1,999 
a 16,014 Walla Walla........ 30,232 
Gs ccccovesses 7,775 WRT. ss ccccccee 18,684 Albemarie.......... 6,577 PE ss scsececess 3,255 Whatcom.......... 26,103 
eee 1,001 Wheeler. .......... 6,325 Alleghany.......... 636 Pittsylvania. ....... 18,913 Whitman........... 53,287 
Réisncecses 6,341 i rickteceses 4,772 Cl 3,330 Powhatan.......... 1,765 ee oe 93,410 
Nacogdoches ........ 4,517 Wilbarger.......... 12,809 Sarre es 2,159 Prince Edward 2,972 Ct 
Navarro............ 14,070 Willacy............ 18,871 Appomattox. ....... 2,158 Prince George...... 2,079 VOR, ccccccssen 615,881 
BR ccctcccoces 806 Willlamson......... 18,009 Arlington........... 139 Princess Anne...... 4,042 
FES ccccceccccce 6,251 MN oks05s5cces 7,059 Augusta............ 14,198 Prince William... .. 6,259 
See 21,073 Ee 459 ee 1,029 PURE. cassette ces 2,762 WEST VIRGINIA 
Ochiltree 12,222 WEE ania ckbctuebs 6,360 Bedford............ 6,291 Rappahannock. ..... 2,400 Si cernc<tvesee 2,217 
Shssa coves 4,594 We cccccccesces 2,448 Richmond.......... 1,404 Berkeley........... 6,550 
ee ee 1,695 inc tssvebeess 185 
GI as csccucees 1,455 eae 2,563 eee 3,880 Roanoke. .......... 3,475 Nitin verde 2,177 
Palo Pinto......... 3,145 Week cctcweeess 4,310 Brunswick......... 6,851 4,299 ee 681 
ii sawesceees 2,938 Me diewesnsecen 1,214 Buchanan.......... 462 Rockingham........ 27,703 Ss on véntnewsee 1,976 
a 6,750 Bs. cttcsessves 9,235 Buckingham........ 2,136 ee epee 5,793 Ss dhuvecsss 1,032 
ae 11,781 —_—-— Campbell.......... 4,551  Saeae 4,053 TD cimincetanenes 602 
Pisecteccecsees 5,366 etal es. 1,825,610 Caroline........... 2,719 Shenandosh........ 8,725 Doddridge......... 1,292 
ere 1,484 Piicssadesa cas 3,766 a ae 5,005 Pe sensecions- 772 
Ps nasovaeseaee 4,388 Chariotte........... 4,338 Southampton. ...... 11,834 GR ickesssdecs 1,366 
Py ciad-esasene 4,813 UTAH Charles Ci*y... 995 Spotsyivania........ 2,316 Seedaveecs<<cus 6,384 
| EEE 1,667 ree 2,486 . eS 1,007 Greenbrier......... 6,117 
SL bicceesens 12,957 Box Elder.......... 15,376 Chesterfield 2,668 Hampshire......... 4,821 
eee 1,423 A 12,976 aa 3,755 ERY ARO 3,904 Hancock........... 640 
eee 879 a 1,134 ee 776 Ne 6,189 as ee estuece 9,310 
Red River.......... 6,278 a 292 Cuipeper........... 5,478 Tazewell........... 3,708 Harrison........... 4,467 
an 8,268 eee 7,273 Cumberiand........ 2,103 Warren............ 1,996 0 ee 3,282 
Refugio............ 4,112 Duchesne.......... 4,433 Dickenson......... 329 Washington........ 8,983 Jefferson........... 6,687 
ee 3,904 a acienitatins 2,541 Dinwiddie.......... 5,432 Westmoreland...... 2,129 Kanawha.......... 2,112 
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STATE 
and 
COUNTY 


- GROSS 


CASH FARM 
INCOME 
Esti- 
mates 
(in thousands) 


GROSS 
CASH FARM 
INCOME 

Esti- 
JM mates 


(in thousands) 


Lewis... 
Lincoln. . 
Logan. . 
McDowell 


2,774 


2,004 


369 
1,354 
1,026 


STATE 
and 
COUNTY 


GROSS 
CASH FARM 
INCOME 

Esti- 
JM mates 
(in thousands) 


Fond du Lac.. 


Forest 
Grant 
Green 
Green Lake 


32,717 
1,523 
34,532 
26 ,632 
10,607 


CASH FARM 
STATE INCOME 


and Esti- 
COUNTY JM mates 
(in thousands) 


GROSS 


STATE 
and 
COUNTY 


Gross Cash Farm Income by States and Counties—(Cont'd) 


See explanation of “Gross Dollars from Farming,” page 81 


CASH FARM 
INCOME 
Esti- 
BLD nates 
(in thousands) 


Portage aneee 11,125 
Price. ... 5,560 
Racine 16,685 


WYOMING 
4,374 
7,308 
6,160 
8,051 


lowa 21,739 4,166 
iron. 5 943 Rickland........... 5,094 
Jackson Re 9,966 SEE ; 7,287 
Jefferson ; 23,708 atexes 14,782 
Juneau ’ 7,301 . Croi aden . 2,335 
Kenosha 12,407 : ieee Wa é 4,209 
3,274 Kewaunee : 11,404 “i 

2,585 : J 8,830 

22,664 La Crosse 11,269 saebues 4,798 
4,527 Lafayette 24,400 : 4,358 

19,000 Langlade 10,959 eR Tee . 3,667 
12,869 Lincoin. . ; 6,744 7,168 
4,786 Manitowoc 22,369 7,348 

14,939 Marathon... : 33,161 _ 6,893 
18,532 Marinette......... 8,944 Sig biebed ; 3,312 
25,121 Marquette died 5,199 Pianta 1,806 
Milwaukee P 9,352 . 1,114 
26,359 ee 16,304 
11,163 in 2,711 
54,146 Oconto... .. 13,859 teeowad 3,969 
40,408 Oneida... 2,790 2,385 
10,697 Outagamie bt 24,756 
4,005 _ Pere 9,777 

19,379 Pepin.... ; 5,172 
9,474 Pierce wdopas 15,771 

924 Polk 17,942 


WISCONSIN 


U.S. Grand Total 31,399,063 


Sales Management's 
1954 COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


. All Metropolitan County Areas clearly defined. 


. County names .. . for all U. S. Counties .. . 
the many outline maps we have seen. 


most legible of all 


Shows , ; me 
3. Differences in retail sales volume indicated by County shad- 


ings... 
Red—for counties with $100 million or more. 
Green—for counties with $50 million to $100 million. 
Yellow—for counties with $25 million to $50 million. 
Blue—for counties with $10 million to $25 million. 


at a glance 
comparative 


Retail Sales Strength 
of every county . 1570 cities with retail sales of $20 million or more. 
. City populations indicated—(as of January 1, 1954). 


cosas” 2 Gl” 
. Special blown-up projections of all congested small-county areas, 


... in 6 colors with county lines and names clearly indicated. 


. Special markings indicate counties whose family sales exceed 
U. S. family average. 


PRICE: $3.50 a single copy; $3.00 each for two or more copies 


SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


SALES MANAGEMENT 


A Special Service . 


CORPORATE 
BUSINESS GIFT 
SUGGESTIONS 


The editors of SALES MANAGEMENT offer their services — without charge or 
obligation — to any reader who may be puzzled as to what business gift to use for 


Christmas or other special occasion. 


All that you need do is write us the answers to these questions, and our reply will 


suggest both desirable items, with price range, and suppliers. 


How many names are on your list? 
Approximately how much will you spend per gift? 
Will you want several items? . .. in different price ranges? 
Which type of gift do you prefer to give: For home use? 
For office use? For personal use? 
What did you give last year? (Brand name, please) 
If you buy direct from supplier how much notice can you give him? 


Will you want him to ship to names supplied by you 
or make delivery to your office? 


Please address your letter to Business Gift Buyers’ Wants Department 


SALES MANAGEMENT, 


386 Fourth Avenue, 
New York 16, N. Y. 


MAY 10, 1954 


ee ee ee ee ee oe oe oe 


In 1929 SaLEs MANAGEMENT took 
the unparalleled step of daring to es- 
timate what was then called “Spend- 
able Money Income” for all states and 
counties. It took up 40 pages in a 418- 
page book called “Markets and Media 
Reference Number;” the income sec- 
tion was called “SM Measure of Buy- 
ing Power.” There were no advertisers 
in the income section. 

Little did the editors realize as the 
issue was being developed that 1929 
would be a year of unusual signifi- 
cance in the history of the nation— 
certainly not that it would be a “bust” 
year from which the nation would not 
recover for another decade. 

The editors who pioneered that 
issue under the general direction of 
Raymond Bill, publisher, were Henry 
J. Wright, Ray B. Prescott, James C. 
Cook, Janet Dublon and Christopher 
Anderson. Mr. Anderson, by the way, 
is the managing editor of this 1954 
Survey, our Silver Anniversary num- 
ber. 

The 1929 issue had a dozen pages 
on retail sales in which findings were 
projected from the trial Census of Dis- 
tribution in 11 cities covering the year 
1926. This ll-city survey (Atlanta, 
Baltimore, Chicago, Denver, Fargo, 
Kansas City, Mo., Providence, San 
Francisco, Seattle, Springfield, IIl., 
Syracuse) was a “trial run” for the 
first nation-wide Census of Distribu- 
tion, conducted in the Spring of 1929, 
and covering the year 1928. Results 
from this Census were not available at 
the time the 1929 issue went to press, 
they guessed at a national retail sales 
total of $53.4 billion; three years later, 
when final results of the Census were 
available, the Government announced 
sales at $48.4 billion, which would 
make it seem that Sates MANAGE- 
MENT was 10.3% too high. The Gov- 
ernment decided later, however, that 
the 1929 Census was a short count, 
and SM’s original estimate was almost 
on the button. 
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THE NATION AND THE SURVEY— 
25 YEARS AGO 


Back in 1929 there was little ac- 
ceptance of market statistics. A major 
reason for the lack of interest was 
that available statistical material was 
“dated.” In that first Survey the edi- 
tors explained that the figures “are of 
this age. No tolerance has been given 
to mere routine statistics of little value 
as business guides, however imposing 
in appearance or sanctioned by usage. 
. . . Executives are insistent in their 
demand for statistics that are of today. 
Old figures force them to make their 
own current estimates, and they are 
often not qualified to do this on sound 
lines. We have, therefore, as far as 
practicable, reduced everything to the 
basis of 1928, the most recent calen- 
dar year. We have resorted to esti- 
mates where necessary, arriving at 
them by methods subject to only a 
small percentage of error. These es- 
timates are far more reliable and us- 
able than any statistics, official or 
otherwise, that are already several 
years old.” 

That set the pattern for the follow- 
ing Surveys of which this is the 25th. 
The emphasis continued over the years 
on current population—current income 
—current sales. 

In the 1929 edition (published 
September 21), outside of the special 
sections on income and retail sales, 
the book was pretty much of a hodge 
podge as measured by present-day 
standards of good publishing practice 
—a little of everything, with something 
for every reader, something for every 
advertising prospect, including circu- 
Jation and rates of all existing media, 
thumbnail sketches of all advertising 
agencies recognized by two or more 
associations, and even including a 
foreign market and media section of 
80 pages. 

In the income section tables were 
shown for population, automobile reg- 
istrations, number of incomes of 
$1,000 or more, and spendable money 
income. The automobile registration 


figures were broken down into two 
groups—those cars costing under 
$1,000 and those costing over $1,000. 
An editorial foreword said, “Automo- 
bile registration figures are added in 
a new form. The practice has been to 
show them as Fords and non-Fords. 
This division has lost significance since 
Chevrolets, Whippets and other low- 
priced cars entered the field in large 
numbers.” 


And after explaining why an esti- 
mate of curent income was more help- 
ful than hitherto-used static figures 
such as wired homes, bank debits, etc., 
the editors wound up with this fanciful 
sentence, “To put the whole thing in 
a nutshell, the regular actors having 
at length been brought upon the stage, 
their understudies, who have long 
carried the burden of the show, are 
allowed to retire to their proper and 
highly useful places.” 


There were 120,000,000 people in 
the country that year but only 7,812,- 
000 filed income tax returns; only 13 
percent of the income tax payers had 
incomes over $5,000. Today’s com- 
parable figures are 52,000,000 income 
tax payers and 38 percent with in- 
comes over $5,000. 


In 1952 there were 87 advertisers 
spending one million or more in mag- 
azines, and the total of all magazine 
spending increased 240 percent over 
that 24-year span. The 15 top adver- 
tisers of 1928 increased their expendi- 
tures in the medium by less than 100 
percent; most of them became lead- 
ing radio and TV advertisers, and the 
bulk of the astronomical magazine 
gain came through the stepping up 
of smaller advertisers and particularly 
threugh the tremendous increase in 
the*number of new magazine adver- 
tisers. 

A study of national sales figures for 
the years 1928 and 1953 show two 
startling changes in purchasing habits 
of the American people; we greatly 
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te RE. a . i 5. ie 4 
In seconds, facial tissues without wet-strength begin to disin- 
tegrate under running water. A hole appears, tissue “‘dissolves” 


Even when wet, New Scotties hold water without tearing. Yet 
for all their firm wet-strength they are softer than ever before 


PRODUCT IMPROVEMENT 


is made to pay off 


A miracle of paper chemistry had been created 
at Scott Paper Company: a new facial tissue 
with absorbency and resistance to water... 
with softness and toughness combined! 


But how could the housewife be quickly con- 
vinced of this miracle in “opposite character- 
istics’ —that for all their wonderful softness, 
new Scotties were so strong when wet they held 
water without tearing! 

Here was an opportunity through advertising to 
present facts quickly and graphically to many 
people at low unit cost—‘“‘mass education’’ to 


match the speed and economy of mass production. 


For magazines and television, a demonstration 


of the wet-strength of Scotties was created— 
the ‘Tap Test.’ Millions of housewives who 
saw this advantage demonstrated, realized that 
new Scotties would withstand the strongest 
“blow’’ and would wipe away creams and lip- 
stick without tearing. 


Thus, to a product which was already a leader 
in its field, the added product improvement brought 
millions of new users. 


Has your product a new advantage that needs 
the benefit of “mass education” to bring it into 
its own? We’d be glad to talk with you about 
using advertising to develop mass markets at 
low cost. Just call or write: 


J. WALTER 'THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N. Y. 


New York City, Chicago, Detroit, San Francisco, Los Angeles, Washington, D.C., Miaml, 
Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, Sao Paulo, 
Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, Port 
Elizabeth, Cape Town, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne 
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% of total retail sales 


Store Groups 

Automobile 
Furniture-Household-Radio 
Drug . 

Food “Fe 
General Merchandise 


Ratio, 1953 

1928 1953 over 1928 
14.5% 19.5% 137 
5.6 5.3 95 
3.3 2.8 85 
22.6 23.8 105 
18.6 11.2 60 


64.6 62.6 


increased our percentage of spending 
in the automobile stores and _ this 
seems to have taken place at the ex- 
pense of the general merchandise 
stores, as indicated by the table above. 

None of the advertisers had suffi- 
cient faith in SALES MANAGEMENT'S 
ability to estimate income or retail 
sales as to wish to have their copy 
appear alongside such untested fig- 
ures; it is obvious that no such reluc- 
tance is noticeable today! 

But even though they shied away 
from the truly distinctive editorial fea- 
tures of that first issue, there were 
many advertisers—both in the local 
and national fields—who found an ac- 
ceptable spot in that September 21 
issue. Among the newspapers, for ex- 
ample, were the following who used 
that issue and have been consistent 
advertisers in the ensuing 25 years: 

Akron Beacon Journal, Booth Mich- 
igan Newspapers, Bridgeport Post- 
Telegraph, Buffalo Courier-Express, 
Chicago Daily News, Chicago Trib- 
une, Cleveland Press, Columbus Dis- 
patch; 

Also, the Dallas News, Detroit 
Times, Fort Worth Star Telegram, 
Honolulu Star-Bulletin, Houston 
Chronicle, Kenosha News, Louisville 
Courier Journal & Times, Newark 
Evening News, New Haven Register; 

And The New York Daily News, 
The New York Times, Peoria Journal 
Star, Pittsburgh Press, St. Louis Globe- 
Democrat, St. Petersburg Independ- 
ent, San Antonio Express & Evening 
News, Syracuse Post-Standard, Tulsa 
Tribune, Utica Observer-Dispatch, and 


the Washington Star. 

Advertising was much simpler in 
those days, with magazines and news- 
papers getting the bulk of consumer 
appropriations. It was before the days 
of annual estimates of dollar spendings 
in general newspaper advertising, but 
Publishers Information Bureau pro- 
vided an annual count of magazine 
expenditures. For the year 1928 there 
were 15 million-dollar advertisers 
spending a total of $31,371,811. The 
table below shows an interesting con- 
trast between the 1928 and the 1952. 


Growth Factors 1953 over 1929 
By Regions and States 


On the following pages readers will 
find graphic comparisons—by regions 
against the U.S.A.—and by states 
against the nation and the geographic 
region of which they are a part—be- 
tween 1929 and 1958. 

The subjects covered are: 

Population 

Net Effective Buying In- 
come, Total 

Per Capita Net Effective 
Buying Income 

Retail Sales, Dollar Total 

The bottom line in each Pictograph 
represents 1929 as the base, 100. 

The horizontal bars represent the 
ratio between 1953 and 1929, as, for 
example, the U.S.A. population ratio 
is 128, which means a 28 percent gain. 

It is important to know the rela- 
tive rate of growth of the major mar- 
keting areas, but of course that is only 
part of the picture. 

For example, it is not exactly news 


General Motors Corp. (all divisions) 
Chrysler Corp. (all divisions) 
Wrigley, Wm. Jr. Co. 
Bristol-Myers Co. 
Colgate-Palmolive 

The Lambert Co. 

Lehn & Fink Products Corp. 
General Electric Co. ; 
Campbell Soup Co. ... 
General Foods Corp. 

Quaker Oats Co, 

Armstrong Cork Co. .. 
Congoleum-Nairn Inc. 

Union Carbide & Carbon Corp. 
Procter & Gamble Co. , 


Total 


1928 
.. $4,474,258 
2,492,181 
1,030,686 
1,092,409 
2,585,389 
1,806,460 
1,069,603 
1,933,256 
2,263,450 
3,876,004 
1,621,241 
1,133,000 
1,137,000 
1,007,095 
3,849,779 


1952 
$12,695,875 
5,202,030 
362,640 
2,539,429 
5,084,943 
1,547,673 
697,482 
8,182,861 
3,509,203 
6,640,155 
1,901,397 
943,637 
791,381 
1,317,680 
7,104,527 


$58,520,913 


- $31,371,811 


that New England and the Middle At- 
lantic states have not shown the degree 
of growth that has been experienced 
in the East South Central and West 
South Central states, but this doesn’t 
mean that the Eastern areas represent 
smaller or inferior market targets. 
Look at the rate of growth in per 
capita income: 
1953 over 


1929 
U.S.A. .. 226 


New England Siti d'g 
Middle Atlantic 187 
East South Central 309 
West South Central ee 


The above figures show that these 
Southern states are developing far 
more rapidly than the nation and the 
Eastern states—but, that doesn’t mean 
that they have equalled those areas in 
per capita income: 

Per Capita 
Income, 1953 
$1,537 
1,641 
1,734 
1,009 
1,340 


U.S.A. 

New England 
Middle Atlantic 
East South Central 
West South Central 


So—we present the 9 Pictographs— 
one for each geographic region—as a 
mirror of important growth factors, 
and as that only. 

One of the most interesting com- 
parisons is between the rate of growth 
in Retail Sales and Net Effective Buy- 
ing Income, with the former gaining 
more rapidly. Here are the ratios. 

Retail 
Sales 

U.S.A. , 4 toga 

New England 296 

Middle Atlantic 295 

East North Central . 347 

West North Central 312 

South Atlantic ..... 459 

East South Central . 465 

West South Central 418 

Mountain .. : 417 

Pacific Coast .. 469 


There are two explanations for this 
variation. In 1929 the rate of savings 
was unusually high, as everybody 
from bootblack to bootlegger to build- 
er skimped on spending in order to 
stick the savings in Wall Street. The 
government estimated that only 59 
percent of personal income went into 
Retail Sales in 1929, whereas cur- 
rently the rate is 70 percent. Second- 
ly, many government officials as well 
as private market analysts believe that 
the 1929 Census of Retail Sales, the 
first one undertaken, may have been a 
short count. However, the methods 
followed in the enumeration were 
standard in every section, and so while 
the real variation between the rate of 
growth in sales and income may not 
be quite as the figures indicate, the 
relative values between regions and 
states are substantially accurate. 
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THIS IS A YEAR THAT WILL 


separate the Men 
from the Boys! 


The Manufacturer Who Woos and Wins 
These TEN MILLION WOMEN 
Can TOP His 1953 Volume 


There is a unique market of some 10,000,000 women 
that remains unsolicited by many advertisers. It is 
a young market. And a RICH one! In fact, these 
families have more money ¢o spend in their homes 
than any other equally large group of families. 


Many of the shrewdest advertisers of food and 
other package-goods have found them to be their 
best market. Yet these families have even more 
loose money for home appliances, radio, TV, home 
furnishings and automobiles. 


Just as daytime radio reached out and broadened 
the market for many household products, a unique 
publishing philosophy gathered together over 
10,000,000 women who had NEVER been the regular 
readers of any of the women’s magazines. (In fact, 
the daytime radio serial was adapted from this 
same publishing philosophy.) 


New Audience Most Responsive 


Here, then, is a rich and virtually unsolicited 
audience for the magazine advertising of many 
household products or any product that raises the 
standard of living . . . because these families have 
most recently acquired the larger share of the 
nation’s payroll! 


And remember —it IS THIS AUDIENCE WHICH 
HAS LEAST FREQUENTLY, IF EVER, READ ABOUT 
YOUR PRODUCT OR YOUR COMPETITOR’S! 
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The nation’s top economists and marketing au- 
thorities know that these 10,000,000 women should 
be a prime target for manufacturers in 1954! 


Why these Women know least 
about new household products 


The vast majority of these 10,000,000 women never 
were and never will be the regular readers of the 
women’s service magazines that carry almost all of 
the advertising describing the home appliances, 
new products, etc..The only way you can concen- 
trate on this huge “unsolicited” audience of wage 
earner families is to advertise in the Behavior Mag- 
azines that are written by and for this particular 
group of 10,000,000 women. 


Remember, too, that the wage earner families get 
59% of all wage and salary dollars. They are more 
than half of all families in the U. S. with incomes of 
$5,000 or more. They have larger families, more 
children (53% more) and today have 61% of all 


“loose money” or discretionary spending power. 


There are over 22,000,000 wage earner families 
of all kinds. However, to understand why 10 million 
of these women are a separate and distinct market, 
send for your copy of the book, ““The Woman That 
Taxes Made.” It’s free to any advertiser or trade 
organization. Address: True Story Women’s Group, 


205 East 42nd St., New York 17, N. Y. 
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THE NEW ENGLAND STATES 
1953 OVER 1929 


1929 figures represent the base, 100: Population 
8130 (th.); Net Effective Buying Income $6,792 
mil.) and $838 per capita; Retail Sales $3,732 


mil.), and are compared with 1953 to indicate rate 
’ of growth. 
"3 

POPULATION RETAIL SALES _ 
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119 NEW ENGLAND 
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135 CONNECTICUT 

113 MAINE 

115 MASSACHUSETTS 
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ales...BY MARKETS 


INDIVIDUALLY. .. SECTIONALLY. . . NATIONALLY 


You can make your strong bid for sales in your biggest or weakest markets, 


or you can trump the lead where your competition is keenest. 


You can put your chips on a pair of aces alone—Chicago and Detroit, 
or raise with a sure-thing four-of-a-kind in New York, San Francisco, Boston 
and Baltimore. When you need a big score to win you can lay down a 


meld of ten big cards in the fat-volume markets from coast-to-coast. 


When you’re playing for big stakes in sales, 
locally, nationally or sectionally, only PICTORIAL REVIEW 
among all important Sunday magazines 


provides this tremendous advantage for market-by-market flexibility. 


DISTRIBUTED WITH 


— , 
Pictorial 


Represented Nationally by HEARST SUNDAY NEWSPAPERS:— 


HEARST ADVERTISING SERVICE Los Angeles Examiner 
959 Eighth Avenue, New York 19, N. Y. Seattle Post-Intelligencer 

Offices in Principal Cities Baltimore American 
Pittsburgh Sun-Telegraph 

Detroit Times 

Chicago American 

Milwaukee Sentinel 

New York Journal-American 


. » SOME... or ALL TEN a 


San Francisco Examiner 
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THE MIDDLE ATLANTIC STATES 
1953 OVER 1929 


1929 figures represent the base, 100: Population 
25,883 (th.);, Net Effective Buying Income $25,085 
mil.) and $930 per capita; Retail Sales $13,470 
mil.), and are compared with 1953 to indicate 
a rate of growth. 
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If so, it's values they're waiting for. 
VALUES, not just low prices. 


... and "Ditch-Digging" Advertising 
sells by helping buyers see those 
values. 


"Ditch-Digging" Advertising is based 
on helping customers and prospects 
understand what a product can do for 
them, rather than on bludgeoning 
them with "sales arguments" or se- 
ducing them with "psychological 
nuances." 


To do that in a way that will inter- 
est prospects and move them a step 
closer to a purchase, you must first 
find out for sure what viewpoints, 
prejudices, and confusions cloak 
your product in their minds. . .today; 


e+. not yesterday, when they were 
being sweet to you in the hope of 
getting larger allocations and 
quicker deliveries ... 


TODAY, when a clear-eyed, fresh, 
objective look at your customers 
and prospects stands a good chance 
of revealing either obstacles to 
the purchase of your product or 
sound new sales approaches. 


Now you're set for the 


"Ditch-Digging" Advertising 
Once you know where to aim and what 


to say, you put your "ditch-digging" 
crew to work figuring out how to 
say what needs saying and how often 
to say it to improve the viewpoints 
and reduce the prejudices and con- 
fusions that stand in the way of 
sales. 


THEN, the "ditch-diggers" work out 
with you the best kit of tools for 
your particular purpose-——-booklets, 


magazine advertising, direct mail, 
or whatever other mechanical means 
of imparting ideas and information, 
fits your case. 


The reason for all this is to sad- 
dle your advertising with as much 
of the telling in selling as it can 
carry, thus freeing your salesmen 
for the most productive use oftheir 
costly time ... closing sales. 


This agency is equipped to work 
with any Sales Executive who wants 
to do a hard-selling job with dis- 
patch and economy. We can get go- 
ing fast - and with the least pos- 
sible drain on your time. If you'd 
like to discuss how "Ditch-Digging" 
Advertising works to boost sales 
for any product that's worth its 
price, just let us know where and 
when. 


THE SCHUYLER HOPPER COMPANY 


12 East 41st Street, New York 17, N.Y. + LExington 2-3135 


‘*DITCH-DIGGING’ ADVERTISING THAT SELLS BY HELPING PEOPLE BUY’ 


MAY 10, 1954 


THE EAST NORTH CENTRAL STATES 
1953 OVER 1929 


1929 figures represent the base, 100: Population 
25,187 (th.); Net Effective Buying Income $19,225 
(mil.) and $763 per capita; Retail Sales $11,112 
(mil.), and are compared with 1953 to indicate rafe 
of growth. 


POPULATION 


RETAIL SALES 


128 U.S.A. 


EAST 
NORTH CENTRAL 


128 


119 ILLINOIS 
130 INDIANA 
145 MICHIGAN 
126 OHIO 
PICTOGRAPH BY 
Saket Managemen 122 WISCONSIN 
5-10-54 . 
Se EFFECTIVE EFFECTIVE BUYING INCOME EE 
A BUYING INCOME PER CAPITA \ Zu 
298 U.S.A. 
285 EAST 


NORTH CENTRAL 
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358 INDIANA 273 


321 MICHIGAN 


ohio 


WISCONSIN 245 


Sources: U.S, Bureau of the Census and SALES MANAGEMENT 
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THE WEST NORTH CENTRAL STATES 
1953 OVER 1929 


1929 figures represent the base, 100: Population 13,260 (th.); Net 
Effective Buying income $7,314 (mil.) and $553 per capita; Retail 
Sales $5,179 (mil.), and are compared with 1953 to indicate rate 


; of growth. . 
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109 IOWA 320 
1 KANSAS 297 
120 MINNESOTA 336 
113 MISSOURI 309 
100 NEBRASKA 298 
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316 KANSAS 
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- THE SOUTH ATLANTIC STATES 
1953 OVER 1929 


1929 figures represent the base, 100: Population 15,702 (th.); Net 
Effective Buying Income $6,799 (mil.) and $433 per capita; Retail 


Sales $4,309 (mil.), and are compared with 1953 to indicate rate 
a of growth. 
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U.S.A. 


SOUTH ATLANTIC 459 


DELAWARE 508 


oe DIST. OF 
“a COLUMBIA | 
229 FLORIDA 568 
GEORGIA | 
MARYLAND 


NORTH CAROLINA 472 


128 SOUTH CAROLINA 470 


VIRGINIA 
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SOUTH ATLANTIC 288 


DELAWARE 


DIST. OF 
COLUMBIA 


569 FLORIDA 


GEORGIA 333 i 


MARYLAND 


NORTH:CAROLINA 

SOUTH CAROLINA 397 
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YOUR SALES CAN GROW 
IN GROWING SOUTH CAROLINA 


“Operating in South Carolina gives Ts 
fast and easy access to major markets” 


says A.T. Kearney, President 
Zonolite Company, Chicago, Illinois 


‘We have found our operations in South Caro- 
lina to be particularly advantageous, because 
its strategic location helps us reach major 
markets in the northeastern part of the coun- 
try, as well as the booming South. Rapid, 
inexpensive transportation is available in both 
directions. 

“Our South Carolina-produced vermiculite 
products have been used in such outstanding 
national buildings as the new Lever House in 
New York City, and as far south as the Saxony 
Hotel, Miami Beach, Florida.” 
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10 YEARS OF PROGRESS*— 
SOUTH CAROLINA 


Percent increase 


bi US.A.} S.C. 
LOCATE YOUR PLANT OR WAREHOUSE Per Capita om 

Jncome 87% | 128 
WHERE YOUR SALES WILL GROW=— teeta 0 


WHERE RESOURCES 
AND MARKETS 


IN GROWING SOUTH CAROLINA. Bank Deposits 127% | 93907 
Your inquiry will be handled in strictest confid » meee 
sis Write, wire or telephone (LD94) so a rereedll 64% | | 
L.W. Bishop, Director — : 91% 
South Carolina Devel t Board : Pe 
Dept SBP, Columbia, S.C. Retail Sales 172% | 200% | 
Natit Income 13% 1 43% | 


South ae 
Carolina —_—__ 
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POPULATION 


, THE EAST SOUTH CENTRAL STATES 


1953 OVER 1929 


1929 figures represent the base, 100: Population 
9,852 (th.); Net Effective Buying Income $3,215 
(mil.) and $327 per capita; Retail Sales $1,844 
(mil.), and are compared with 1953 to indicate rate 
of growth. 
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THE WEST SOUTH CENTRAL STATES = 
1953 OVER 1929 


1929 figures represent the base, 100: Population 
12,072 (th.); Net Effective Buying Income $5,171 
mil.) and $427 per capita; Retail Sales $3,654 (mil.), - 
and are compared with 1953 to indicate rate of 
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THE MOUNTAIN STATES 
1953 OVER 1929 


1929 figures represent the base, 100: Population 3,650 (th.); Net 
Effective Buying Income $2,091 (mil.); and $573 per capita; Retail 
Sales $1,494 (mil.), and are compared with 1953 to indicate rate 
of growth. 
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MOUNTAIN 
ARIZONA 
COLORADO 
IDAHO 
MONTANA 
NEVADA 
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...the approach to HARD SELL | 


in the past 8 years Gross National Product Increased 71% 


» 


National Income 68 % 


» 


Personal Effective Buying Income 64% 


Retail Sales 121% 


Sales Management's Circulation 89 % 


Sales Management's Circulation in A.B.C. Classification 1 (Mfrs. etc.) 88% 


Sales Management's Circulation among Sales Executives* 100.3% 


> 


» 


No other magazine in the Sales or Advertising Fields 


can match this record of parallel growth 


*As the 
Sales Executive bears down 


Advertising goes up 
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THE MAGAZINE “OF MARKETING 
386 FOURTH AVENUE, NEW YORK 16, N. Y. 
333 N. Michigan Avenue, Chicago 1, Ill. 


P. O. Box 419, 15 East de la Guerra, Santa Barbara, Calif. 
, WI 
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THE PACIFIC COAST STATES 
1953 OVER 1929 


1929 figures represent the base,.100: Population 
8,033 (th.); Net: Effective Buying Income $6,924 
mil.) and $862 per capita; Retail Sales $4,332 (mil.), 
and are compared with 1953 to indicate rate of 
growth. 
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So far as SUNSET 


this is the world 


We do not edit Sunset for people in Boston, 
Atlanta or St. Louis. So we do our best to 
discourage subscriptions from outside the 
West by charging 50% more for such sub- 
scriptions. And no copies of Sunset are 
offered on Eastern newsstands. 

You see, Sunset’s whole world is the 7 
Western states and Hawaii. Sunset editors 
give all their attention to thinking about 
(and living!) just this wonderful Western 
region... west of the Great Divide. 

This concentration on the West has 
brought us the most enthusiastic greup 


LANE PUBLISHING CO. 


Publishers of Sunset Macazine and S.\nset Books 
Menlo Park, California 


Advertising Offices: San Francisco, Los Angeles, 
Seattle, New York, Chicago, Detroit, Boston, 
Atlanta, Tyler (Texas), Honolulu 
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of readers any publication, anywhere, ever 
collected. More than 550,000 fine Western 
families who will hardly plant a seedling, 
plan a barbecue or take a trip without 
consulting the pages of Sunset. 


Sunset families in every community are 
the ones who seek full enjoyment from 
Western Living . . . the ones who recognize 
most keenly that the West differs from all 
other areas of the country. In this differ- 
ence you will find the solid reason why— 
if there were no Sunset Magazine it would 
have to be invented! 
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deny 1953 - 29 CENTs 


is concerned 


THE WAGAZINE op WESTERN UVING 


Eo. 


Home Service and Travel Magazines — First Quarter 


ADVERTISING GROWTH 


REFLECTS SUNSET’S 


SELLING POWER 


During first quarter of 1954 SUNSET 
led ALL other home and travel maga- 
zines in pages of advertising! 


1950 


1952 1954 


B.H.8G. 
Ist 
House & Garden 
2nd 
House Beautiful 
3nd 


SUNSET 
4th 


B.H.86. SUNSET 
Ist Ist 


SUNSET 
2nd 


SUNSET's ability to pro- 
duce sales results is the 
reason why more and 
more advertisers are mov- 
ing into SUNSET to sell 
the West! 


Source: Printers’ Ink 


113 


THE WHOLESALE SALES SECTION 


We present here 1953 estimates of 
wholesale sales for all cities that are 
wholesale sales centers, but we limit 
such sales to those of “merchant” 
wholesalers. We exclude operations of 
manufacturers’ sales branches, petro- 
leum bulk stations and _ terminals, 
agents, brokers and assemblers. Mer- 
chant wholesalers, as defined by the 
Census Bureau, .“consist of establish- 
ments usually known as wholesalers, 
distributors or jobbers, primarily en- 
gaged in buying, taking title to, and 
where customary, physically storing 
and handling goods, and selling the 
goods at wholesale principally to re- 
tailers and to industrial and commer- 
cial users.” 

“Merchant wholesalers” represent in 
general those who sell to retailers the 
merchandise covered in the store cate- 
gories for which we provide retail 
sales estimates. The figures are there- 
fore more realistic than total “whole- 
saler” figures which include many 
inter-industry sales from one manu- 
facturer to another. 

The chief difficulty in the analysis 
of wholesale activity is that being es- 
sentially a “middle-man” operation, 
there is no limit to the degree of du- 
plication involved in the wholesale 
sales total. Every retail sales transac- 
tion involves a single sale to the ulti- 
mate consumer, but a single commod- 
ity may go through several wholesaling 


transfers, and each transfer would be 
recorded separately in the total. 

Another marketing characteristic of 
wholesale sales is that it is by far the 
most centralized of all types of mar- 
keting activity. The single city of New 
York thus accounts for over one fifth 
of the total national merchant whole- 
sale sales; the top twenty cities ac- 
count for over half; and the top 100 
account for three-quarters of the total. 

Total wholesale sales are similarly 
highly centralized. The Census Bu- 
reau has established that the fourteen 
standard metropolitan areas having 
over 1,000,000 population accounted 
for 54 percent of total wholesale sales 
in 1948, with 147 metropolitan areas 
accounting for 84 percent. 

Of the various types of wholesaling 
activity, merchant wholesaling is the 
most important, accounting for 42 
percent of the total, followed by the 
activities of manufacturers’ sales 
branches (28 percent). It should be 
noted that such sales of manufactur- 
ers’ sales branches have no connection 
with sales or shipments made directly 
from the plant. (Such sales are cov- 
ered by the Census of Manufactures.) 

The Census Bureau does not pro- 
vide adequate regional break-downs 
of the composition of merchant whole- 
saler sales, although we know that 
food is by far the most important 
single component. 


SALES MANAGEMENT 


Sales of Merchant Wholesalers 


Estimates, 1953, for Wholesale Centers, by States 


WHOLE- WHOLE- 
SALE SALE 
SALES SALES 


CITY and STATE 


ALABAMA 
Anniston 
Bessemer . 
Birmingham 
Dothan 
Florence. . 
Gadsden. . 
Huntsville 
Jasper 
Mobile 
Montgomery 


Prichard 
Sheffield 
Talladega 
Tuscaloosa 


Total Above Cities 
ARIZONA 
Flagstaff 

Mesa 

Phoenix 

Prescott 

Tucson 


Total Above Cities 


ARKANSAS 


CITY and STATE 


Fresno... 
Fullerton. . 
Gilroy..... 
Glendale. . 
Grass Valley 
Hayward 


Huntington Park . 
Indio. ..... 
Inglewood . 

Long Beach 

Los Angeles 
Madera. 
Martinez 
Maywood. . 
Merced. .... 
Modesto . 


Monrovia. . 
Monterey Park 
Napa... cies 
National City 
Oakland 
Oceanside 
Ontario 

Oroville 
Oxnard. 

Palm Springs 


Pasadena 


GD 


Est. (in 
thousands) | 


182,078 


17,162 


1,295 
2,146 
4,120 


CITY and STATE 


COLORADO 


Colorado Springs 
Eo 
Fort Collins... 


Sterling. . 


Total Above Cities 


CONNECTICUT 
Bridgeport 
Bristol. ...... : 
Danbury. ... ; 
East Hartford...... 
BGs cbcnvcese 
Meriden Scoae 
Middletown... .. : 
New Britain 
New Haven 
New London.. 


Norwalk. . 


CITY and STATE 


GEORGIA 


eee 


Total Above Cities 


Blytheville , d Petaluma ; Werwieh............ 
El Dorado a . Pomona = cel ‘ Ee 
Fayetteville . d Porterville ; ‘ ILLINOIS 
Fort Srrith ; J Redding | 
Helena. ,598| . Redlands ; 
Jonesboro 751). Redondo Beach. .... 
Little Rock . ,069) . Redwood City... . 
; Richmond | 15,437 
North Little Rock & e Riverside Total Above Cities 
Paragould. . 847) . —— —_——_—_—— 
Roseville............ 1,482 
Searcy. . ,054) . Sacramento : | 211,818 DELAWARE 
Springdale ‘ , San Bernardino Wilmington......... 
San Carlos 
West Memphis ‘ San Diego Total Above Cities 
= San Fernando wal ° —_—_——_—_——— 
Total Above Cities 2 . San Francisco 
- - - San Jose.. ‘ d DISTRICT OF 
San Mateo " A COLUMBIA 
CALIFORNIA } San Rafael , 4 - Washington 
Alameda 
Alhan.bra y Santa Ana Total Above City 
Anaheim ‘ Santa Barbara ’ 7 —__—_—————- 
Arcadia . , 569) Santa Cruz 
Auburn Ae sg Santa Maria | - J FLORIDA 
Bakersfield 776) Santa Monica | 21,923). Bradenton. . 
Belvedere . Santa Paula 331 Clearwater . . 
Berkeley e Santa Rosa... . 19,802} .0206 Daytona Beach.... 
Beverly Hills A San Luis Obispo 11,691; .0122 Fort Lauderdale 
Brawley . South San Francisco. _| 2,081; .0022 Jacksonville. ..... 
| South Gate | 15,807, .0165 


8 82283822 
2 
$& ~ i — g 


Bad 
n= 
23 


e828: 
Se2555% 


ew 
3 
<) 
. 


Burbank | 
Calexico y South Pasadena 2,594) .0027 
Chico : J Stockton 107,322) .1119 
Compton 596) | ae ; 6,513) .0068 
Corona , 098) Turlock } 10,131) .0106 
Culver City 460) Ukiah... 836; .0009 
Daly City ’ Vallejo 7,199) .0075 
Delano 647 Ventura 10,373; .0108 
El Cajon d Visalia 

El Centro ‘ Watsinville 
Whittier. . 


SESG882 253: 


. 


El Cerrito 


El Monte é ¢ Woodland...... 
Escondido 


Eureka .458| Total Above Cities....| 6,576,546 


. 
- 
. 


Total Above Cities....| 1,215,247 


ce 
. 
2 
=f 
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Sales of Merchant Wholesalers—(Cont'd) 


@7D Estimates, 1953, for Wholesale Centers, by States 


CITY and STATE 


Rock Island 
Rockford 
Salem 
Skokie. 
Springfield 
Taylorville 
Urbana 
Waukegan 
West Frankfurt 
Wilmette 
Woodstock 


Total Above Cities 


INDIANA 


Columbia City 
Columbus 
Crawfordsville 
Crown Point 
Decatur 

East Chicago 


Elkhart 
Elwood 
Evansville 
Fort Wayne 
Frankfort 
Franklin 
Goshen. . 
Greensburg 
Hammond 


Hartford City 
Indianapolis 
Jeffersonville 
Kendallville 
La Porte. . 
Lafayette 
Lebanon. . 
Logansport 
Marion. 
Michigan City 


Mishawaka 
Muncie. . 
New Castle 
Noblesville 
Plymouth 
Richmond 
Seymour. . 
South Bend 
Terre Haute 
Valparaiso 
Vincennes 
Wabash... 
Warsaw. 
Winchester 


Total Above Cities 


piconet 
| 

13,648) 
4,170 
4,736 
6,835) 
855 
13,117 


| 4,470,705 


-1473 
-0022 
-0318 


-0468 
-0907 
-0075 
-0117 
-0947 
-0017 
0015 
-0241 
-0043 
-0020 
-0020 


6,854,311| 7.1457 


-0142 
-0043 
-0049 
-0071 
-0009 
-0137 
-0055 


1.5331 


CITY and STATE 


IOWA 
Ames 
Atlantic 
Carroll 
Cedar Falls 
Cedar Rapids 
Centerville 
Charles City 
Cherokee 
Clinton 
Council Bluffs 


Davenport 
Decorah 

Des Moines 
Dubuque 
Estherville 
Fort Madison 
lowa City 
Keokuk 
Marshalltown 
Mason City 


Newton 
Oelwein 
Perry. . 
Red Oak. 
Shenandoah 
Sioux City 
Spencer 
Storm Lake 
Washington 
Waterloo 


Total Above Cities 


KANSAS 
Atchison 
Coffeyville 
Concordia 
Dodge City 
El Dorado 
Emporia 
Fort Scott 
Great Bend 
Hays. . 
Hutchinson 


Independence 
séds 
Junction City 
Kansas City 
Lawrence 
Leavenworth 
McPherson 
Newton 
Ottawa 
Parsons 


Pittsburg 
Topeka 
Wichita 
Winfield 


Total Above Cities 


KENTUCKY 
Bowling Green 
Covington 
Danville 
Hazard 
Henderson 
Lexington 
Louisville 


| WHOLE- | 

| SALE 

| SALES 
JM 


Est. (in 


thousands) 


co 
‘ 


of 
U.S. A. 


CITY and STATE 


thousands) 


Paducah 36.424 
Paris 


Pikeville... 
Somerset 


Total Above Cities 


LOUISIANA 
Alexandria 
Bastrop. . 
Baton Rouge 
Crowley 
Houma 
Jennings 
Lafayette 
Lake Charles 
New Iberia 
New Orleans 


Opelousas 
Shreveport 
Thibodaux 


Total Above Cities 


MAINE 
Auburn 
Augusta 
Bangor 
Biddeford 
Brunswick 
Lewiston 
Portiand 
Presque Isle 
Rockland 
Waterville 


Total Above Cities 


MARYLAND 
Baltimore 
Cumberland 
Easton 
Frederick 
Hagerstown 
Salisbury 
Westminster 


Total Above Cities 


MASSACHUSETTS 


Brookline 
Cambridge 
Chelsea 
Chicopee 
Clinton 
Everett 
Fall River 


Fitchburg 
Framingham 
Gardner 
Gloucester 
Greenfiela 
Haverhill 
Holyoke 
Lawrence 
Lowell 


iom.... 


Maiden. . 
Marlborough 
Medford. . . 
Methuen 

New Bedford 
Newton. . 
North Attleboro 
North Adams 
Northampton 
Palmer 


West Springfield 
Waltham. 
Watertown 


Webster 
Worcester 


Total Above Cities 


MICHIGAN 
Adrian 
Albion 
Alma 
Ann Arbor 
Battle Creek 
Bay City 
Benton Harbor 
Birmingham 
Cadillac 
Charlotte 


Coldwater 
Dearborn 
Detroit 

East Detroit 
Ecorse 
Escanaba 
Flint... 
Grand Haven 
Grand Rapids 
Greenville 


Hastings 
Hazel Park 
Hillsdale 
Holland 
Howell... 
lonia.... 

Iron Mountain 
Ironwood 
Jackson 
Kalamazoo 


Lansing 
Lapeer... 
Lincoln Park 
Ludington 
Manistee 
Marquette 
Monroe... 
Mount Clemens 
I fuskegon 


Petoskey . 


13,852 
44,307 
156 ,034 
2,619 
8,505 
9,017 


1,785 
184 , 967 


3,381,676 


10,810 


2,401 


-0919 
-0033 
-0025 


3,183} .0033 
3,230, .0034 
11,101) .0116 
8,839} .0092 
9,285] .0097 
42,649} .0445 
4,723} .0049 


5,993) .0062 


© SM, 1954, 


116 SALES MANAGEMENT 
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Merchandising Power! 


Don’t overlook the PREMIUM MARKET .. . 
one of America’s fastest-growing special markets 


for your products. 


Write for your free copy of 
"Sales and Profits," defining the 


booming premium merchandising field . . . 


PREMIUM PRACTICE Magazine 386 Fourth Ave. New York 16, N. Y. 
MAY 10, 1954 
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CITY and STATE 


Plymouth 
Pontiac. . 
Royal Oak 
Saginaw 
South Haven 
Sturgis 
Traverse City 
Wayne 
Wyandotte 


Ypsilanti 


Total Above Cities 


MINNESOTA 
Alexandria 
Austin 
Bemidji 
Crookston 
Detroit Lakes 
Duluth 
Faribault 
Fergus Falls 
Grand Rapids 
Hibbing 


Little Falis 
Marshall 
Minneapolis 
Montevideo 
Owatonna 
Red Wing 
Rochester 
South St. Paul 
St. Cloud 

St. Paul 


Stillwater 
Virginia 
Winona 
Worthington 


Total Above Cities 


MISSISSIPPI 
Biloxi 
Brookhaven 
Cleveland 
Greenville 
Gulfport 
Hattiesburg 
Jackson 
Kosciusko 
Yazoo 


Totai Above Cities 
MISSOURI 


Cape Girardeau 
Carthage 


Sales of Merchant Wholesalers —(Cont'd) 


Estimates, 1953, for Wholesale Centers, by States 


| 1,245,611) 1. 


12,277 
108,315 
3,265 
6,886) . 
12,487) d 
pipe 
15,139 


3,414) 
2,900,028) 3.0236 
=z 


5,503) 


1,928) 
2,194) 
2,466) 
10,758) 
73,811) 
10,725) 
372, 158| 


BS8282 993! 


23: 


3,174 
4,768 

10, 743} 
793, 
1,998,905 


ge §: 


ny 


ny 


g288292 


- 
> 
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CITY and STATE 


Mexico..... 
Poplar Bluff 
Springfield 
St. Charles 
St. Joseph 
St. Louis 


University City 


Total Above Cities 


MONTANA 
Anaconda 
Billings. . 

Butte. . 
Great Falis 
Helena...... 
Kalispell. . . 
Lewistown... 
Livingston 


Total Above Cities 


NEBRASKA 
Alliance 
Fairbury 
Falis City 
Grand Island 
Hastings 
Kearney... 
Nebraska City 
Norfolk . 
Omaha 
Scottsbluff 


York. 


Total Above Cities 


NEVADA 
Las Vegas 


Total Above City 


NEW HAMPSHIRE 
Claremont 

Concord 

Dover... 

Laconia. . 

Lebanon 
Manchester 
Nashua... 
Portsmouth 
Rochester . 


Total Above Cities 


NEW JERSEY 
Asbury Park. 
Atlantic City 
Bayonne. 
Belleville 
Bloomfield 
Bridgeton 


| 1,443,683) 1.5051 


" 2a7| -0117 


2,854,814) 2.9761 


10,924] 
3,830 
9,792 

541,260) 
9,970) 
1,547/ 


625,294 


CITY and STATE 


Irvington 
Jersey City 
Kearny 


Long Branch 
Morristown 
New Brunswick 
Newark... 
Newton... 
Passaic....... 
Paterson. .... 
Perth Amboy 
Phillipsburg 
Plainfield. 


Ridgewood 
Somerville 
South River 
Teaneck 
Trenton... 
Union City 
Westfield 
Westwood 
Woodbridge 


Total Above Cities 


NEW MEXICO 
Albuquerque 
Gallup. . 

Hobbs. 
Roswell 


Total Above Cities 


NEW YORK 
Albany... 
Amsterdam, . . 
Auburn. .... P 
Batavia. ... 
Bath..... 
Beacon. ... 
Binghamton. . . 
Buffalo. . 
Canandaigua 
Cohoes 


Corning 
Cortland 
Dunkirk. . 
Elmira . 
Geneva... 
Glen Cove 
Glen Falis 
Gloversville. ... 


WHOLE- | 


SALE 
SALES 


Est. (in 


thousands) 


CITY and STATE 


10,654 

6,389 
15,792 
23,076 
32,669 


2,031,169 


Monticello. . 
Mount Vernon 
New Rochelle 
New York City 
(5 Counties) 
Newburgh... . 
Niagara Falls. . 


Peokskill.. . 
Plattsburg. . 
Port Chester. . 
Poughkeepsie 
Rochester... 
Rome... 


Salamanca. ... 
Saratoga Springs 


Watertown. 
Wellsville. . 
White Plains 


Yonkers. . 


Total Above Cities 


NORTH CAROLINA 
Albemarle. . 
Asheboro. . 
Asheville 
Burlington 
Chariotte...... 
Concord 
Dunn.. 
Durham 
Fayetteville. . 
Gastonia... . 


Goldsboro... 
Greensboro 
Greenville 
Hickory. . 
High Point 
Lexington 
Lumberton 
Monroe 
Mount Airy 
New Bern. 


Raleigh... 
Reidsville. . 
Roanoke Rapids 
Rocky Mount 


32,898 

4,616 
38,414 
30,335 


19,425,774 
30,299 
23,581 

1,933 
11,021 
14,460 


3,770 
9,912 
6,724 
6,194 
6,327 
10, 282 
14,035 
37,255 
319,567 
6,266 


2,561 
5,632 
40,170 
260,774 
3,305 
42,425 
96,511 
26 ,589 
3,367 
20,584 


79,528 


21,938,790 


2,852 
2,020 
57,008 
12,540 
358,745 
7,947 
4,774 
37 ,088 
21,206 
29,705 


28 016 
118,173 
11,691 
12,700 
29,901 
4,917 
4,204 
7,316 
4,715 
7,253 


97,545 


PPI RE en EELS NE CO EN OO A, A A RS TY ~AR 


Statesville. . 
Washington. 

d é Whiteville... . 
-0112 a ° d Wilmington. . 


Camden 
| 
| 

Winston Salem. ... | 
| 


Clifton 
Cranford 


Kirksville 


Kirkwood . . 
Lebanon. . 


ie 


East Orange -0204 
Elizabeth 


= 
o 


Total Above Cities 1,046, 165 
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Sales of Merchant Wholesalers —(Ccont'd) 


| WHOLE- WHOLE- | WHOLE- WHOLE- 
| SALE SALE SALE SALE 
| SALES % SALES % SALES % SALES % 
CITY and STATE | of CITY and STATE | of CITY and STATE of CITY and STATE Cc of 
@& U.S.A . GD 5.0. U.S.A. U.S.A. 
Est. (in Est. (in | Est. (in Est. (in 
| thousands) thousands) thousands) thousands) | 
NORTH DAKOTA OKLAHOMA Lebanon...... 12,218} .0127 SOUTH DAKOTA 
Devils Lake.........| 3,928) .0041 Ardmore... . 11,073) .0115 | Lewistown... 6,071; .0063 Aberdeen............ 23,400) .0244 
Dickinson. . . 2,941) .0031 Blackwell... . 3,500; .0036 | Lower Merion 4,868) .0051 Brookings 1,030) .0011 
ee ...| 84,604) .0882 Cushing... . 5.140] -0054 McKees Rocks 4,167) .0043 | ee 6,340) .0066 
Grand Forks | 22,512) .0235 Durant... .. : 4,456; .0046 McKeesport 28,259) .0295 i lskccancts 4,553) .0047 
Jamestown. .. 5,448) .0057 El Reno... 1,354; .0014 Sioux Falls. ... 94,521; .0085 
Williston. ...........] 5,794; .0060 Enid.... 63,504) .0662 Meadville 5,427, .0057 —_———— 
} ——|—-—— McAlester. 10,171) .0106 | Mount Carmel 6,207) .0065 Total Above Cities....| 129,844) .1353 
Total Above Cities....; 125,227) .1306 Miami. . 2,636) .0027 New Castle edu 22,750| .0237 $$$ |—_—__— 
~ ———— —|———— | Muskogee........... 26,049} .0272 | Norristown..........| 15,895} 0166 
Oklahoma City....... 312,124) .3254 | Oil City............ 5,368} .0056 
OHIO Philadelphia 2,543,491) 2.6517 TENNESSEE 
Akron 185,461) .1933 Okmulgee........... 3,925; .0041 Pittsburgh. 1,076,623) 1.1224 ac niah aeons es 17,040} .0178 
Alilance. 34,158) .0356 Pauls Valley......... 6,328) -0066 Pittston... 14,925) .0156 Chattanooga....... 219,255) .2286 
Ashtabula... .. 6,021) .0063 Ponca City... 4,252) .0044 | Pottstown 14,108) .0147 Clarksville......... 22,659) .0236 
ee | 7,905) 0082 Sapulpa...... 2,261} .0024 | Pottsville. . 22,713) .0237 Columbia........ ; 2,170) .0023 
Barberton.......... 12,720; .0133 Seminole... . 11,515; + .0120 Jackson........... 22,445' .0234 
Bowling Green 2,162) .0023 Shawnee 10, 181] -0106 Punxsutawney 5,621; .0059 Johnson City........ 29,873) .0311 
Canton...... 135,889) .1417 Tulsa... 198,660) .2071 | Reading...... 101,507) .1058 Knoxville.......... 184,789) .1926 
Celina 1,475} .0015 ———_ |—— Scranton. .. 121,996; .1272 Lawrenceburg... .. 1,699) .0018 
Cincinnati F 864,812) .9016 Total Above Cities....| 677,129) .7058 | Sewickley. . 690} .0006 McMinnville. . 2,921; .0030 
Cleveland. ..........| 1,625,264) 1.6944 _ — Seanad Shamokin. . e 5,524) .0058 Memphis... 1,335,243) 1.3920 
Sharon.. | 21,488) 0224 
Cleveland Heights... 2,581; 0027 OREGON Somerset 2,715) .0028 Murfreesboro... ..... 4,826) .0060 
Columbus.......... 519,727; .5418 Albany... 9,294, .0097 CC , | 7,775, .0081 Nashville........... 314,461; .3278 
Dayton....... ..| 211,538) .2205 Baker..... 4,160) .0043 | Tamaqua.. 1,665; .0017 —_—_———— 
Defiance a 3,620) .0038 | ee 8,488} .0088 Tarentum.. .. 3,238) .0034 Total Above Cities....| 2,157,381] 2.2490 
Delaware 2,801) .0029 Lebanon. 964) .0010 - — 
East Liverpool....... 10,809; .0113 McMinnville 3,111} .0032 | Turtle Creek 1,548) .0016 
East Cleveland... 5,765) .0060 Medford 20,915) .0218 Uniontown ; 32,563) .0339 TEXAS 
ee 8,201; .0085 Portland. . 709,310} .7395 | Upper Darby....... 6,684) .0070 ee are 39,882) .0416 
(er 4,323) .0045 Roseburg........... 11,523) .0120 Vandergrift..... 1,840) .0019 SN iatndass+0<0se 17,124) .0179 
Greenville. .. . 4,406) .0046 Salem..... 28,353} .0296 | Warren........ r 16,380) .0171 Amarilio........... 144,660) .1508 
—_ Washington......... 10,928) .0114 GE 3,866) .0040 
SR 23,194) .0242 Total Above Cities....| 796,118) .8299 | Waynesburg... 1,877; .0020 EEA 72,404) .0755 
Hilleboro............ 2,179) .0023 ——— | Wilkes Barre..... . 90,380) .0942 ES 5,735} .0060 
Ee 1,961; .0020 Wilkinsburg........ 8,089; .0084 ER 81,187; .0846 
Se acsécacssci 1,224) .0013 PENNSYLVANIA Williamsport 31,477} .0328 Beeville............. 2,622; .0027 
Lakewood......... 8,116) .0085 Abington........... 2,511) .0026 EE 10,545) .0110 
Lancaster. ....... 5,483) .0057 Aliquippa........... | -  .§ ee 67,712) .0706 Breckenridge... ... 10,635} .0111 
Lima.... 38,146) .0398 Allentown.......... 84,111) .0877 
Lockland......... 924) .0010 SES cs. .220000 49,517} .0517 | Total Above Cities....| 5,058,755] 5.2740 Brownsville 12,924) .0135 
Lorain. . 12,214] .0127 Ambridge. ......... 2,599) .0027 ao Corpus Christi 115,080} .1200 
Mansfield........... 36,303) .0378 Beaver Falls........ 6,473} .0067 Corsicana........... 17,407; .0181 
Bethiehem.......... 18,205} .0190 RHODE ISLAND Ds pang sivannes 1,061,735; 1.1069 
Marietta........... 11,465) .0120 Bloomsburg 2,563} .0027 | Central Falls........ 4,781} .0050 ail eon.svcneee 2,852} .0030 
Martins Ferry........ 2,950) .0031 BN <2. scccuves 12,162) .0127 Cranston... . 2,200} .0023 a 6,632} .0069 
Mount Vernon... ... 3,140} .0033 Bradford. ........... 16,010} .0167 East Providence..... 9,343) .0097 awe nascsscec 4,524) .0047 
North Philadelphia. . . | 3,711} .0039 Pawtucket... .. 28,351) .0296 ee 2,539) .0026 
Napoleon.......... 2,299) .0024 SN cao ceswoes 883) .0009 Providence. 291,894) .3043 DRG cen<ss 0% 162,840) .1698 
Newark........ } 13,324) .0139 Butler....... 18,346) .0191 Warwick. .. 892} .0009 Fort Worth 420,687; .4386 
ME Cit tsedescdca 360} .0004 Chambersburg. ...... 7,518} .0078 West Warwick 4,589) .0048 
Norwalk 4,333} .0045 ae 31,157) .0325 | Woonsocket...... 19,713} .0206 Galveston........... 57,663) .0601 
Norwood. . 9,939) .0104 Se 1,402} .0015 ——— Greenville........ 16,215; .0169 
Painesville.......... 1,985} .0021 Clearfield........... 4,470; .0047 | Total Above Cities...) 361,763) .3772 Harlingen.......... 24,933) .0260 
Coraopolis........... 2,321; .0024 -_—- —— Henderson.......... 3,782| .0039 
Deals c6-sd enna 8,496} .0089 eee 5,395) .0056 Hereford............ 693) .0007 
Portsmouth 27,737| .0289 Duquesne 699} .0007 Hillsboro. . . 2,327; .0024 
Ravenna........ 1,030) .0011 IN 6515 5c0c0505 24,367) .0254 | SOUTH CAROLINA Houston........... 1,151,374| 1.2003 
Reading... 910} .0009 Anderson... . 15,256) .0159 Kerrville 990; .0010 
Sandusky........ } 10,514) .0110 Ephrata 6,312) .0066 | Charleston 76,872; .0801 Kilgore. . 16,992) .0177 
Shaker Heights. .... | 1,454) .0015 Erie... 83,351; .0869 | Columbia... 156,066) .1627 BOP i 030><iess 19,623) .0208 
Shelby. 960) .0010 Greensburg 13,687; .0143 | Conway 4,843) .0050 
Springfield | 34,252) .0357 Harrisburg.......... 139,718} .1457 | Florence. . 14,727) .0154 Levelland. . . 369) + .0004 
Steubenville. . 25,895; .0270 a ee 29,284) .0305 | Georgetown 1,621; .0016 Longview.......... 20,623; .0215 
Tiffin . 10,776) .0112 Honesdale.......... 1,662} .0017 | Greenville..... 75,880} .0791 Lubbock. . 77,743; .0810 
Huntingdon.......... 6,745} .0070 | Greenwood 3,218} .0034 Lufkin . 24,653; .0257 
Toledo. 354,968) .3701 ERNE 7,127; .0074 | Laurens............. 5,750} .0060 see ae 1,301) .0014 
Troy.... ‘ 936; .0010 Jenkintown.......... 3,432} .0036 | Newberry........... 3,469) .0036 SE 12,338} .0129 
Warren...... : 11,136; .0116 Johnstown........... 53,618} .0559 McKinney........... 4,167; .0043 
Wilmington. . 1,600) .0016 Orangeburg.......... 8,704) .0091 Mineral Wells. ...... 1,368) .0014 
Wooster... . 13,366} .0139 Se 7,318) .0076 | Rock Hill............ 8,630) .0089 Monahans........... 7,256) .0076 
Youngstown 145,708; .1519 Kittanning........... 23,659; .0247 | Spartanburg... 67,058; .0699 New Braunfel....... 4,134) .0043 
Zanesville . 27,917) .0291 Lancaster........... 68,776} .0613 | Union......... 5,080) .0063 
_———— Lansdowne. 2,946) .0031 — ae 13,818) .0144 
Total Above Cities....| 4,510,434) 4.7025 eee 2,060} .0021 | Total Above Cities....| 446,974) .4660 Plainview 5,468} .0067 
© SM, 1954. 
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CITY and STATE 


Port Arthur 
Raymondville 
Rosenberg 

San Antonio 
San Benito 
Sherman 
Sulphur Springs 
Taylor 


Tyler 

Vernon 
Victoria 
Waco 
Weslaco 
Wichita Falis 


Total Above Cities 


UTAH 
Logan 
Murray 
Ogden. . 
Provo 
Salt Lake City 


Total Above Cities 


VERMONT 
Bennington 
Brattleboro 
Burlington 
Montpelier . 

St. Johnsbury 


Total Above Cities 


| 
| 
| 


WHOLE- 


SALE 


SALES | 


CITY and STATE 


VIRGINIA 
Alexandria 
Bristol 
Charlottesville 
Danville 
Fredericksburg 
Hampton 
Harrisonburg 
Lynchburg 
Martinsville 
Newport News 


Norfolk 
Petersburg 
Portsmouth 
Pulaski 
Richmond 
Roanoke 
Staunton 
Suffolk 
Winchester 


Total Above Cities 


WASHINGTON 
Aberdeen 
Auburn 
Bellingham 
Bremerton 
Chehalis 
Ellensburg 
Everett 
Kennewick 
Longview... 
Mount Vernon 
Pullman. . 
Puyallup 


WHOLE- 
SALE | 
SALES 


Est. (in 
thousands 


CITY and STATE 


Renton 
Seattle 
Spokane 
Tacoma 
Vancouver 
Walla Walla 
Wenatchee 
Yakima 


Total Above Cities 


WEST VIRGINIA 
Beckley 
Charleston 
Fairmount 
Huntington 
Logan 
Martinsburg 
Morgantown 
Princeton 
Wheeling 
Williamson 


Total Above Cities 


WISCONSIN 
Appleton 
Baraboo 
Beaver Dam 
Chippewa Falls 
Fond Du Lac 
Green Bay. 
Kenosha. . 

La Crosse 
Madison 
Manitowoc 


Sales of Merchant Wholesalers —(Cont'd) 


Estimates, 1953, for Wholesale Centers, by States 


WHOLE- | 


CITY and STATE 


Marinette 
Menasha 
Merrill 
Milwaukee 
Monroe 
Neenah 
Oshkosh 
Portage 
Racine : 
Rice Lake. . 


Shawano 
Sheboygan 
Watertown 
Waukesha 
Wausau 
Wauwatosa 

West Allis 

West Bend 
Wisconsin Rapids 


Total Above Cities 


WYOMING 
Casper. ... 
Cody 
Rawlins 
Rock Springs 
Sheridan 


Total Above Cities 


Total All Cities...... | X ena 


U.S. A. Total...... |95, 920, 650| (100) 


© SM, 1954. 


Sales Management's 
1954 COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


. All Metropolitan County Areas clearly defined. 
Shows 2. County names... for all U. S. Counties ... 
Differences in retail sales volume indicated by County shad- 
a 
Red—for counties with $100 million or more. 
Green—for counties with $50 million to $100 million. 
Yellow—for counties with $25 million to $50 million. 
Blue—for counties with $10 million to $25 million. 


at a glance 
comparative 
Retail Sales Strength 


of every county 1570 cities with retail sales of $20 million or more. 


ee 27” x 41” . City populations indicated—(as of January 1, 1954). 


. Special blown-up projections of all congested small-county areas. 

... in 6 colors ; , Ae , : 

. Special markings indicate counties whose family sales exceed 
U. S. family average. 


PRICE: $3.50 a single copy; $3.00 each for two or more copies 
SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


SALES MANAGEMENT 


EIGHT MARKET INDEXES 
FOR THE 501 MARKET AREAS 
IN THE UNITED 


Sales Management's store sales estimates and Buying Power Quota, computed as a per 


cent of United States total, provide convenient tool for analyzing the national market. 


STATES 


For many types of products, sales in towns and 
cities, particularly in larger cities, are made to 
persons living outside the city who come to the 
city to buy. Thus, realistic appraisal of market 
opportunity, and of consumer advertising effort 
especially, requires consideration of factors in- 
dicating the buying power of the area surround- 
ing a city from which trade is drawn into the 
city. In many instances the market area of a city 
extends beyond the political boundary of the 
state in which the city is located. 

Also, for many companies, city-by-city and 
town-by-town analyses of sales potential, per- 
formance and costs are not feasible. 

For either or both of these reasons, manu- 
facturers often find it desirable to analyze mar- 
kets and sales effort by market areas rather than 
solely by cities, states, or other purely political 
boundaries. 

Presented here in practical working form are 
Sales Management's Buying Power Quota, the 
Curtis Market Index and Sales Management's 
estimates of 1953 sales of six store groups, com- 
puted as a per cent of the United States total, 
for each of 501 market areas comprising the 
whole United States market. 


CURTIS MARKET AREAS 


Each of the 501 Curtis market areas consists of 
one or more principal market centers sur- 


rounded by one or more counties. Each group 
of counties is a market area in the sense that 
the area is self-sufficient in retail trade and 
services — that is, people living in the area do 
most of their buying of practically all types of 
merchandise within the area. The counties in- 
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SECTION OF U.S. MAP 


“Springfield 


cluded in each market area were computed ten- 
tatively by mathematical formula and subse- 
quently adjusted more precisely on the basis of 
personal interviews with leading merchants and 
other business executives in each of the more 
than 500 market centers. 

The illustration on the top of the adjoining 
column shows all or part of six areas, three of 
which have market centers in Ohio and three in 
Indiana. The eight market indexes for each 
area, as a per cent of United States total, are 
as follows: 

USES OF MARKET MAP 


Retail Sales 1953: S. M. Estimates 
Per Cent of United States Totai 


tive 


INDIANA 
1273 .1225 
.0730 | .0654 


OHIO 
6530 | .6508 
1268 | .1127 
0925 | .0889 


Lima 
Springfield 


Toledo | d 


The map of the United States showing the 
501 market areas, with the eight indexes of 
market opportunity, performs four functions: 


1. Delineates market units of a size con- 
venient for practical use in sales analysis. 


2. Establishes natural boundaries between 
sales territories. 


3. Provides a basis for study of each mar- 
ket area as a unit from the standpoint of its 
sales potential and its sales performance. 


4. Permits study and comparison of adver- 
tising effort in each market area with sales 
potential and/or performance. 


STATISTICAL DATA 


Each set of data for each market area is ex- 
pressed as a per cent of United States total. 
Thus, these data provide a choice of eight in- 
dexes for use singly, or in combination with 
each other, or with other factors, in judging 


sales performance and in setting sales goals for 
each market area. 


CURTIS MARKET INDEX 


Many manufacturers use the Curtis Market In- 

dex coupled with their own sales as a basic 

index for analyzing sales potential and per- 

formance. | 
Some of the reasons for this are: 


1. No single group of store sales as reported 
by the Census — whether it be food, drug, au- 
tomotive, apparel, appliance, furniture, general 
merchandise, etc. — is solely responsible for the 
sale of most products. Also, there are state and 
regional variations in the kinds of merchandise 
sold by the various store groups. 


2. The Curtis Market Index for each market 
area and each county is not an estimate. It is 
based on an actual sales accomplishment in- 
volving more than 11,000,000 units of quality 
merchandise — The Saturday Evening Post, 
Ladies Home Journal and Country Gentleman 
— sold everywhere in the national market at 
uniform prices. 


3. The Curtis Market Index shows close cor- 
relation with basic factors such as population, 
buying power, educational attainment, stand- 
ard of living and urban and rural residents. 


4. The Curtis Market Index is kept current 
through frequent counts of numbers of copies 
sold in each county. These are then summarized 
for market areas and states. 


MAPS AND REPRINTS 
OF STATISTICS 


United States maps (38” x 50” folded to about 
84” x 11”) showing the market centers and the 
county or counties comprising each of the 501 
market areas (for use with the statistical data ) 
are available at a price of one dollar from the 
Research Department, The Curtis Publishing 
Company, Philadelphia 5, Pa. Reprints of the 
statistics presented in this section are also avail- 
able for fifty cents per set. 


MARKET AREA INDEXES | 


Retail Sales 1953: S. M. Estimates 
Per Cent of United States Total 


Curtis Retail Store Groups 
Market Areas 


Furn.- 
Gen. House.- 
Mdse. 


ALABAMA __ CONNECTICUT (Continued) 


pee Wee ‘2000 ; : : 7 ; | 3450 4310 4819-2332 4960 | 

Montgomery ‘ . : . . . : ° 186 [New London. | .1308 = .1083 1302 0486 = .1022_ 0848 | .1026 | .1046 
Feros | aa arr 8 see aa _DELAWARE ge 
Ri aitenen Y y : ‘pees | j ; ; _....[ 2436 | .2420 | 2171 | .2173 | .2771 | .2429 | .1922 | 2178 
oe “0551 0420 0492 0363 0428 _0ss2 | 0356 DISTRICT OF COLUMBIA 


nee : . ; ‘ d d ‘ ‘ 9 |Washington.... [1.3152 [1.2410 [1.1932 [1.3450 11.0447 [1.2232 |1.7851 [1.3334 
: FLORIDA 


ARIZONA 
2001 |. 

.1623 : 

0148 r 0197 .0185 
0118. A 0185 .0143 
0081. r 0081 | .0143 


ARKANSAS 


113 [Little Rock E 2223 | .1827 .3086 7 : . : 
202 |Fort Smith... ‘ 0885 .0753 .1223 . ; ‘ r Pu HM SERIE A. A. AM 2 
246 |Fayetteville d -0667 .0534 .0505 . E d d 
343 |Hot Springs Na- GEORGIA 
tional Park.....] . 0528 0475 .0488 d é i “JAtianta.. Tia? | 16337) 8283 17 108: 
345 JE! Dorado. . . : . 0490 0516. ; . F OT 949 | “1788 
357 jPine Bluff.......] . j -0636 .0677 
375 |Jonesboro- 
Paragould.....| . , 0627 .0849 
385 |Blytheville. ; . 0639  .0633 
491 |Batesville........| .0176 | .0136 | .0114 | .0151 


CALIFORNIA 
3.4184 |3.9797 (3.9228 3.9828 
; 8489 


ILLINOIS 
3903 4.6455 |4.2516 7.0328 
4304 .3240 .3181 


COLORADO 


1243 .1147 
0610 .0598 
0567 0534 
0437 .0344 | . 
0256 0217 | . 
0326 0241 
0311 | .0285 
0217 .0185 
_-0192 | .0198 


CONNECTICUT 


5888 | .6117 | .6602  .5479 


-3568 | .4562, 5415 2624 


Retail Sales 1953: S. M. Estimates Retail Sales 1953: S. M. Estimates 
Per Cent of United States Total } | Per Cent of United States Total 


| ‘ Curtis | | 

Retail Store Groups i Mar- Retail Store Groups 

Total |. a erly aT ket Total 

Retail l Index Retail l 

Store Furn.- Auto- | Store Furn.- Auto- | 

Sales | Food | Gen. House.- mo- | Drug | Sales Food | Gen. House. mo- | Drug 
Mdse. Radio | tive M Radio | tive 


Arua ¢ . | 


ILLINOIS (Continued) MAINE 


442 [Harrisburg.......] 0336 .0268 | .0255 0192 .0308 | .0385 | .0198 | . 273617772076 «1472 | .1376 | .1899 | .1404 | 1665 
460 [Cairo 0274 0229 .0217 .0154 0230 | 0255 | 0194 2695 1067-2429 1242-1787 | .1584 | .1732  .1796 


-1651 | .0946 | .1165 | .0589 | .0707 | .0913 | .0746 | .0926 
K Aen aoe RE Ss LE RIO _...| 1221 | .0890 | .1138 | .0678 | .0745 | .0853 | .0678 | .0866 
16 Indianapolis 8149-7614 d ; d ‘ : — 
” pout Sent d : ; . : : : : MARYLAND 

Anaad sag : : ; y "2563 z \ imore . -8390 1.0046 1.1140 1.3705 | .9270 | .7641 |1.1729 |1.0193 
omy ree : r ; ; “1512 : g -1687 | .1817 | .1414 | .0620 | .1600 | .1680 | .1055 | 


Runcie : : j 1327 1385 : cesses] -1083 | .0802 | .0857 | .0595 | .0901 | .0712 | . 
La Fayette é ; ' é 0709 0741 ; 4 1Cumb« ++: -1 0865 | .0708 | .0818 | .0620 | .0710 | .0652 | .0652 | 


_ MASSACHUSETTS 


2.0818 |2.0876 2.3813 |2.2772 |1.7767 2.2136 2.1105 
4082 | .3490 | .3784 .3768 | .3420 
3464 .4117 : .3037 | .3477 


-2808 | .3551 -2002 | .3319 | .2674 
| 0881 | .0068 


34 |Des Moines......| . d 3761 3953 
Sioux City. ... ’ 4 P P -1649 2487 | .2248 ee a MICHIGAN 

Davenport- i 2.6623 2.5421 2.8269 2.3177 3.5343 
Rock Island, ....] 4988 .3995 .4162 .3267 .3693 
Iil.-Moline, Wl..] .2920 .2745 | . ‘ -2280 .2968 .2556 . H 3 P i .1508 .1802 
-1806 «=.1510. F -1509 .1522 .1083 
-1688 «=.1175—« d -0893  .1184 .0872 
-1482 .1348 . - -1404 .1343 .1334 
1440 «0856. d -0735 .1021 0752 
1246 «.1187——si. . -0799 .1188 ©.0687 
-1079 0916 it 7 -0771 =.1056 = .0625 


-0535 .0454 = .0438 
-0312. 0419  .0439 
-0521 .0507 .0493 
-0353 .0427 = .0264 
0201 .0384 = .0192 


pEERERERSGaRESERuE: 


0314 


KANSAS 
4686-3205 =. 2611 
.1785 | .0955 0863 
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-0351  .0379 
-0151 = .0198 
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MISSOURI 
1.4390 1.5091 (1.4897 1 


2348 
-1073 


Kirksville 
Hannibal 


Billings 
Great Falls 
Missoula 
utte 
Kalispell 
Bozeman 
Havre 
Helena 
Miles City 
Lewistown 
Glendive 


Omaha 
incoin 
Grand Island 
Norfolk 
Scottsbluff 
Kearney .. 
Hastings 
McCook 
North Platte 
Columbus 


Reno 
Las Vegas 


Manchester .. 
Concord 


Keene- 


Brattleboro, Vt. 


Ciaremont 
erlin 


Trenton 
Atiantic City 


Retail Sales 1953: S. M. Estimates 
Per Cent of United States Total 


Retail Store Groups 


Furn.- Auto- 

| Food Gen. House.-. mo- | Drug | 
Mdse. | Radio tive | 
we | 


MISSOURI (Continued) 


0440 
-0387 


-1161 


-1630 
-0433 
-0428 
-0418 
-0388 
-0339 
0148 
0122 


0245 0215 
.0264 0251 


-0159 | .0173. =.0327 —_ .0217 
-0160 .0258 .0316 


MONTANA 


0571 
0715 


NEBRASKA 


-3806 
-2014 
-0509 
-0507 
-0544 
-0427 
-0374 
0256 
.0299 
-0209 


‘0316 
‘0193 


NEVADA 


-0989  .0887 
-0634  .0562 


.0732 
-0608 


NEW HAMPSHIRE 


-1750 2265 «0836 
0567 


-0670 .0378 


-0388 
-0483 
-0188 


-0498 .0239 
-0556  .0268 


-0253 0085 


NEW JERSEY 


2293 -.2314—«.1731 
1604 | 1742 | .0744 


NEW MEXICO 


-0215  .0330 
-0389 .0532 
0192 .0159 


“0115 


0147 -0103 = .0105 
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NEW YORK 


} } 
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9.7181 11.4808 7.2728 
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0447 
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0312 | - (0332 0216 


~ NORTH CAROLINA 


4227 | .4905 | .51! 
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Greensboro... 
Winston-Salem 
Asheville... . 
Raleigh... 
Rocky Mount- 
Wilson... 
Durham. . 
Wilmington 
Hickory 
{Fayetteville 
|Goldsboro 


New Bern. . 
Kingston... 


Washington... 
Elizabeth City....| - 


Williston. . 
Dickinson . 
Jamestown . 
Devils Lake 
Valley City 


Cleveland 
Cincinnati. . . 
Toledo... . 
Youngstown 


Chillicothe... . 


Retail Sales 1953: S. M. Estimates 
Per Cent of United States Total 


Retail Store Groups 


Store Furn.- Auto- 
Sales Food Gen. House.- mo- Drug 
=f Mdse. Radio tive 
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Retail Sales 1953: S. M. Estimates Retail Sales 1953: S. M. Estimates 
Per Cent of United States Total Per Cent of United States Total 


Retail Store Groups | Buying Retail Store Groups 
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WYOMING 
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These Curtis magazines give 


advertisers nation-wide coverage 
that closely parallels buying 


power in each market area. 


The Saturday Evening Post, the Ladies’ Home Journal and the 
Country Gentleman with their combined coverage reach the able- 
to-buy families in every part of the country and offer an advertising 


coverage that is keyed to the sales potential of each market. 


The Saturday Evening 


POST 


—vets to the heart of America 


The magazine women believe in 


Qountry 
entleman 


\ \ ; 4 


‘ Better farm 


" 


inv-better diving 


THE LEADING COUNTIES SECTION 


The county is undoubtedly the best 
and most flexible geographic unit 
available for the definition of market 
areas. It has a unique virtue, unlike 
the metropolitan area or the city, in 
that the total number of counties ac- 
counts for 100 percent of the nation. 
For this reason, any marketing break- 
down of the nation is usually done 
along county lines. 

The 1950 Census tabulated results 
for 3,070 counties, 29 independent 
cities, the District of Columbia, and 
parts of Yellowstone National Park in 
Idaho, Montana and Wyoming. SALEs 
MANAGEMENT considers Yellowstone 
National Park and the District of Co- 
lumbia as single counties, and includes 
all independent cities with the proper 
parent county. 

The independent city of Baltimore 
is included with the county of Balti- 
nore; the independent city of St. 
Louis is included with St. Louis 
county; similar treatment is given to 
all the independent cities of Virginia. 
In this way, we established 3,072 
basic county units accounting for the 
U. S. totals in 1950. 

The following changes in county 
definitions have taken place since 
April, 1950: Armstrong county in 
South Dakota has lost its separate 
identity, and has been therged with 
Dewey county, reducing the total 
county count to 3,071. In 1952, the 
counties of Elizabeth City and War- 
wick of Virginia elected to change 
their status to that of independent 
cities, entitled respectively Hampton 
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and Warwick. In effect, we now have 
the three independent cities of Hamp- 
ton, Warwick and Newport News, 
constituting a single metropolitan area, 
but with no parent county to throw 
them into. Since we wish to retain 
the additive property of Virginia coun- 
ties, we have grouped those three 
cities into a new county designation, 
which we call Newport News. This 
county has no legal existence, but per- 
mits the counties of Virginia to add up 
to the Virginia state totals. 

The total count of counties in the 
1954 Survey is therefore 3,070. In 
the rankings of the leading 200 coun- 
ties, however, we treat the five coun- 
ties of New York City as one. 

Vast divergences characterize the 
economic behavior of these 3,070 
counties, with a relatively small num- 
ber accounting for the bulk of eco- 
nomic activity. For that reason, the 
rankings of the leading 200 counties 
shown here will be found quite ade- 
quate for the marketing needs of those 
who wish to concentrate their atten- 
tion most profitably on the smailest 
number of separate county areas. In 
this respect the leading 200 counties 
will be found to approximate roughly 
the 165 standard metropolitan areas, 
in that both will be found to cover 
not quite two thirds of total sales, 

For each significant market factor, 
we show below the 200 leading coun- 
ties with respect to that factor. The 
degree of centralization varies of 
course with each factor. The leading 
200 counties with respect to popula- 


tion in 1953 accounted for 55 percent 
of total population, but the leading 
200 counties in general merchandise 
accounted for over 70 percent of total 
general merchandise sales. The rank- 
ings of per capita and per family in- 
come are restricted to the 200 coun- 
ties leading in population, and the 
rankings of the 200 counties leading in 
retail sales per fi-mily are restricted to 
the 200 counties leading in sales, in 
order to avoid inclusion of small, rela- 
tively unimportant counties with high 
per capita or per family ratios. 

Two new rankings of counties are 
included here, in addition to the rank- 
ings of farm income, population, in- 
come, per family income, per capita 
income, retail sales, retail sales per 
family, food store sales, general mer- 
chandise sales, furniture-household-ap- 
pliance-and-radio sales, automotive 
sales, and drug store sales. 

We show for the first time ever the 
200 counties having the greatest num- 
ber of consumer units earning over 
$7,000 in 1953, and also the 200 coun- 
ties having the largest amounts of in- 
come earned by consumer units in 
this category. These tables indicate the 
counties having the largest concentra- 
tions of upper-bracket income. 

Similar rankings can be made up 
for counties leading in income in the 
groups earning under $2,500, $2,500 
to $3,999, $4,000 to $6,999, $7,000 
and over. Such tables are particularly 
useful to those who wish to concer- 
trate their marketing efforts on par- 
ticular income groups. 
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The 200 Counties Leading in Gross Cash Farm Income 


Estimates, 1953, for the 200 counties with largest gross cash income from farming 


COUNTY 


Los Angeles 
Fresno 
Kern 
Maricopa 
Tulare 

San Joaquin 
Imperial . 
Lancaster 
Stanislaus 
Weld 


Yakima 
Monterey 
Orange 
Merced 
Sussex 
Pinal 
Polk 
Riverside 
Sonoma 
Aroostook 


San Bernardino 
Santa Clara 
Ventura 

Santa Barbara 
Kings 

San Diego 
Hartford 
McLean 
Hidalgo 
Mississippi 


Dane 
Whitman 

De Kalb 

La Salle 
Pottawattamie 
Sacramento 
Chester 

Sioux 

Henry 

Suffolk 


Champaign 
Sutter 
Madera 
Monmouth 
Livingston 
lroquols 
Plymouth 
Bureau 
Sunflower 
Yolo 


Cameron 
Kane 
Clinton 
Yuma 
Kossuth 
York 
Orange 
Sangamon 
Dodge 
Cuming 


Woodbury 
Bolivar 

Ogle 
Cumberland 
Scotts Bluff 
Bucks 
Vermilion 
Whiteside 


STATE 


GROSS 
CASH FARM 
INCOME Rank 
SM Esti- in 
mates) Group 
in thousanc's 


239,113 
216 , 867 
183,820 
174,738 
159,771 
115,725 
113, 
WM, 
98, 


ow On ous wn — 


COUNTY 


Lubbock 
Berks 


Pitt 
Cherokee 
Robeson 
Butte 
Cook 
Johnston 
Otter Tail 
Alameda 
Lincoin 
Grant 


Cedar 
Benton 
Marion 

Lee 

Twin Falls 
Horry 
Renville 
Worcester 
Middlesex 
Paim Beach 


Marathon 
Delaware 
Fond Du Lac 
Christian 
Rock 

Canyon 

Cass 

Tama. 
Burlington 
Warren 


Jones 

Coahoma 
O'Brien 

Logan 

Martin 

Orange 

King 

Dawson 
Crawford 

San Luis Obispo 


Oneida 
Linn. 

Nash 
Umatilla 
Walla Walla 
Dade 

will 

Polk 
Freeborn 
Hale 


New Madrid 
Washington 
McHenry 
Knox 
Franklin 

St. Lawrence 
Buena Vista 
Malheur 
Stephenson 
Stearns 


Johnson 
Jasper 
Florence 
Sac 
Faribault 


GROSS 
| CASH FARM 
| INCOME Rank 
STATE | Esti- in 
JM mates | Group 
in thousands 


36,629 
36.623 


36,514 
36,359 
35,985 
35,773 
35,730 
35, 533 
34,894 
34,870 
34,557 
34,532 


34,456 
34,425 
34,230 
34,152 
34,049 
33,786 
33,696 
33,659 
33, 268 
33,172 


GROSS | 
CASH FARM | 
| INCOME | Rank 
STATE | Esti- | in 
JM mates Group 
(in thousands) | 


COUNTY 


Redwood inn. 28,731 
Hunterdon LS. 28,707 
Wilson 28 613 
Hancock 28,507 
Shelby 28.492 


Fulton | O 28,465 
Crittenden 

Jackson. . 

Darke 

Otsego 

Erie 

Minnehaha 

Pemiscot 

Lake 

Hamilton 


Sanilac 
Rockingham. . 
Lyon 

Glenn 
Marshall 
Spokane 
Lenawee 
Solano. . 
Washington 
Berrien 


Wake 
Nobles 
Tazewell 
Macoupin 
Kankakee 
Macon 
Clay 

Biue Earth 
Dunklin 
Green 


Leflore 

Chelan 

Hardin 

Story 

Frederick 
Columbia....... 
Black Hawk. ..... 
Page 

Fayette. . 
Hillsborough 


Gloucester 
Whatcom. 
Dawson... 
Pocahontas 
Santa Cruz. . 
Contra Costa 


Chautauqua 


Grundy 
Walworth 
Custer 
Webster 
Poinsett 
Wood 
Wayne 
Adams 
Dallas 
Wright 


Total Above Counties 
% of U.S. A. 


27.3103 
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When you think of the 


MIDWEST - 


Farm Market... 


Percentages are based 
on 3,989 replies from 10,000 
questionnaires distributed to farm families 


They tell you they will BUY MOK 
More of almost everything iv 1954 


_ ee, 


| 14% MORE 
HOUSE PAINT (Exterior) 
I 


in each of the 8 Midwest Farm Paper Unit states in true proportion to total farms. 


More than 141,000 farm-family sub- 
scribers of Midwest Unit papers will 
buy new home freezers in 1954, 38% 
more than they did in 1953. That is the 
projected sales figure on just one of the 
321 different kinds of products and 
services contained in the 9th annual 
“Buying Intentions’’ survey conducted 
by the Midwest Farm Paper Unit. 


The new “‘Buying Intentions” survey 
shows that Midwest farmers intend 
to buy more of almost everything in 
1954 than they did in 1953. In the 8 
previous surveys, the figures, based 
on what farm families themselves say 
they will buy, have proved conservative 
when checked against actual purchases. 


NO. OAK inn 
— 


$O DAK 


eee, 
NEBRASKA 


(2 « MIDWESTé77" UNIT 


That is why we say “think BIG!” 
when you think of the 8 Midwest 
Unit states, the farm market where: 


@ Farm income is more than double 
the average for the remainder of the 
country. 

@ Farmers are local dealers’ best cus- 
tomers. 

@ Rural population dominates and 9 
out of 10 of the best farm families 
depend on their local farm paper as 
their chief source of information. 


GET YOUR COPY OF 1954 BUYING INTENTIONS NOW. Also let us show you how 
easy it is to deliver your message to the 1,151,752 farm-family subscribers of the 
Midwest Farm Paper Unit—one order, one plate at a substantial saving in rates. 
SALES OFFICES AT: 250 Park Avenue, New York 17 ... 59 East Madison St., Chicago 3 . . . Russ 
Building, San Francisco 4 ...1324 Wilshire Boulevard, Los Angeles 17 ... 505 N. Ervay St., Dallas 1. 
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COUNTY 
and 
STATE 


New York, N. Y. 
(5 Counties* 
Los Angeles, Cal. 

Cook, III. 
Wayne, Mich. 
Philadelphia, Pa. 
Allegheny, Pa. 
Cuyahoga, Ohio 
St. Louis, Mo. 
Baltimore, Md. 
Middlesex, Mass. 


Harris, Tex. 
Essex, N. J. 

Erie, N. Y. 
Milwaukee, Wisc. 
Suffolk, Mass. 
Nassau, N. Y. 


District of 
Columbia 

Alameda, Cal. 

San Francisco, Cal. 

King, Wash. 


Hamilton, Ohio 
Dallas, Tex. 

San Diego, Cal. 
Hennepin, Minn. 
Hudson, N. J. 
Westchester, N. Y. 
Dade, Fla. 

Bergen, N. J. 
Orleans, La. 
Jefferson, Ala. 


Marion, Ind. 
Providence, R. |. 
Hartford, Conn. 
New Haven, Conn. 
Jackson, Mo. 
Worcester, Mass. 
Franklin, Ohio 
Fairfield, Conn. 
Bexar, Tex. 

Essex, Mass. 


Shelby, Tenn. 
Monroe, N. Y. 
Jefferson, Ky. 
Multnomah, Ore. 
Fulton, Ga. 
Denver, Colo. 
Oakland, Mich. 
Norfolk, Va. 
Tarrant, Tex. 
Delaware, Pa. 


Montgomery, Ohio 
Summit, Ohio 
Union, N. J. 
Norfolk, Mass. 
Lucas, Ohio 
Maricopa, Ariz. 
Lake, Ind... 
Bristol, Mass. 


Hampden, Mass... .. 
Luzerne, Pa........ 


Montgomery, Pa... . 


Ramsey, Minn. 
Onondaga, N. Y. 
Oklahoma, Okla. 
Passaic, N. J. 
Contra Costa, Cal. 


Population and Rank, 200 Largest Counties 
Estimates, January 1, 1954, for the 200 counties leading in population 


POPULA- 


LEADING 


CITY 


New York City 
Los Angeles 
Chicago 
Detroit 
Philadelphia 
Pittsburgh 
Cleveland 

St. Louis 
Baltimore 
Cambridge 


Houston 
Newark 
Buffalo 
Milwaukee 
Boston 
Hempstead 
Township 


Washington 
Oakland 

San Francisco 
Seattle 


Cincinnati 
Dallas 

San Diego 
Minneapolis 
Jersey City 
Yonkers 
Miami 
Hackensack 
New Orleans 
Birmingham 


Indianapolis 
Providence 
Hartford 
New Haven 
Kansas City 
Worcester 
Columbus 
Bridgeport 
San Antonio 
Lynn 


Memphis 
Rochester 
Louisville 
Portland 
Atlanta 


| Denver 
| Pontiac 


Norfolk 
Fort Worth 


| Chester 


Dayton 


| Akron 


Elizabeth 
Quincy 
Toledo 
Phoenix 
Gary 


| New Bedford 


Springfield 
Wilkes Barre 


| Lower Merion 


Township 
St. Paul 


| Syracuse 


Oklahoma City 


| Paterson 


Richmond 


TION 


Est. (in 
thousands 


a 
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COUNTY 
and 
STATE 


Davidson, Tenn. 
Suffolk, N. Y. 


San Bernardino, Cal 
Sacramento, Cal. 
Camden, N. J. 
Westmoreland, Pa. 
Kent, Mich. 
Henrico, Va. 
Pierce, Wash. 
Stark, Ohio 

Fresno, Cal. 

Salt Lake, Utah 


Douglas, Nebr. 
Genesee, Mich. 
Middlesex, N. J. 
San Mateo, Cal. 
Hillsborough, Fla. 
Sedgwick, Kans. 
Tulsa, Okla. 
Orange, Cal. 
Kern, Cal. 
Mahoning, Ohio 


Mobile, Ala. 

Berks, Pa. 
Monmouth, N. J. 
Prince Georges, Md.. 
Mercer, N. J. 
Albany, N. Y. 
Lackawanna, Pa. 
Kanawha, W. Va. 
Lancaster, Pa. 

New Castle, Del. 


Spokane, Wash. 
Polk, lowa 

Knox, Tenn. 
Oneida, N. Y. 
Arlington, Va. 
Macomb, Mich. 
Erie, Pa. 

El Paso, Tex. 
San Joaquin, Cal. 
St. Joseph, Ind. 


St. Clair, Wl. 
Jefferson, Tex. 
Mecklenberg, N. C. 
Hamilton, Tenn. 
St. Louis, Minn. 
York, Pa. 

Pulaski, Ark. 
Washington, Pa. 
Guilford, N. C. 
Riverside, Cal. 


Cambria, Pa. 
Lake, Ill. 
Dauphin, Pa. 
Niagara, N. Y. 
Nueces, Tex. 


| Tampa 


| Bakersfield 
Youngstown 


| Des Moines 


POPULA- 
TION 


Est. (in 
thousands 


LEADING 


CITY 


Nashville 
Patchogue 


342.9 
339.2 


San Bernardino 
Sacramento 
Camden 
Greensburg 
Grand Rapids 
Richmond 
Tacoma 
Canton 

Fresno 

Salt Lake City 


338.2 
336.2 
324.5 
317.2 
309.3 
308 .6 
307.7 
302.3 
301.9 
300.4 


Omaha 

Flint 

New Brunswick 
San Mateo 


300.2 
292.4 
290.3 
289.0 
288.9 
286.4 
275.6 
268.7 
267.3 
264.3 


Wichita 
Tulsa 
Santa Ana 


Mobile 
Reading 
Asbury Park 
Hyattsville 
Trenton 
Albany 
Scranton 
Charleston 
Lancaster 
Wilmingtcn 


259.6 
259.3 
257.2 


Spokane 


Knoxville 

Utica 
Alexandria 
Mount Clemens 
Erie 

El Paso 
Stockton 

South Bend 


East St. Louis 
Beaumont 
Charlotte 
Chattanooga 
Duluth 

York 

Little Rock 
Washington 
Greensboro 
Riverside 


Johnstown 
Waukegan 
Harrisburg 
Niagara Falls 
Corpus Christi 
Allentown 


Rarkvill 
' 


Pinellas, Fla. 
Plymouth, Mass. 
Bucks, Pa. 


Allen, Ind. 
East Baton 
Rouge, La. 
Schuylkill, Pa. 
Madison, tl. 
Broome, N. Y. 


St. Petersburg 
Brockton 
Bristol 


Fort Wayne 


Baton Rouge 
Pottsville 
Alton 
Binghamton 


COUNTY 
and 
STATE 


Hidalgo, Tex. 
Fayette, Pa. 


Caddo, La. 
Morris, N. J. 
Peoria, Ill. 
Bernalillo, N. M. 
Du Page, Ill. 
Beaver, Pa. 
Dane, Wisc. 
Travis, Tex. 
Greenville, S. C. 
Wyandotte, Kans. 


Vanderburgh, Ind. 
Charleston, S. C. 
Newport News, Va. 
Cumberland, Me. 
Trumbull, Ohio 
Monterey, Cal. 
Chester, Pa. 
Winnebago, I!!. 
Saginaw, Mich. 
Richland, S. C. 


Hillsborough, N. H 
Lorain, Ohio 
Butler, Ohio 
Chatham, Ga. 
Forsyth, N.C. 
Kane, Ill. 
Burlington, N. J. 
DeKalb, Ga. 
Orange, N. Y. 
Hinds, Miss. 


New London, Conn 
Spartanburg, S. C. 
Tulare, Cal. 
Schenectady, N. Y. 
Richmond, Ga. 
Washtenaw, Mich. 
Montgomery, Ala. 
Lane, Ore. 
Cameron, Tex. 
Wake, N. C. 


Yakima, Wash. 
Will, Wl. 
Dutchess, N. Y. 
Stanislaus, Cal. 
Polk, Fla. 

Orange, Fla. 
Chautauqua, N. Y. 
Roanoke, Va. 
Rock Island, Il. 
Jefferson, La. 


Atlantic, N. J. 
Kalamazoo, Mich. 
McLennan, Tex. 
Anne Arundel, Md. 
Blair, Pa. 

Ventura, Cal. 
Rensselaer, N. Y. 
Berkshire, Mass. 
Sangamon, Ill. 
Palm Beach, Fla. 


Total Above Counties 


% of U.S. A. 


LEADING 


CITY 


McAllen 
Uniontown 


| Shreveport 
| Morristown 


Peoria 
Albuquerque 
Elmhurst 


| Beaver Falls 


Madison 
Austin 
Greenville 
Kansas City 


Evansville 
Charleston 
Newport News 
Portland 
Warren 
Salinas 

West Chester 
Rockford 
Saginaw 
Columbia 


Manchester 
Lorain 
Hamilton 
Savannah 


Winston-Salem | 


Aurora 
Burlington 
Decatur 
Newburgh 
Jackson 


New London 
Spartanburg 
Visalia 
Schenectady 
Augusta 

Ann Arbor 
Montgomery 
Eugene 
Harlingen 
Raleigh 


Yakima 

Joliet 
Poughkeepsie 
Modesto 


| Lakeland 


Orlando 
Jamestown 
Roanoke 
Rock Island 


| Gretna 


Atlantic City 
Kalamazoo 
Waco 
Annapolis 
Altoona 
Ventura 
Troy 
Pittsfield 
Springfield 
West Palm 
Beach 


POPULA- 
TION 


Est. (in 
thousands 


188.4 
186.4 


185.7 
185.5 
182.0 
181.8 
181.5 
181.2 
179.6 
179.6 
178.0 
176.1 


175.3 
173.0 
172.6 
169.8 
169.3 
167.3 
167.3 
164.6 
164.6 
163.0 


162.0 
161.7 
160.2 
159.1 
158.8 
157.6 
157.2 
156.9 
156.0 
156.0 


155.0 
154.2 
152.3 
151.9 
150.6 
150.6 
149.0 
147.1 
146.7 
145.9 


145.1 
144.7 
144.3 
144.3 
144.2 
143.0 
141.5 
141.0 
140.9 
140.6 


139.6 
139.4 
139.3 
139.3 
138.6 
136.9 
136.6 
135.4 
135.3 


134.5 
88,979.4 


55.6053 


Pima, Ariz. 
Ingham, Mich. 
Northampton, Pa. 


Honolulu County, with a population of 351.2 
thousand, would rank 67 if included above. 


Tucson 
Lansing 
Bethlehem 


Duval, Fla. 
Santa Clara, Cal. 


Jacksonville 
San Jose 


* Boroughs © SM, 1954. 
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ALBUQUERQUE 
CINCINNATI 
CLEVELAND 


WHAT do you COLUMBUS 
WANT TO KNOW about: >. 


EL PASO 
EVANSVILLE 
FORT WORTH 
HOUSTON 
INDIANAPOLIS 
KNOXVILLE 
MEMPHIS 

NEW YORK 
PITTSBURGH 
SAN FRANCISCO 
WASHINGTON 
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pee ONE Of these cities is the center of an sales of consumer merchandise that each offers. 
important sales territory. Populations If we claimed to know everything, our im- 
range from well over 100,000 to millions. That | modesty would be unfounded. But what we 
means they are all metropolitan centers, where — don’t know we try to find out. So... 

the sales possibilities are big. Next time you have a question about one 
We make a habit of knowing a lot about or all of these markets, telephone or write to 


our markets, especially about the potential in Scripps-Howard Newspapers! 


SCRIPPS-HOWARD NEWSPAPERS 


NEWYORK . World-Telegram &TheSun COLUMBUS aaa DENVER. . . Rocky Mountain News 
CLEVELAND Press CINCINNATI BIRMINGHAM .. . . Post-Herald 
PITTSBURGH Press KENTUCKY MEMPHIS 

SAN FRANCISCO Covington edition, Cincinnati Post MEMPHIS .. . 

INDIANAPOLIS KNOXVILLE . . . . «News-Sentinel WASHINGTON 


General Advertising Department, 230 Park Avenue, New York City Chicago San Francisco Detroit Cincinnati Philadelphia Dalles 
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Total Net Effective Buying Income, 200 Leading Counties 


COUNTY 
and 
STATE 


New York, N. Y. 
(5 Counties* 
Cook, Iii. 
Los Angeles, Cal. 
Wayne, Mich. 
Philadelphia, Pa. 
Cuyahoga, Ohio 
Allegheny, Pa. 
St. Louis, Mo. 
Baltimore, Md. 
Nassau, N. Y. 


Essex, N. J. 
Middlesex, Mass. 
San Francisco, Cal. 
Harris, Tex. 
Milwaukee, Wisc. 
Alameda, Cal. 
District of Columbia 
Erie, N. Y. 

King, Wash. 
Westchester, N. Y. 


Suffolk, Mass. 
Dallas, Tex. 
Hamilton, Ohio 
Hennepin, Minn. 
Bergen, N. J. 
San Diego, Cal. 
Hartford, Conn. 
Fairfield, Conn. 
Dade, Fla. 
Marion, Ind. 


Hudson, N. J. 
New Haven, Conn. 
Jackson, Mo. 
Franklin, Ohio 
Monroe, N. Y. 
Orleans, La. 
Multnomah, Ore. 
Delaware, Pa. 
Denver, Colo. 
Union, N. J... 


Providence, R. |. 
Oakland, Mich. 
Jefferson, Ky. 
Worcester, Mass. 
Essex, Mass. 
Montgomery, Ohio 
Lucas, Ohio 
Jefferson, Ala. 
Fulton, Ga. 
Norfolk, Mass. 


Tarrant, Tex. 
Summit, Ohio 
Shelby, Tenn. 
Lake, Ind. 
Bexar, Tex. 
Montgomery, Pa. 


Norfolk, Va. 
San Mateo, Cal. 
Arlington, Va. 
Ramsey, Minn. 


Passaic, N. J. 
Sacramento, Cal. 
Hampden, Mass. 
Contra Costa, Cal. 
Onondaga, N. Y. 
Maricopa, Ariz. 
Santa Clara, Cal. 
Oklahoma, Okia. 


@/D Estimate 


LEADING 


CITY 


New York City 


Chicago 
Los Angeles 
Detroit 
Philadelphia 
Cleveland 
Pittsburgh 
St. Louis 
Baltimore 
Hempstead 
Township 


Newark 
Cambridge 
San Francisco 
Houston 
Milwaukee 
Oakland 
Washington 
Buffalo 
Seattle 
Yonkers 


Boston 
Dallas 


| Cincinnati 


Minneapolis 
Hackensack 
San Diego 
Hartford 
Bridgeport 


| Miami 
| Indianapolis 


| Jersey City 
| New Haven 


Kansas City 


| Columbus 
| Rochester 


New Orleans 


| Portland 
| Chester 
| Denver 

| Elizabeth 


| Providence 
| Pontiac 


Louisville 
Worcester 
Lynn 


| Dayton 


Toledo 


| Birmingham 
| Atlanta 


Quincy 


Fort Worth 
Akron 


| Memphis 
Gary 


| San Antonio 
| Lower Merion 


Township 
Norfolk 
San Mateo 
Alexandria 
St. Paul 


| NET E.B.I 
| CD | 
Estimate 


in thou- | Group 
sands 


15,428,590 


9,808 972 

9, 164,154 | 

5,087,678 | 
| 3,645,174 


e@noauas wr 


- 316,011 
.237 176 
201,611 
191,757 
166,775 


. 142,055 
093,416 | 
-083 ,603 
-055 436 
950,810 
947,491 
931,399 
926 456 
921,841 
916 ,361 


905 729 
861,449 | 
856 ,978 
852,765 
845,714 
842,964 | 
841,297 


sé 


671,351 | 
658, 152 | 
656,335 | 


SSer8 #FFf8R82 


647,049 

63€.511 | 
633,323 | 
629,235 | 
621,643 | 
616,518 
615,898 | 
607.644 | 


BISRLSR=E 


COUNTY 
and 
STATE 


Bristol, Mass. 
Camden, N. J. 


Henrico, Va. 
Douglas, Nebr. 
Genesee, Mich. 
Pierce, Wash. 
Davidson, Tenn... 
Kent, Mich. 
Luzerne, Pa. 
Sedgwick, Kans. 
Suffolk, N. Y. 
Middlesex, N. J. 


Tulsa, Okla. 

Stark, Ohio... 
Duval, Fla. 

San Bernardino, Cal. 
Salt Lake, Utah... 
Mahoning, Ohio 
Montgomery, Md. 
Fresno, Cal. 

Kern, Cal. 

Mercer, N. J. 


| 


s, 1953, for the 200 counties le 


ading 


city 


| New Bedford 
| Camden 


Prince Georges, Md. 


St. Joseph, Ind. 
Orange, Cal. 

Polk, lowa 

Berks, Pa. 
Westmoreland, Pa. 
Albany, N. Y. 
Monmouth, N. J. 
Lancaster, Pa. 
Spokane, Wash. 


New Castle, Del. 
Lake, Ill. 

Du Page, Ili. 
Jefferson, Tex. 
Erie, Pa. 

Kanawha, W. Va. 
Macomb, Mich. 
Allen, Ind. 

San Joaquin, Cal. 
Mecklenberg, N. C. 


Hillsborough, Fla. 
El Paso, Tex. 
Ingham, Mich. 
Oneida, N. Y. 
Lehigh, Pa. 
Peoria, tl. 
Morris, N. J. 
Lackawanna, Pa. 
Niagara, N. Y. 
Dane, Wisc. 


Dauphin, Pa. 
East Baton 
Rouge, La. 
York, Pa... 
Mobile, Ala... 
Bucks, Pa. 
St. Clair, I... .. 
Broome, N. Y. 
Nueces, Tex.. . 
St. Louis, Minn. 
Madison, lil. 


Guilford, N.C. 
Pulaski, Ark. 
Knox, Tenn... .. 
Pinellas, Fla... . 
De Kalb, Ga... .. 
Northampton, Pa. 
Bernalillo, N. M. 


| Richmond 


Omaha 
Flint 


| Tacoma 


Nashville 


| Grand Rapids 
| Wilkes Barre 


Wichita 


| Patchogue 


New Brunswick 


| Tulsa 
| Canton 


Jacksonville 
San Bernardino 
Salt Lake City 
Youngstown 


| Rockville 

| Fresno 

| Bakersfield 
| Trenton 


Hyattsville 
South Bend 


| Santa Ana 


Des Moines 


| Reading 


Greensburg 
Albany 


| Asbury Park 


Lancaster 


Spokane 


Wilmington 


Waukegan 
Elmhurst 
Beaumont 

Erie 

Charleston 
Mount Clemens 
Fort Wayne 
Stockton 
Charlotte 


Tampa 

El Paso 
Lansing 
Utica 
Allentown 
Peoria 
Morristown 
Scranton 
Niagara Falls 
Madison 


| Harrisburg 


Baton Rouge 
York 

Mobile 

Bristol 

East St. Louis 


| NET,E.B.I. 


LEADING | @D 


| 


524,659 
520,509 
514,247 
513,464 
510,463 
508 , 536 
506 485 
505 632 


502,135 


501,339 | 
498,960 | 


494 760 
482,614 


479 844 
474 046 
460 835 
456 , 988 
452,693 


451,725 
451 436 
447,104 


445,915 | 


445,705 
444 962 
437 408 
433 ,792 
429,382 
427,143 


426 204 
423,655 
397,992 
383 , 295 
380 357 
378,784 
375,201 
371,904 
371,129 
364 , 307 


363 760 
351,803 
349,139 
348 452 
343,370 
338 ,930 
338,218 
337 ,067 
335,953 
335,747 


334 323 


332,237 
331,828 
331,130 
330,623 
326 587 
324,061 
323 044 


322,791 | 
321,248 | 


317,666 | 
316,837 | 
314,171 | 
312,058 | 
310,698 

306,783 | 
304.269 | 


in this category 


COUNTY 
and 
STATE 


Monterey, Cal. 
Beaver, Pa. 
Winnebago, III. 


Washington, Pa. 
Pima, Ariz. 

Kane, Ill. 
Plymouth, Mass. 
Vanderburgh, Ind. 
Riverside, Cal. 


Lorain, Ohio... 
Trumbull, Ohio 


Wyandotte, Kans. 
Caddo, La. 
Chester, Pa. 

Butler, Ohio 
Travis, Tex. 
Cambria, Pa. 
Newport News, Va. 
New London, Conn. 
Greenville, S. C. 
Rock Island, lil. 


Cumberiand, Me... . 
Fairfax, Va. 
Saginaw, Mich. 
Lane, Ore. 
Schuylkill, Pa’ . 
Washtenaw, Mich. . 
Will, i. 

Lubbock, Tex... .. 
Hillsborough, N. H.. 
Burlington, N. J.. 


Solano, Cal. 
Orange, N. Y. 
Forsyth, N.C. 
Fayette, Pa. 
Sangamon, Ill. 
Kalamazoo, Mich. 
Lancaster, Nebr. 
Ventura, Cal. 
Richland, S. C. 
Roanoke, Va. 


Hinds, Miss. 
Dutchess, N.Y... .. 
Rensselaer, N. Y. 
Galveston, Tex. 
Racine, Wisc... .... 
Charleston, S.C... 
Chatham, Ga... . 
Marin, Cal... ... 
Calhoun, Mich... 
Champaign, Ill... 


Stanislaus, Cal. 
Shawnee, Kans. 
Wichita, Tex. 
Berkshire, Mass... . 
Jefferson, La. 
Chautauqua, N. Y. 
Wake, N. C. 
Atlantic, N. J. 
Tulare, Cal. 
Orange, Fla. 


Total Above Counties 
% AU.S.A........1 


LEADING 


ciTYy 


Salinas 
Beaver Falls 
Rockford 


Washington 
Tucson 
Aurora 
Brockton 
Evansville 
Riverside 
Schenectady 
Chattanooga 
Lorain 
Warren 


Kansas City 
Shreveport 
West Chester 
Hamilton 
Austin 
Johnstown 
Newport News 
New London 
Greenville 
Rock Island 


Portland 
Falls Church 
Saginaw 
Eugene 
Pottsville 
Arn Arbor 
Joliet 
Lubbock 
Manchester 
Burlington 


Vallejo 
Newburgh 
Winston-Salem 
Uniontown 
Springfield 
Kalamazoo 
Lincoin 
Ventura 
Columbia 


Galveston 
Racine 
Charleston 
Savannah 
San Rafael 
Battle Creek 
Champaign 


Modesto 
Topeka 
Wichita Falis 
Pittsfield 
Gretna 
Jamestown 
Raleigh 
Atlantic City 
Visalia 
Orlando 


Honolulu County, with a Net Effective Buying 
Income of $608,231 thousand would rank 68 if 


included above. 


NETEBI.) 
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Who will make the decision? 


1954 


For a few things, Mrs. only. 
For a few things, Mr. only. 
For most things, Mr. and Mrs. 


Like mos: magazines, Town 
Journal specializes. Unlike any 
other magazine, Town Journal 
specializes in serving the 


decision-makers, men and women, 
who live in Country-Side towns. 


May we help you? 


TOWN JOURNAL 


Graham Patierson, Publisher 
Washington Square, Phila. 5, Pa. 


e Sell the whole Country-Side market. 
Buy the Country-Side Unit—TowNn 
JOURNAL and FARM JOURNAL. Cir- 
culation 4,350,000. 
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COUNTY 
and 
STATE 


Arlington, Va. 
Montgomery, Md. 
Westchester, N. Y 
Nassau, N. Y. 


Fairfield, Conn. 
Du Page, lil. 
Lake, lil. 
Montgomery, Pa. 


Hartford, Conn. 
San Mateo, Cal. 


Delaware, Pa 
Union, N. J. 
Bergen, N. J. 
Cuyahoga, Ohio 
Norfolk, Mass 
Essox, N. J. 

De Kalb, Ga. 


Prince Georges, Md. 


Cook, tl. 
Wayne, Mich. 


St. Joseph, tnd. 
Mercer, N. J. 
Lucas, Ohio 
Lake, Ind. 
District of 
Columbia 
Dane, Wisc. 
Dallas, Tex. 
Franklin, Ojo 
San Francisco, Cal. 
Milwaukee, V. isc 


Morris, N. J. 
Montgomery, Ohio 
Mahoning, Ohio 
New Haven, Conn. 
Harris, Tex. 
Oakland, Mich. 
Kane, Il. 

El Paso, Tex 

New Castle, Dil. 
Chester, Pa. 


Mecklenberg, N. C. 
Ingham, Mich. 
Marion, Ind. 
Lancaster, Pa. 
Henrico, Va. 
Middlesex, Mass. 
Monterey, Cal. 
Contra Costa, Cal. 
Washtenaw, Mich 
Hennepin, Minn. 


Allen, ind. 
Genesee, Mich. 
New York (5 
Counties*), N. Y. 
Middlesex, N. J. 
East Baton 
Rouge, La. 
Sacramento, Cal. 
Lorain, Ohio 
Jefferson, Tex. 
Peoria, Ili. 
Summit, Ohio 


Burlington, N. J. 
Butler, Ohio 
Allegheny, Pa. 
Bernalillo, N. M. 
Monroe, N. Y. 
King, Wash. 


Per Family Effective Buying Income, 200 Counties 


G7) Estimates, 1953, for the 200 counties leading in population 


LEADING 


CITY 


Alexandria 
Rockville 
Yonkers 
Hempstead 
Township 
Bridgeport 
Elmhurst 
Waukegan 
Lower Merion 
Township 
Hartford 
San Mateo 


Chester 
Elizabeth 
Hackensack 
Cleveland 
Quincy 
Newark 
Decatur 
Hyattsville 
Chicago 
Detroit 


South Bend 
Trenton 
Toledo 
Gary 


Washington 
Madison 
Dallas 
Columbus 
San Francisco 
Milwaukee 


Morristown 
Dayton 
Youngstown 
New Haven 
Houston 
Pontiac 
Aurora 

EI Paso 
Wilmington 
West Chester 


Charlotte 
Lansing 
Indianapolis 
Lancaster 
Richmond 
Cambridge 
Salinas 
Richmond 
Ann Arbor 
Minneapolis 


| Fort Wayne 
Flint 


New York City 
New Brunswick 


Baton Rouge 
Sacramento 
Lorain 
Beaumont 
Peoria 

Akron 


Burlington 
Hamilton 
Pittsburgh 
Albuquerque 
Rochester 
Seattle 


NET E.B.1. 
PER 
FAMILY 


SM 


Estimates 
9.375 


8,230 
7,804 


AAOmMnannaanna 


oon em 


oooaaneoa 


aooanonronroneneneaen ae 


ooaonn oe 


Rank 
in 
Group 


COUNTY 
and 
STATE 


Nueces, Tex. 
Beaver, Pa. 
Dade, Fla. 
Alameda, Cal. 


St. Louis, Mo. 


Schenectady, N. Y. 


Philadelphia, Pa. 
Rock Island, lil. 
Denver, Colo 
Macomb, Mich. 
Passaic, N. J. 
Polk, lowa 
Lehigh, Pa. 


Newport News, Va. 


Dutchess, N. Y. 
Ramsey, Minn. 
Fulton, Ga. 
Guilford, N. C. 
Berks, Pa. 
Douglas, Nebr. 
Will, tl. 
Winnebago, lil. 
Roanoke, Va. 
Norfolk, Va. 


Trumbull, Ohio 
Santa Clara, Cal. 
Travis, Tex. 
Tulsa, Okla. 
Kern, Cal. 


New London, Conn. 


Wake, N.C. 
Erie, N. Y. 
Hudson, N. J. 
Onondaga, N. Y. 


Suffolk, Mass. 
Northampton, Pa. 
Hamilton, Ohio 
Tarrant, Tex. 
Pierce, Wash. 
Bucks, Pa. 
Camden, N. J. 
Stark, Ohio 
Jefferson, Ky. 
Monmouth, N. J. 


Jackson, Mo. 
Erie, Pa. 
Ventura, Cal. 

Los Angeles, Cal. 
Hampden, Mass. 
Kanawha, W. Va. 
Broome, N. Y. 
Niagara, N. Y. 
Baltimore, Md. 
San Diego, Cal. 


Albany, N. Y. 
Salt Lake, Utah 
Spokane, Wash. 
Dauphin, Pa. 
Kalamazoo, Mich. 
Bexar, Tex. 
Richland, S. C. 
Pima, Ariz. 
Suffolk, N. Y. 
Kent, Mich. 


San Joaquin, Cal. 
Sedgwick, Kans. 


Anne Arundel, Md. 


Vanderburgh, Ind. 
Shelby, Tenn. 
Multnomah, Ore. 


LEADING 


CITY 


Corpus Christi 
Beaver Falls 
Miami 
Oakland 


St. Louis 
Schenectady 
Philadelphia 


| Rock Island 


Denver 


| Mount Clemens 


Paterson 


| Des Moines 


Allentown 
Newport News 


| Poughkeepsie 


St. Paul 
Atlanta 
Greensboro 
Reading 


| Omaha 


Joliet 
Rockford 


Roanoke 
Norfolk 


Warren 
San Jose 


| Austin 


Tulsa 
Bakersfield 
New London 
Raleigh 


| Buffalo 
| Jersey City 
| Syracuse 


Boston 
Bethiehem 
Cincinnati 
Fort Worth 
Tacoma 


| Bristol 


Camden 


| Canton 


Louisville 
Asbury Park 


| Kansas City 


Erie 
Ventura 


| Los Angeles 
| Springfield 


Charleston 
Binghamton 
Niagara Falls 


| Baltimore 
| San Diego 


| Albany | 
| Salt Lake City 


Spokane 
Harrisburg 
Kalamazoo 
San Antonio 
Columbia 
Tucson 
Patchogue 
Grand Rapids 


Stockton 
Wichita 
Annapolis 
Evansville 
Memphis 
Portland 


NET E.B.1. 
PER 
FAMILY 


SM 


Estimates 


5,863 


Rank 
in 
Group 


COUNTY 
and 
STATE 


Forsyth, N.C. 
Lane, Ore. 
Madison, Iii. 
Davidson, Tenn. 


Rensselaer, N. Y. 
Greenville, S. C. 
Orieans, La. 
Oklahoma, Okla. 
York, Pa. 
Saginaw, Mich. 
Jefferson, La. 
Sangamon, Ill. 
Worcester, Mass. 
Hinds, Miss. 


Essex, Mass. 
Maricopa, Ariz. 
Providence, R. |. 
Caddo, La. 
Wyandotte, Kans. 
Oneida, N. Y. 
Berkshire, Mass. 
Duval, Fla. 
Orange, N. Y. 
Pulaski, Ark. 


Cumberland, Me. 
Fresno, Cal. 
Washington, Pa. 
Westmoreland, Pa. 
Richmond, Ga. 
Jefferson, Ala. 
Hillsborough, N. H. 
Orange, Cal. 

St. Louis, Minn. 
St. Clair, til. 


Cambria, Pa. 
Knox, Tenn. 
Luzerne, Pa. 
Plymouth, Mass. 
McLennan, Tex. 


LEADING 


CITY 


Winston-Salem 
Eugene 

Alton 

Nashville 


Troy 
Greenville 
New Orleans 
Oklahoma City 
York 

Saginaw 
Gretna 
Springfield 
Worcester 
Jackson 


Lynn 
Phoenix 
Providence 
Shreveport 
Kansas City 
Utica 
Pitts‘ield 
Jacksonville 
Newburgh 
Little Rock 


Portland 
Fresno 
Washington 
Greensburg 
Augusta 
Birmingham 
Manchester 
Santa Ana 


| Duluth 
| East St. Louis 


Johnstown 
Knoxville 
Wilkes Barre 
Brockton 
Waco 


M g! y; Ala. 
Lackawanna, Pa. 
Stanislaus, Cal. 
Atlantic, N. J. 
Orange, Fla. 


Spartanburg, S. C. 
Mobile, Ala. 

San Bernardino, Cal. 
Bristol, Mass. 
Hamilton, Tenn. 
Chatham, Ga. 
Charleston, S. C. 
Blair, Pa.... 
Fayette, Pa. 

Palm Beach, Fla. 


Chautauqua, N. Y. 
Tulare, Cal. 
Yakima, Wash. 
Schuylkill, Pa. 
Pinellas, Fla. 
Cameron, Tex. 
Hillsborough, Fi: . 
Polk, Fla. ‘ 
Riverside, Cal. 
Hidalgo, Tex. 


U. S. Per Family 
Income 


¥ y 
Scranton 
Modesto 


| Atlantic City 


Ortando 


| Spartanburg 
| Mobile 


San Bernardino 


| New Bedford 


Chattanooga 
Savannah 
Charleston 


| Altoona 
| Uniontown 
W. Paim Beach 


Jamestown 
Visalia 


| Yakima 


Pottsville 

St. Petersburg 
Harlingen 
Tampa 
Lakeland 
Riverside 
McAllen 


NET E.B.I. 
PER 


FAMILY 


Rank 


| Group 


Estimates 


5,267 137 
5,253 
5,232 


Honolulu County, with a Per Family Income 
of $6,743 would rank 15 if included above. 
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SO EE GO AN TT 


These Executives have witnessed 


House Beautiful's 
buying power in action! 


Mr. Samuel Cabot, Jr., 
Treasurer, 
Samuel Cabot, Inc. 


Mr. Samuel Cabot, Jr., Treasurer, 
SAMUEL CABOT, INC. 


says 


Mr. R. C. Rolfing, President, 
THE RUDOLPH WURLITZER CO. 


says 


Mr. J. A. Shadle, Sales Manager, 
THE MASLAND DURALEATHER CO. 
says 

And we say 

isn’t this the kind of 

‘sales action you want? 


4 


Mr. J. A. Shadle, 
Sales Manager, 
The Masland Duraleather Co. 


Mr. R. C. Rolfing, 
President, 
The Rudolph Wurlitzer Co. 


“We have advertised in HOUSE BEAUTIFUL regularly for 57 years 
...we intend to continue and expand our advertising campaign in 
this profitable medium.” 


“Wurlitzer Organ Dealers...want me to congratulate you on the 
fine job your magazine is doing for us... Again this year, we expect 
HOUSE BEAUTIFUL to carry the major part of the Wurlitzer 


Organ advertising load.” 


“We are in our seventh year as HOUSE BEAUTIFUL advertisers... 
DURAN sales have increased over 1500% since 1947.” 


What House Beautiful’s buying power has done for these advertisers 
it can do for you. You'll have super profits if you talk to our super- 
buyers—our 2,900,000 readers.* They “have what it takes” to give 
you plenty of sales action. And—as the three gentlemen above have 
said—they give it!! 

* 414 readers per copy 


It pays to be a regular HOUSE BEAUTIFUL advertiser 
because HOUSE BEAUTIFUL sells both sides of the counter! 


House Beautiful «<< 


572 Madison Avenue, New York 22, New York 
Branch Offices: 1447 Peachtree Street, N.E., Atlanta 5, Ga. - 1132 Park Square Building, Boston 16, Mass. + 326 West Madison Street, Chicago 6, Ill. 


Hippodrome Building, Cleveland 14, Ohio - 


MAY 10, 1954 


1709 West 8th Street, Los Angeles 17, California + P. 0. Box 3142, Tyler, Texas 
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COUNTY 
and 
STATE 


Arlington, Va. 
Westchester, N. Y. 
Montgomery, Md. 
San Mateo, Cal. 
San Francisco, Cal. 
Nassau, N. Y. 


Fairfield, Conn. 
Du Page, lil. 
Bergen, N. J. 
Hartford, Conn. 


Union, N. J. 
Cook, ti. 
Cuyahoga, Ohio 
Lake, lil. 
Montgomery, Pa. 


Lucas, Ohio 
Delaware, Pa. 
Essex, N. J. 
King, Wash. 
Dallas, Tex. 


Alameda, Cal. 
St. Joseph, Ind. 
De Kalb, Ga. 
Marion, Ind. 
District of 
Columbia, D. C. 
Milwaukee, Wisc. 
Norfolk, Mass. 
Los Angeles, Cal. 
Franklin, Ohio 
Wayne, Mich. 


Montgomery, Ohio 

Lake, Ind. 

Denver, Colo. 

New York (5 
Counties*), N. Y. 

Harris, Tex. 

New Haven, Conn. 

Jackson, Mo. 

Sacramento, Cal. 

Polk, lowa 

Alien, ind. 


Kane, lil. 
Schenectady, N. Y. 
Hennepin, Minn. 
Dane, Wisc. 
Peoria, Il. 
Multnomah, Ore. 
Monroe, N. Y. 
Ingham, Mich. 

St. Louis, Mo. 

San Diego, Cal. 


Dade, Fia. 
Morris, N. J. 
Winnebago, Iti. 
Tulsa, Okla. 
Passiac, N. J. 
Oakland, Mich. 
Mahoning, Ohio 
Monterey, Cal. 
Mercer, N. J. 
Hamilton, Ohio 


Summit, Ohio 
Rock Island, til. 
Spokane, Wash. 
Genesee, Mich. 
New Castle, Del. 


Prince Georges, Md..| Hyattsville 


Contra Costa, Cal. 


Per Capita Effective Buying Income, 200 Counties 


Estimates, 1953, for the 200 counties leading in population 


NET E.B.I. NETEBI.| 
PER 
LEADING | CAPITA | Rank COUNTY | LEADING | CAPITA tm: COUNTY LEADING Rank 
in 
| 


in and i and 
CITY Sl STATE CITY aa STATE CITY 
Allegheny, Pa. Newburgh 


| Estimates 
| 
| 
} 
} 
| 
| Elizabeth . Hudson, N. J. Little Rock 
Chicago ° | } ......| Saginaw 
| Cleveland | | Tarrant, Tex. 
Waukegan Berks, Pa...... 
Lower Merion | Butler, Ohio. . 
Township Philadelphia, Pa. 
| Toledo Kern, Cal... ... 
Chester Sangamon, Ill. 
Newark Jefferson, Ky. Louisville 
Seattle Onondaga, N. Y. Syracuse 
Dallas Pierce, Wash. Tacoma 
Monmouth, N. J. Asbury Park 


El Paso, Tex. El Paso 
Guilford, N. C. Greensboro 
Fresno, Cal. ..| Fresno 


Alexandria ‘ Lancaster, Pa. 
Yonkers , Sedgwick, Kans. 
Rockville y Douglas, Nebr... 
San Mateo : Santa Clara, Cal. 
San Francisco : | Jefferson, Tex. 
Hempstead | Albany, N. Y. 
Township ’ | Ramsey, Minn. 
Bridgeport ; | Lorain, Ohio 
Elmhurst ’ Middlesex, N. J. 
Hackensack | . } Middlesex, Mass. 
Hartford Henrico, Va. 


RR 888. 


Shelby, Tenn. ..| Memphis 
Berkshire, Mass.....| Pittsfield 
Travis, Tex. ..| Austin 
Newport News, Va...| Newport News 
St. Louis, Minn......| Duluth 
Burlington 
Worcester 


#3233393) 


x 
s 
88 
a3 


I 
> 
s 


YRRz 


SSSISAPAIVNUSSES 


— ett et 


Nashville 
Phoenix 
Patchogue 
Shreveport 
Utica 
Manchester 
East St. Louis 
Portland 
Brockton 
Gretna 


2b; 
#88 #8 


88283822223 


> 


meaieiiada 
pS55883 


Ce ee ee | 
SSSSSRfRREE 


S238 


Oakland 
| South Bend 
| Decatur 
Indianapolis 


Lehigh, Pa... . | Allentown 
East Baton San Bernardino, Cal. | San Bernardino 
Rouge, La. ...| Baton Rouge Atlantic, N. J. | Atlantic City 
Mecklenberg, N.C...| Charlotte Forsyth, N.C... Winston-Salem 

Oklahoma, Okla. | Oklahoma City Chautauqua, N. Y. Jamestown 

Will, M....... | Joliet Greenville, S. C. Greenviile 
Erie, N. Y..... | Buffalo Stanislaus, Cal... . Modesto 
Bucks, Pa.... | Bristol Bexar, Tex... San Antonio 
Bernalillo, N. M. | Albuquerque Washington, Pa. Washington 
New London, Conn...| New London Hinds, Miss.........| Jackson 
Broome, N. Y. | Binghamton Duval, Fla. Jacksonville 


a 
Ea 
N 


—~—s = © 
ae 
R @ 


Washington 
| Milwaukee 

Quincy 

Los Angeles 

Columbus 

Detroit 


AAnanaaae 
Rr Bs | 


S3essee 


ee ee ee 


Beestee3 


Dayton 
Gary 
Denver 


006 
,997 
980 
966 
945 
944 
944 
941 
938 
935 
926 
,923 


Vanderburgh, Ind....| Evansville 
Lane, Ore..... Eugene 
Fulton, Ga... . | Atlanta 
Camden, N. J... . Camden 
Orange, Cal... . Santa Ana 
Beaver, Pa.... Beaver Falls 
Kent, Mich... . | Grand Rapids 
Stark, Ohio... . Canton 
Madison, ill.........| Alton 
Trumbull, Ohio Warren 


o 
S 
a 


Paim Beach, Fila. 
Orange, Fia. 
Jefferson, Ala. 
Wake, N. C. 
Westmoreland, Pa. 
McLennan, Tex. 
Riverside, Cal. Riverside 
Bristol, Mass. | New Bedford 
Richland, S. C. | Columbia 
Lackawanna, Pa. Scranton 


wo 
2 
a 
2 
S 
a 
=> 
23 
sa 


| New York City 
Houston 
New Haven 
Kansas City 
Sacramento 
Des Moines 
Fort Wayne 


BSERBRBBESS SBBBBaE5 


SSRSSRSRE BRS 


Ss se 


Ventura, Cal... . Ventura 
| Niagara Falis 
| Springfield 
West Chester 


— 
-_ 


| Aurora 
Schenectady 
| Minneapolis 


Yakima, Wash. | Yakima 
Anne Arundel, Md.._| Annapolis 
..| Wilkes Barre 
Knoxville 


= 
F 


$233 
serers 
S88sssFs FBSRFSF33 


| St. Louis 
San Diego 


San Joaquin, Cal. 
Washtenaw, Mich. 


= 


eee et ett tt 
eet tt tt 


gg88 
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Hamilton, Tenn... . 


| Miami 

| Morristown 
Rockford 

| Tulsa 
Paterson 
Pontiac 
Youngstown 
Salinas 
Trenton 
Cincinnati 


8 
~ 


Cambria, Pa...... Johnstown 
Mobile, Ala... ..| Mobile 
Hillsborough, Fla. . Tampa 
Schuylkill, Pa.......| Pottsville 
Fayette, Pa.........| Uniontown 
Charleston, S. C.....| Charleston 
Spartanburg, S. C....| Spartanburg 
Polk, Fla........ Lakeland 
Cameron, Tex. Harlingen 
Hidalgo, Tex. | McAllen 

| 


22 
— 
a 


Mount Clemens 
Troy 
Salt Lake City 
Norfolk 
Baltimore 
Wyandotte, Kans. . Kansas City 
Nueces, Tex. ; Corpus Christi 
Roanoke, Va.. .. | Roanoke 
Essex. Mass. | Lynn 


@ & 
<a 
eo & 


8 


eo on 
S828858 
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2 
ee ee 


a 
~ 
ao 


Akron 
Rock Island 
Spokane 
Flint 

| Wilmington 


York, Pa..... York U. S. Per Capita 
Pima, Ariz....... Tucson } ¢ } Income........... 1,537 
Orleans, La.........| New Orleans | As S&S Eee Ss. ae ™ 
Providence, R. |. Providence } } 

Pinellas, Fla........| St. Petersburg Honolulu County, with a Per Capita Income 
Kanawha, W. Va.... | Charleston } of $1,732 would rank 77 if included above. 


Dutchess, N. Y. | Poughkeepsie 


TTT LLL. 
TT B82 


| Richmond 


* Boroughs 
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SALES MANAGEMENT 


You’ll win the West when you campaign with radio. 


For only radio, of all media, delivers all of the far-flung, 


spread-out West Coast market at one stroke. 


In the West, the Columbia Pacific Radio Network is 
radio’s heaviest artillery. With its balanced 
coverage, Columbia Pacific Radio delivers more Western 
families than any other network. And commands 


the largest audiences year after year! 


To capture the Coast for your sales, launch 


your next campaign with the West Coast’s leader... 


THE COLUMBIA PACIFIC RADIO NETWORK 


Represented by CBS Radio Spot Sales 


Consumer Units in Top Income Group, 200 Leading Counties 
Estimates, 1953, for the 200 counties leading in consumer spending units in over-$7,000 group 


| No. of No. of No. of 
Units With Units With 
LEADING Incomes | Rank COUNTY Incomes | Rank COUNTY LEADING 
over $7,000 | in and over $7,000} in and 


CITY o 7) STATE Group STATE CITY 


(Est. in (Est. in 
thousands) thousands) 


535,547 18,150 
382,011 Be da 18,065 
311,689 c : 17,549 
192,811 ‘Okla... 17,107 
110,973 "Saetne 16,972 
110,197 16,958 

16,687 
91,889 L 16,572 
88,638 . 16,498 
74,997 16,179 
72,448 ae 15,859 
15,676 


SAssesAaAsANISgs 


68,251 
67,487 15,137 
65, 680 15,134 
" 64,111 14,976 
Middlesex, Mass... 63,209, ee 14,889 
Milwaukee, Wis.....| Milwaukee 60,675 } 14,589 

.| "Houston 59,079 14,299 
.| Hackensack 67,903 ’ 14,102 
.| Oakland 57,498 13,858 
Seattle 62,949 teat! 13,739 
13,737 


Buffalo 47,569 
Dallas 47,046 
Minneapolis 44,878 
Cincinnati 41,043 
40,510 
39,988 
39,416 
39,237 
38,739 
37,869 


13,701 
13,669 
13,463 
13,378 
13,362 
13,290 
13,269 
12,822 
12,630 
12,538 


SSSeReNsses SSSIsSRESRS 


SBBNVBRRSR2 


36,793 
36 , 696 12,524 
12,461 
12,064 
11,876 
11,369 
11,300 
11,188 
11,002 
10,960 
10,887 


Oakland, Mich 33,608 
New Haven, Conn... 32,520 
32,295 


SSSCRRRBRS 


a 
— 


10,837 
10,806 
10,760 
10,651 


29,836 
29,834 
29,082 
28,950 
28,152 
26,455 
25,297 
25,136 
-| Louisville 24,485 


&f8s8 


10,624 
10,548 
10,370 
10,272 
10,237 
10,168 


Ssers 


-| Providence 23,800 
23,614 
23,546 
22,956 
22,509 
22,433 
22,197 
21,705 
21,665 
21,181 
21,067 
20,941 
20,602 
19,611 
18,646 
18,415 
18,241 
18,215 


10,076 
10,009 
9,722 
9,698 
9,585 
9,554 
9,454 
9,322 
9,154 
9,110 
9,081 
8,945 
8,853 
8,595 


SBISRLSRSLSSSISETSRS 


SALES MANAGEMENT 


HALF a loaf 
isa 


compromise — 


You can’t afford 


to compromise 


in 1954— 


The Detroit Times 
“HALF” of the 
Detroit Market 
doubles 


your sales 


(and profit) 
5% of Detroit area families 


are in the $10,000 or more potential 


income bracket. 29% have 

an income of $5,000 to 

$10,000 and 64% have an 

income of $5,000 or below. 

(U. S. Census) The ratio of 

Detroit Times circulation 

among income groups in the 

Detroit area follows this Us r B : 
same pattern. Thus Detroit The Detroit Times “HALF” of the Detroit Market 
Times advertisers are assured Is Just as Important as the “Other Half” 
of equitable coverage among 

all income groups. 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
MAY 10, 1954 


Dollar Volume in Top Income Group, 200 Leading Counties 


G77) Estimates, 1953 ng in income in the over-$7,000 group 


NETE.B.I 


COUNTY LEADING COUNTY LEADING 


and 
STATE 


New York, N. Y. 
(5 Counties*) 
Cook, iH. 
Los Angeles, Cal. 
Wayne, Mich. 
Cuyahoga, Ohio 
Philadelphia, Pa. 
Nassau, N. Y. 


Allegheny, Pa. 
St. Louis, Mo. 
Westchester, N. Y. 


Essex, N. J. 
Middlesex, Mass. 
Harris, Texas 

San Francisco, Cal. 
Baltimore, Md. 
Bergen, N. J. 
Milwaukee, Wis. 
Alameda, Cal. 
Dallas, Texas 
Fairfield, Conn. 


King, Wash. 
District of Columbi 


CITY 


Estimates | Group 
in thous. 


New York City 5,861,114 


Chicago 
Los Angeles 
Detroit 
Cleveland 
Philadelphia 
Hempstead 
Township 
Pittsburgh 
St. Louis 
Yonkers 


Newark 
Cambridge 
Houston 

San Francisco 
Baltimore 
Hackensack 
Milwaukee 
Oakland 
Dalias 
Bridgeport 


Seattie 


Woachi 


Erie, N. Y. 
Hartferd, Conn. 
Hennepin, Minn. 
Hamilton, Ohio 
Union, N. J. 
Suffolk, Mass. 
Delaware, Pa. 
Marion, Ind. 


Dade, Fla. 

New Haven, Conn. 
Franklin, Ohio 
San Diego, Cal. 
Arlington, Va. 
Hudson, N. J. 
@akland, Mich. 
Montgomery, Pa. 


Monroe, N. Y. 
Norfolk, Mass. 


Jackson, Mo. 
San Mateo, Cal. 


Worcester, Mass. 


Santa Clara, Cal. 
Ramsey, Minn. 
Bexar, Texas... 
Contra Costa, Cal. 
Du Page, Iii. 
Onondaga, N. Y. 
Henrico, Va.. 
Genesee, Mich. 


| Buffalo 


Hartford 
Minneapolis 
Cincinnati 
Elizabeth 
Boston 
Chester 
Indianapolis 


New Haven 
Columbus 
San Diego 
Alexandria 
Jersey City 
Pontiac 
Lower Merion 
Township 


| Rochester 


Quincy 


| Kansas City 


San Mateo 
Toledo 


| Denver 


New Orleans 


Dayton 


| Portland 


Louisville 
Atlanta 
Rockville 


Gary 
Akron 


| Providence 


Lynn 
Birmingham 


| Fort Worth 
| Memphis 


4,840 696 
3,818,689 
2,354,478 
1,392,702 


1,332,243 


1,275,942 


1,050,598 


| 1,006 622 


974 ,887 


952 ,382 
812,609 
801 ,460 
791 ,906 
787 812 
750 , 796 
740,955 
701,195 
663, 130 
641 ,930 


639,197 
625 401 
613,322 
604 483 
532,926 
522,004 
510,950 
486,209 
481 ,325 
479,241 


473,210 
464 096 
457,560 
447,125 
431,574 
431 226 
420,736 


SBISE2BR2 


and 
STATE 


Norfolk, Va.. 
Hampden, Mass. 


Prince Georges, Md. 
Camden, N. J. 
Oklahoma, Okla. 
Middlesex, N. J. 
Suffolk, N. Y. 

Tulsa, Okla. 
Mercer, N. J. 
Maricopa, Ariz. 
Lake, lil... . 

St. Joseph, Ind. 


Mahoning, Ohio 
Kent, Mich. 
Douglas, Neb. 
New Castle, Del. 
Kern, Cal. 
Lancaster, Pa. 
Sedgwick, Kan. 
Albany, N. Y. 
Salt Lake, Utah 
Fresno, Cal. 


Polk, lowa.. 
Monmouth, N. J... 
Davidson, Tenn. 
Stark, Ohio. . 
Berks, Pa..... 
Morris, N. J.. 
Pierce, Wash. 
Spokane, Wash. 
De Kalb, Ga. 
Duval, Fla... 


Orange, Cal. 
Mecklenburg, N. 
Bristol, Mass. 
Macomb, Mich. 
Jefferson, Texas 
Alien, Ind. 

Ingham, Mich. 
Luzerne, Pa. 
Fairfax, Va.... 

San Bernardino, Cal. 


East Baton Rouge, La. 


San Joaquin, Cal. 
Nueces, Texas 
El Paso, Texas 
Kanawha, W. Va. 
Erie, Pa... 
Bucks, Pa.. 


Lehigh, Pa. 
Westmoreland, Pa. 
Broome, N. Y. 
Niagara, N. Y. 
Bernalillo, N. M. 
Oneida, N. Y. 
Schenectady. N. Y. 
Winnebago, til. 
Monterey, Cal... 
Johnson, Kan. 


Guilford, N. C. 


| 


Springfield 


South Bend 


| Youngstown 
| Grand Rapids 


CITY 


Norfolk 


Hyattsville 
Camden 
Oklahoma City 
New Brunswick 
Patchogue 
Tulsa 

Trenton 
Phoenix 
Waukegan 


| Omaha 
| Wilmington 
| Bakersfield 


Lancaster 
Wichita 
Albany 

Salt Lake City 
Fresno 


| Des Moines 


Asbury Park 


| Nashville 


| Canton 
| Reading 


Morristown 
Tacoma 
Spokane 
Atlanta 
Jacksonville 


Santa Ana 
Charlotte 

New Bedford 
Mount Clemens 
Beaumont 

Fort Wayne 
Lansing 
Wilkes-Barre | 
Fall Church City | 
San Bernardino 


Baton Rouge 
Aurora 
Madison 
Peoria 
Stockton 
Corpus Christi 
E! Paso 


Charleston 
Erie 
Bristol 


Allentown 
Greensburg 
Bi 

Niagara Falis 


Estimates 


| (in thous.) 


215,612 
215,329 
214,909 
214,068 
213,264 
209,858 
209,551 
208 ,474 
206 ,621 
203 , 805 
203 ,498 
196 ,960 


195 643 
195,247 
193,257 
193,195 
189,975 
186 , 385 
180,091 
179,343 
178 ,303 
173 ,440 


173,133 
171,742 
170,543 
169,837 
167,120 
165 ,957 
162,942 
158,946 
156 , 253 
155,978 


154,382 
153,390 
151,090 
150,377 
145 , 556 
144,806 
141 ,625 
139,506 
138 , 303 
138,194 


138,071 
135,719 
135,469 
134,623 
133 ,607 
132,456 
132,302 
131,226 
128,768 
128,601 


127,419 
126 ,657 
123,194 
120,215 
118,296 
117,944 
117,110 
114,257 
114,182 
113,639 


112,454 
112,097 
111,887 
110,232 
109,038 
105 , 886 
105, 160 
103 ,880 


SREBES 


SSSISASATA BB 


COUNTY 
and 
STATE 


York, Pa.... 
Caddo, La. 


Butler, Ohio 
Vanderburgh, Ind. 
Trumball, Ohio 
Beaver, Pa. 
Lorain, Ohio. 
Wrill, ti. 

Tavis, Texas. . 
Mobile, Ala. 
Knox, Tenn. 
Pinellas, Fla. 


Racine, Wis. 
Pima, Ariz. 
Hillsborough, Fla. 
St. Louis, Minn. 
Greenville, S. C. 
St. Clair, Ul. 
Rock Island, Il. 
Lackawanna, Pa. 
Plymouth, Mass. 
Ventura, Cal... . 


Lane, Ore... 
Dutchess, N. Y.. 
Saginaw, Mich. . 


New London, Conn.. 


Wyandotte, Kan. 
Washington, Pa. 
Washtenaw, Mich. 
Roanoke, Va. 
Kalamazoo, Mich. 
Somerset, N. J. 


Sangamon, Ili. 
Hamilton, Tenn. . 
Hamilton, Tenn... 
Galveston, Texas 


Santa Barbara, Cal.. 


Orange, N. Y. 
Jefferson, La. 
Riverside, Cal. 
Hinds, Miss. 
Rensselaer, N. J. 
Newport News, Va. 


Litchfield, Conn. 
Lancaster, Neb. 
Richland, S. C. 
Forsyth, N. C. 
Burlington, N. J. 
Solano, Cal. 


Hilleborough, N. H.. 


Stanislaus, Cal. 
Scott, lowa 
Wake, N. C. 


Cambria, Pa. 
Shawnee, Kan. 
Potter, Texas 
Champaign, Ill. 
La Salle, Iit.. 
Clark, Ohio..... 
Wichita, Texas. . 
Woodbury, lowa. . 
Linn, lowa...... 
Tulare, Cal... 


Total Above Counties 


% of Total U. S. A. 


} 
| LEADING 
| 


CITY 


York 
Shreveport 


Hamilton 
Evansville 
Warren 
Beaver Falls 
Lorain 

Joliet 

Austin 

Mobile 
Knoxville 

St. Petersburg 


Racine 
Tucson 

| Tampa 
Duluth 

| Greenville 
East St. Louis 

| Rock Island 
Scranton 

| Brockton 
Oxnard 


Eugene 
Poughkeepsie 
| Saginaw 
| New London 
| Kansas City 
Washington 
Ann Arbor 
Roanoke 
Kalamazoo 


| Springfield 
Chattanooga 
Chattanooga 
Galveston 
Santa Barbara 
Newburgh 
Gretna 
| Riverside 
| Jackson 
| Troy 

Newport News 


| Torrington 

| Lincoln 

| Columbia 
Winston-Salem 
Burlington 
Vallejo 


Wichita Falls 
Sioux City 
Cedar Rapids 
Tulare 


Income Over $7,000) 


North Plainfield | 


(in thous.) 
103,217 
102,367 


101,715 
101 ,686 
100,272 
98,150 
98,133 
97,077 
96 ,573 
95,424 
95,314 
92,438 


92,424 
92,274 
91,992 
91,297 
91,169 
91,056 
90,796 
88 , 285 
87,299 
86 ,433 


85,631 
85,586 
85,059 
84,913 
84,756 
84,486 
83,719 
83,350 
82,529 
81,868 


81,780 
81,254 
81,254 
81,080 
79,994 
79,671 


* Boroughs 
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Urbanized Population, 200 Leading Counties 


COUNTY 


Wayne, Mich. , 
Philadelphia, Pa... . 
Cuyahoga, Ohio. . 
Allegheny, Pa 

St. Louis, Mo... .. 
Baltimore, Md... . 
Middlesex, Mass... 


Essex, N. J. 
Suffolk, Mass. - 
Nassau, N. Y. 


Harris, Tex. 
Milwaukee, Wisc. 
Erie, N. Y. 
District of Columbia 
San Francisco, Cal. 
Alameda, Cal. 
Hamilton, Ohio. 


King, Wash. 
Hudson, N. J. 
Dallas, Tex. 
Hennepin, Minn... . 
Dade, Fla. 
Westchester, N. Y. 
Bergen, N. J. 
Orleans, La. 

San Diego, Cal. 
Marion, Ind. 


Providence, R. |. 
Jackson, Mo. 


New Haven, Conn.. .| 


Bexar, Tex. 
Essex, Mass... .. 
Jefterson, Ala. 
Franklin, Ohio 
Denver, Cole.. 
Hartford, Conn. 
Fairfield, Conn. 


Multnomah, Ore. 
Monroe, N. Y. 
Shelby, Tenn. 
Norfolk, Va. 
Jefferson, Ky. 
Fulton, Ga. 

Union, N. J. 
Worcester, Mass... 
Delaware, Pa. 
Tarrant, Tex... 


Summit, Ohio 
Lake, Ind. 
Montgomery, Ohio 
Lucas, Ohio. 
Ramsey, Minn. 
Oakland, Mich. 
Passaic, N. J. 
Hampden, Mass. 
Norfolk, Mass. 
Bristol, Mass... . 


Oklahoma, Okla. 


Luzerne, Pa. 
Camden, N. J... 


Davidson, Tenn. . 


Estimates, January 1, 1954, for the 200 counties leading in this category 


| URBAN 
| POPULA- | 
TION 


BY1) 


Est. (in 
thousands) 


LEADING 


8,071.8 
4,679.6 
4,667.8 
2,589.3 
2,127.7 
1,441.7 
1,419.1 
1,304.5 


Philadeiphia 
Cleveland 
Pittsburgh 

| St. Louis 

| Baltimore 
Cambridge 


| Newark 
Boston 

| Hempstead 

Township 

Houston 
Milwaukee 
Buffalo 
Washington 
San Francisco 
Oakland 


..| Cincinnati 


Seattle 
Jersey City 
Dallas 

| Minneapolis 
Miami 

| Yonkers 
Hackensack 

| New Orleans 

| San Diego 
Indianapolis 


Providence 
| Kansas City 
New Haven 
| San Antonio 
| Lynn 
Birmingham 
| Columbus 
Denver 
| Hartford 
| Bridgeport 


Portland 
Rochester 
Memphis 
Norfolk 
Louisville 
Atlanta 
Elizabeth 
Worcester 
Chester 


| Nashville 


Rank 
in 
Group 


- 
co@eonoaesewn = 


= 
~ 


SSSISRLSR2 SSE 


2ER2 


COUNTY 
and 
STATE 


San Mateo, Cal. 


Santa Clara, Cal. 
Salt Lake, Utah. . 
Middlesex, N. J. 

Montgomery, Pa. 


Contra Costa, Cal... . 
Sacramento, Cal. 

Sedgwick, Kans... . . | 
Kent, Mich......... 
Arlington, Va........| 
Tulsa, Okla... .. 


Lackawanna, Pa. 
San Bernardino, Cal. 
Hillsborough, Fla... 
Mahoning, Ohio 
Genesee, Mich. 
Stark, Ohio 

Mercer, N. J.. 

Polk, lowa. . 
Albany, N. Y.... 
Mobile, Ala... . 


Pierce, Wash. 
Jefferson, Tex... ... 
Spokane, Wash..... .| 
New Castle, Del. 
St. Joseph, Ind. 
Prince Georges, Md .| 
Orange, Cal... . 
Erie, Pa...... 
Pinellas, Fla. . 
Nueces, Tex... . 


Berks, Pa..... ; 
El Paso, Tex....... 
Newport News, Va... 
Fresno, Cal... . 
East Baton 

Rouge, La... 
Oneida, N. Y..... 
St. Clair, W........ 
Pulaski, Ark. 
Hamilton, Tenn. 
Macomb, Mich.. 


Lehigh, Pa. 
Monmouth, N. J. 
St. Louis, Minn. 
Travis, Tex. 
Dauphin, Pa. 

Kern, Cal... 
Niagara, N. Y. 

San Joaquin, Cal. 
Knox, Tenn. 
Mecklenberg, N. C.. 


| 
H 


Westmoreland, Pa. 
Montgomery, Md. 
Wyandotte, Kans. 
Broome, N. Y..... 
Allen, Ind..... . 
Vanderburgh, Ind... 
Suffolk, N. Y. 
Ingham, Mich... . . 
Caddo, La... . 
Peoria, tl..... 


Madison, til. 
Bernalillo, N. M.... 
Kanawha, W. Va... .| 
Du Page, Ill.........| 
Guilford, N.C..... 
Winnebago, Ill... ... 
Northampton, Pa. 


San Jose 
| Salt Lake City 


| Tulsa 


Tampa 
Youngstown 


| Des Moines 


| El Paso 


| Utica 
| East St. Louis 


URBAN 
POPULA- 
TION 


Est. (in 


LEADING 


ciTY 


| 


| Rank 


ae 


thousands) | 


..| San Mateo 
| 


273.4 


262.5 
259.2 
New Brunswick 256.9 
Lower Merion 
Township 
Richmond 
Sacramento 
Wichita 
Grand Rapids 
Alexandria 


256.6 
256.3 
255.5 
254.0 
247.4 
234.0 
230.4 


Scranton 
San Bernardino 


230.3 
228.3 
227.7 
222.3 
221.3 
218.6 
215.9 
212.3 
209.3 
209.0 


Flint 
Canton 
Trenton 


Albany 
Mobile 


| Tacoma 
| Beaumont 


Spokane 


| Wilmington 
.| South Bend 


Hyattsville 


| Santa Ana 
| Erie 


St. Petersburg 


| Corpus Christi 


Reading 


Newport News 
Fresno 


Baton Rouge 


Little Rock 
Chattanooga 


Mount Clemens | 


Allentown 
Asbury Park 
Duluth 
Austin 


| Harrisburg 
Bakersfield 
| Niagara Falls 


Stockton 
Knoxville 
Charlotte 


Greensburg 
Rockville 
Kansas City 


| Binghamton 


Fort Wayne 
Fvansville 


..| Patchogue 


Lansing 


| Shreveport 
| Peoria 


Pe i ee 


Ss2esjaaR 


SSSSSRESRES 


| 


COUNTY 


Richland, S. C.......| 
Hillsborough, N. H...| 


Riverside, Cal. 


Kane, Ill. . 
Rock Island, Ill..... 
Montgomery, Ala.. . 
Richmond, Ga. 
Plymouth, Mass... . .| 
Saginaw, Mich... .. .| 


LEADING 
CITY 

| Savannah 

Beaver Falls 

Schenectady 


Johnstown 
Charleston 
Columbia 
Manchester 
Waukegan 
Gretna 
Madison 
Portland 
Atlantic City 
Riverside 


Lancaster 
Aurora 

Rock Island 
Montgomery 


.| Augusta 


Brockton 
Saginaw 
Hamilton 


| Roanoke 


Schuylkill, Pa...... 
York, Pa. 

De Kalb, Ga........ 
Galveston, Tex... .. 
Hinds, Miss... 
Lancaster, Nebr..... 
Hidalgo, Tex....... 
Greenville, S.C... . 
Pima, Ariz.. 

Morris, N. J. 


Trumbull, Ohio. ... 


Will, Wi... ; 
Rensselaer, N.Y... . 
Washtenaw, Mich... . 
Orange, Fla. 
Harrison, Miss...... 
Muskegon, Mich... . 
Washington, Pa... .. 


Kalamazoo, Mich. 
Broward, Fla....... 
Monterey, Cal... 
Calhoun, Mich... ... 
Black Hawk, lowa... 
Cameron, Tex....... 
Woodbury, lowa... . 
New London, Conn 


Total Above Counties 


Pottsville 
York 
| Decatur 
| Galveston 
| Jackson 
Lincoin 
McAllen 
| Greenville 
Tucson 
Morristown 


Warren 
Columbus 
Pittsfield 
Winston-Salem 
Lubbock 
Vallejo 

Waco 

W. Paim Beach 


Topeka 


Springfield 


Macon 


| Altoona 


Wichita Falls 
Joliet 

Troy 

Ann Arbor 
Orlando 
Gulfport 
Muskegon 
Washington 


Covington 
Pensacola. 

| Kalamazoo 
Ft. Lauderdale 
| Salinas 
Battle Creek 
Waterloo 
Harlingen 
Sioux City 
New London 


89.9 
89.7 
89.1 

78 ,623.7 
74.5463 


Honolulu County, with an Urban Population of 
292.9 thousand, would rank 66 if included above. 


* Boroughs 


MAY 10, 
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YOU NEED ¥ 


V7: CTKY Sw WHEN and WHEN-TV 


CBS ABC DUMONT 


Market Covered by WHEN: Market Covered by WHEN-TV: 
Population 2,441,200 PUI dick 6s cvssssdewens 2,462,200 
Retail Sales $2,812,311,000 Retail Sales $2,804,316,000 


Effective Buying Effective Buying 
Income Per Family $4,586.00 Income Per Family $4,521.00 


WOW and WOW-TV 


NBC NBC DUMONT 


Market Covered by WOW: Market Covered by WOW-TV: 


Population 2,518,900 Population 1,297,600 
Retail Sales $2,866,229,000 Retail Sales ........... $1,515,097,000 


Effective Buying Effective Buying 
Income Per Family $4,249.00 Income Per Family $4,233.00 


{All data from Sales Management's Survey of Buying Power issue, May 10, 1954. Popula- 


tion estimates are for January 1, 1954; effective buying income and retail sales figures are 
for 1953). 


70s Goed “Jo Kuow “Ts a 


WOW, John Blair & Co. ; WOW-TV, Blair TV, Inc. ; WHEN & WHEN -TV * KPHO & KPHO-TV + KCMO & KCMO-TV, Katz Agency 
SALES MANAGEMENT 


MEREDITH MARKETS 
| PHOENIX {UTE ICR 


Market Covered by KPHO: Market Covered by KPHO-TV: 
Population : Population 
Retail Sales 139, Retail Sales 


Effective Buying Effective Buying 
Income Per Family 164. Income Per Family 


OU N aw Kom and KoMO-TV 


Market Covered by KCMO: Market Covered by KCMO-TV: 


Population 3,225,700 Population 1,507,300 
Retail Sales ........... $3,366,828,000 Retail Sales ........... $1,807,639,000 


Effective Buying Effective Buying 
Income Per Family ........ $3,545.00 Income Per Family $3,905.00 


AFFILIATED WITH BETTER HOMES AND GARDENS and SUCCESSFUL FARMING MAGAZINES 
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Total Retail Sales, 200 Leading Counties 


nties leading in this category 


SALES | 
COUNTY LEADING COUNTY | LEADING COUNTY LEADING 
and | i 
CITY Est. (in STATE CITY : CITY 
thousands) | 
Sacramento, Cal... ._| Sacramento 
New York City 9,857,529 Duval, Fla. | Jacksonville 
Chicago 6,490,654 | 
Los Angeles 6,365 632 Albany, N. Y. 
Detroit '3,646,974 Norfolk, Mass. 
Philadelphia 2,711,124 Fresno, Cal. 
Cleveland 1,976,290 Davidson, Tenn. Nashville 
Pittsburgh 904 829 Luzerne, Pa. Wilkes Barre 
St. Louis 591,980 San Bernardino, Cal. San Bernardino 
Baltimore 459,120 Stark, Ohio Canton 
Boston -400,520 | Sait Lake, Utah | Salt Lake City 
Camden, N. J. Camden 
Sedgwick, Kans. Wichita | 
Washington 388, } Palm Beach, Fla.... | West Palm 
Newark 318, Tulsa, Okla... Tulsa Beach 
San Francisco, Cal. San Francisco , 256, | Mercer, N. J. Trenton New London, Conn...| New London 
Milwaukee, Wisc. Milwaukee ,211, Polk, lowa...... | Des Moines Sangamon, lil... .. Springfield 
Erie, N. Y. Buffalo , 207, Suffolk, N. Y. Patchogue Lorain, Ohio Lorain 
Harris, Tex. Houston 195, Westmoreland, Pa. _ Greensburg 323,451 East Baton 
Middlesex, Mass. Cambridge , New Castle, Del. Wilmington 323,135 Rouge, La. Baton Rouge 
Dallas, Tex. Dalias 057, Mahoning, Ohio Youngstown 319,680 Morris, N. J. ‘ Morristown 
Jackson, Mo. Kansas City 010, Monmouth, N.J.....| Asbury Park | 318,906 Beaver, Pa. | Beaver Falls 
Alameda, Cal. Oakland 009, Orange, Cal. Santa Ana | 318,652 Cambria, Pa........| Johnstown 
Contra Costa, Cal. Richmond | 310,068 Trumbull, Ohio. ....| Warren 
Nassau, N. Y. Hempstead Lubbock, Tex...... | Lubbock 
Township ,003, Hillsborough, Fla. Tampa 309 , 540 
Hamilton, Ohio Cincinnati | j } St. Joseph, Ind. South Bend 304,668 | Richiand, S. C. | Columbia 
Hennepin, Minn. Minneapolis =| ; Erie, Pa. Erie 303 ,452 Hillsborough, N. H...| Manchester 
King, Wash. Seattle . Berks, Pa. Reading | 302,610 | Greenville, S.C... ..| Greenville 
Westchester, N.Y... Yonkers j Middlesex, N. J. New Brunswick | 299,434 | Fayette, Pa. | Uniontown 
Dade, Fia. Miami | y Kern, Cal. Bakersfield 298,239 | Chautauqua, N. Y....| Jamestown 
Marion, Ind. Indianapolis 7 Spokane, Wash. Spokane | 287,576 Du Page, Ill... . Elmhurst 
Hartford, Conn. Hartford ; | 28 Pierce, Wash. Tacoma 284,336 | Monterey, Cal... Salinas 
Fairfield, Conn. Bridgeport i San Mateo, Cal. San Mateo 283,121 | Rock Island, til. Rock Island 
San Diego, Cal. San Diego ° Arlington, Va. Alexandria 276 , 183 Will, tl. | Joliet 
Kalamazoo, Mich....| Kalamazoo 


Late, ......... Waukegan 


Bernalillo, N. M.. Albuquerque 
Saginaw, Mich. | Saginaw 
Madison, I. | Alton 

Bucks, Pa. | Bristol 
Montgomery, Md. Rockville 
Butler, Ohio Hamilton 
Dutchess, N. Y. Poughkeepsie 
Travis, Tex... .. | Austin 
Stanislaus, Cal. Modesto 
Schenectady, N.Y...| Schenectady 


SAAVAAwINy 32! 


SSSSSRltERS 


Multnomah, Ore. Portiand 3 Ingham, Mich. Lansing 275,964 | 
Fulton, Ga. Atlanta 32 Lancaster, Pa. Lancaster 270,566 | Tulare, Cal. ..| Visalia 
New Haven, Conn...| New Haven | 741,510 | Allen, Ind. Fort Wayne 266 ,640 ..| Savannah 
Orleans, La. New Orleans | 700,652 | Jefferson, Tex. Beaumont 265 843 
Denver, Colo. Denver 696,492 | Guilford, N. C. Greensboro 263 , 304 
Monroe, N. Y. Rochester 659/341 | 36 Oneida, N. Y. Utica 263 088 
Franklin, Ohio Columbus 658,130 San Joaquin, Cal. Stockton 262,839 
Providence, R. |. Providence 654 330 Mecklenberg, N. C...| Charlotte 261,722 
Hudson, N. J. | Jersey City 652,212 Hamilton, Tenn. Chattanooga 261, 256 
Jefferson, Ala. | Birmingham 621,372 | Harrisburg 252,831 Orange, Fla........ 
Washtenaw, Mich.. 


Shelby, Tenn. Memphis 619,545 | > | York 251,024 
Gergen, N. J. Hackensack | 601,806 | b Knoxville 248 ,292 Potter, Tex. 


Jefferson, Ky. Louisville | 601,440 
Worcester, Mass. Worcester | 596,004 
Varrant, Tex. | Fort Worth 585,990 
Montgomery, Ohio. | Dayton 573,093 
Lucas, Ohio Toledo 570,096 
Bexar, Tex. | San Antonio 548 268 
Essex, Mass. | Lynn 535 074 
Summit, Ohio Akron 534,490 


El Paso 244 , 866 McLennan, Tex. 
Allentown 242,175 Newport News, Va. 
Charleston 240,481 Chester, Pa. 
Scranton 239,168 Yakima, Wash... 
Riverside, Cal. Riverside 238 ,095 Linn, lowa 
Pinellas, Fla. St. Petersburg | 237,112 Hinds, Miss...... 
Peoria, til. Peoria 235 ,638 Lancaster, Nebr. 
St. Louis, Minn. Duluth 235 620 Broward, Fia..... 
Lane, Ore........ } 152,421 


Ssesssats 


Ramsey, Minn. St. Paul | 514,800 
Oakland, Mich. | Pontiac 513,723 
Lake, Ind. | Gary 498 675 
Passaic, N. J. | Paterson 486 , 358 
Maricopa, Ariz... ...| Phoenix 483 516 
Union, N. J. | Elizabeth 475, 152 
Hampden, Mass. Springfield | 470,479 
Norfolk, Va. | Norfolk 456 ,330 
Onondaga, N. Y. Syracuse 432,072 
Oklahoma, Okia. Oklahoma City 427 ,648 


Winnebago, lil. Rockford 233 ,928 
Bethiehem 233,805 Jackson, Mich...... | 152,320 
Aurora 232,624 Galveston, Tex..... | 151,803 
Little Rock 229,850 Berkshire, Mass.. 151,547 
Shreveport 229,072 Wyandotte, Kans. 151,095 
Niagara Falls 226 , 256 Racine, Wisc. i 150 ,646 
225.480 Woodbury, lowa 150,280 
223 ,288 Santa Barbara, Cal... 149, 808 
219,989 Charleston, S.C... . 147,084 
215,784 Rensselaer, N. Y.... 146,729 


Wake, N.C........ 144 ,820 
Santa Clara, Cal. San Jose | 426,139 | i ; ' 214,616 wa 


Delaware, Pa. Chester 412,170 | ¥ 213,854 Joreeeceees 109,008,816 
Kent, Mich. | Grand Rapids | 408,760 q i 213,304 
Henrico, Va. Richmond | 403,312 iz. . 212,080 
Montgomery, Pa. Lower Merion ee 211,904 


Township ; ’ 202,575 Honolulu County, with Total Retail Sales of 


Genesee, Mich. | Flint ARES 201 , 306 $364,472 thousand, would rank 77 if included 
Douglas, Nebr. | Omaha et 200,416 pratng 


Bristol, Mass. New Bedford | q 198 801 


SSeIsa@sRee 
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This is Newark Newstown “Newark Newstown’’ 


... the ever-expanding area of unmatched H H 

community influence and family selling power the indispensable New Jersey 
of the Newark News. It starts with ESSEX, 

America’s 11 largest, 10th richest market . . . market of 1,500,000 people 
the trade and traffic HEART of North Jersey. 

The new 1953 coverage figures are at the right 

... compare... analyze .. . INVESTIGATE! 


Family Coverage 


Area > Sun. 


NEWARK......... . 50.5% 438,776 

Belleville , 545% 32,019 

Bloomfield . 708% 49,307 

Caldwells ; 80.8% 14,623 

Cedar Grove...... ; 103.0% 8,022 

East Newark . 68.6% 2,173 

East Orange . 617% 79,340 

rn pe Essex Fells N% 3% 1617 
(Bergen Co.) Glen Ridge . 30.9% 7,620 
/ Harrison......... 78. 518% 13,490 
Hillside ; 51.7% 21,007 

59.2% 39,952 

odes 0% 644% — 59,201 
ak Livingston....... . 102.0% 128.0% 9,932 
HUNTERDON € Maplewood 65.5% 66.9% 25,201 
Millburn......... . 517% 128% 14,560 

Montclair . 49.0% 43,927 


No. Arlington ; 528% 15,970 
(Bergen Co.) 


ESSEX 


59.0% 26,992 
53.8% 38,037 
15.2% 2,019 
80.4% 15,230 
104.3% 7,214 
a ne : 628% 38,004 
ere end ; 19.6% 10,921 
oul mae 8% 198% 28,605 


coverage ranging 


from 10 to 24 ‘a p 58.2% 905,949 
percent.) 50.5% 164371 
36.1% 398,138 
38.7% 34,423 


MONMOUTH 


Newark 1, New Jersey 
MAY 10, 1954 


Retail Sales Per Family, 200 Counties 


Estimates, 1953, for the 200 counties leading in total retail sales 


SALES 
PER 
LEADING FAMILY | Rank COUNTY LEADING 
In 
CITY Group CITY 


.| New London 
Houston 
Allentown 


eee 88 


Searansen= 
geaetaegazran2 
wo wo o 


_ 


= 
= 


Jacksonville 

.| Waco 

Corpus Christi 
Lancaster 
New Orleans 
.| Los Angeles 


SSSseseesss SSRSSSRESES 


SSSVSRESRE 


New York City 


SSSIeeR 282 


New Haven 


Fort Wayne 
...| Philadelphia 
+. .++| Minneapolis 
Bethiehem 
Grand Rapids 
Roanoke 
.| Columbia 


East St. Louis 
Chester 
Hackensack 
Quincy 
Charleston 
Mobile 
Tacoma 


Ssesseatsss 


SSeVsaeteRe 


Honolulu County, with a Sales Per Family of 
$4,041, would rank 74 if included above. 


SSSISSESRS 
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A CONVENIENT LISTING OF THE 


RST ID 


MARKETS 
in the U.S. numbered by 


estimated size* of population. 


Stations with call letters identify those handled 
exclusively by John Blair & Company. 


oonroartwo ht — 


-_- © 


. New York—New Jersey 
. Chicago 

. Los Angeles 

. Philadelphia 

. Detroit 

. Boston 

. San Francisco—Oakland 
. Pittsburgh 

. St. Louis 

. Washington 

. Cleveland 


. Baltimore 

. Minneapolis—St. Paul 
. Buffalo 

. Houston 


. Cincinnati 
. Milwaukee 


WHB 
KING 
KPOJ 
WDSU 
WGST 22. 
WRR 23. 
24. 
WPRO 25. 
26. 


KFEL 27. 
WQAM 28. 
WGBI 29. 
WKLO 30. 
31. 

WIBC 32. 
33. 

34. 

35. 

36. 


. Kansas City 
. Seattle 

. Portland 

. New Orleans 


Atlanta 

Dallas 

San Diego 
Providence—Pawtucket 


Norfolk—Portsmouth— 
Newport News 


Denver 

Miami 
Scranton—Wilkes-Barre 
Louisville 

Birmingham 
Indianapolis 
Hartford—New Britain 
New Haven—Waterbury 
Worcester 

Youngstown 


ESTIMATED 
POPULATION 


13,680,000 
5,760,600 
4,990,800 
3,909,000 
3,336,100 
2,968,700 
2,493,000 
2,249,500 
1,795,300 
1,655,600 
1,534,200 
1,455,400 
1,182,000 
1,155,200 

972,500 
942,900 
908,300 
891,900 
781,200 
766,900 
760,300 
728,400 
724,900 
720,100 
704,500 


689,400 
669,700 
652,300 
625,800 
611,600 
597,500 
593,400 
58°,700 
574,800 
563,400 
548,700 


KFXM 37. 
WBNS 38. 
39. 


ESTIMATED 
POPULATION 


San Bernardino 
Columbus 


Bridgeport—Stamford— 
Norwalk 


. Albany—Schenectady— 


Troy 


. San Antonio 
. Memphis 


WJAX 


. Rochester 

. Dayton 

. Tampa—St. Petersburg 
. Springfield—Holyoke 

. Fort Worth 

. Allentown—Bethlehem— 


Easton 


. Akron 

. Toledo 

. Phoenix 

. Fall River—New Bedford 

. Omaha 

. Syracuse 

. Oklahoma City 

. Richmond 

. Knoxville 

. Jacksonville 

WWYVA 59. 
60. 
61. 
62. 

. Brownsville—Harlingen — 


Wheeling 
San Jose 
Nashville 
Sacramento 


McAllen 


. Charleston 

. Grand Rapids 
. Tacoma 

. Harrisburg 

. Canton 


. Fresno 


546,100 
544,500 


544,400 


537,400 
536,400 
515,500 
515,300 
505,600 
491,100 
475,900 
458,300 


449,800 
437,100 
413,000 
412,200 
391,500 
388,900 
367,300 
362,300 
361,700 
356,100 
350,100 
348,700 
347,700 
342,900 
336,200 


335,100 
327,000 
309,300 
307,700 
306,100 
302,300 
301,900 


KDYL 70. 
71. 


Salt Lake City 


Poughkeepsie — Newbur:; 
Beacon 


. Utica — Rome 

. Flint 

. Wilmington 

. Johnstown 

. Wichita 

. Tulsa 

. Bakersfield 

. Peoria 

. Mobile 

. Duluth — Superior 

. Reading 

. Chattanooga 

. Huntington — Ashland 
. Trenton 

. Davenport — Rock Islan 


. Lancaster 
. Spokane 

. Des Moines 
. Erie 

. El Paso 

. Shreveport 


. Stockton 

. South Bend 

. Augusta 

. Beaumont — Port Arthur 
. Charlotte 

. York 

. Little Rock 

. Greensboro 


ESTIMATED 
POPULATION 


300,400 
gh 
300,300 
297,260 
292,400 
291,800 
288,700 
286,400 
275,600 
267,300 
265,800 
259,600 
259,600 
259,300 
255,000 
254,800 
250,200 
ae 
246,800 
241,700 
237,300 
236,100 
232,700 
230,200 
228,600 
227,500 
226,100 
221,700 
217,300 
216,400 
211,306 
209,900 


John Blair & Company’s expert salesmen have complete and detailed information on each of the 
radio stations whose call letters appear above. 

These radio specialists know the right local appeal for the most effective placement of your 
client’s schedule. 

The John Blair man knows radio in more major markets than any other representative — and 
can, therefore, serve you best. 


& COMPANY 


“Source: SALES MANAGEMENT Survey of Buying Power, May 10, 1954 as revised by John Blair & Company 
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Food Store Sales, 200 Leading Counties 


€7D Estimates, 1953, for the 200 counties leading in this category 


FOOD 
STORE 
SALES Rank 


FOOD 
STORE 


SALES | Rank 


lence 


Est. (in | 


thousands) | 


COUNTY LEADING COUNTY LEADING SALES | Rank COUNTY | LEADING 


@ «. rare 
Group STATE city 


Est. (in 
thousands) 
97,956 
97 822 


and in and 
STATE CITY BY Group STATE CITY 
Est. (in 
thousands) | 


New York 
(5 Counties*) N. Y. New York City 


Lorain 
Allentown 


| Santa Clara, Cal. San Jose 
Genesee, Mich. Flint 


Lorain, Ohio 
Lehigh, Pa. 


51,448 


2,710,745 51,228 


1,486 ,869 


Los Angeles, Cal. 
Cook, tl. 
Wayne, Mich. 
Philadelphia, Pa. 
Cuyahoga, Ohio 
Allegheny, Pa. 
Baltimore, Md. 
St. Louis, Mo. 
Essex, N. J... 


Suffolk, Mass. 
Middlesex, Mass. 
Erie, N. Y. 
Nassau, N. Y. 


Westchester, N. Y. 


Harris, Tex. 

Milwaukee, Wisc. 

District of 
Columbia 


San Francisco, Cal. 


Alameda, Cal. 


Hamilton, Ohio 
Fairfield, Conn. 
Hudson, N. J. 
King, Wash. 
Bergen, N. J. 

New Haven, Conn. 
Dallas, Tex. 
Hartford, Conn. 
Hennepin, Minn. 
San Diego, Cal. 


Dade, Fla. 
Marion, tnd. 
Worcester, Mass. 
Jackson, Mo. 
Providence, R. |. 
Essex, Mass. 
Multnomah, Ore. 
Monroe, N. Y. 
Jefferson, Ala. 
Orleans, La. 


Franklin, Ohio 
Jefferson, Ky. 
Summit, Ohio 
Oakland, Mich. 
Union, N. J. 
Montgomery, Ohio 
Lucas, Ohio 
Denver, Colo. 
Fulton, Ga. 

Lake, Ind. 


Bexar, Tex. 
Delaware, Pa. 
Hampden, Mass. 
Passaic, N. J. 
Montgomery, Pa. 


Norfolk, Mass. 
Bristol, Mass. 
Shelby, Tenn. 
Norfolk, Va. 


Contra Costa, Cal. 
Tarrant, Tex. 
Onondaga, N. Y. 
Ramsey, Minn. 
Camden, N. J... 


Maricopa, Ariz... . 


Luzerne, Pa. 
Suffolk, N. Y. 


Los Angeles 
Chicago 
Detroit 
Philadelphia 
Cleveland 
Pittsburgh 
Baltimore 
St. Louis 
Newark 


Boston 
Cambridge 
Buffalo 
Hempstead 
Township 
Yonkers 
Houston 
Milwaukee 


Washington 
San Francisco 
Oakland 


Cincinnati 
Bridgeport 
Jersey City 
Seattle 
Hackensack 
New Haven 
Dallas 
Hartford 
Minneapolis 
San Diego 


Miami 
Indianapolis 
Worcester 
Kansas City 
Providence 
Lynn 
Portland 
Rochester 
Birmingham 
New Orleans 


Columbus 
Louisville 
Akron 
Pontiac 
Elizabeth 
Dayton 
Toledo 
Denver 
Atlanta 
Gary 


San Antonio 
Chester 
Springfield 
Paterson 
Lower Merion 
Township 


| Quincy 
| Now Bedford 


Mumphis 
Norfolk 


Richmond 
Fort Worth 
Syracuse 
St. Paul 


| Camden 

| Phoenix 

| Wilkes Barre 
| Patchogue 


|1,358,178 
785 647 
613,305 
522,053 
519,970 
385 ,821 
374 ,508 
334 , 589 


318 352 
313,650 
303 , 238 


287 . 760 
283,248 
282 ,642 
279,439 


273,377 
262,134 


255 , 258 


239, 136 
221,445 
212,205 
211,898 
200 . 466 
197,094 
195 ,676 
195,082 
194,797 
183 ,855 


174,020 
173 ,881 
168 ,370 
168 , 165 
166,716 
165 , 353 
162,190 
159,848 
148 526 
144 ,372 


142,096 
140,046 
138 ,030 
137 655 
137,544 


137,484 
135,540 
127 ,050 
126 , 185 
123,596 


122 ,872 
122 ,087 
121,160 
120,628 


117,705 
117,421 
116 ,376 
114,467 
110,772 


110,145 
107 ,514 
107 ,493 
105,141 
104 544 
99 684 
99,281 
98,122 


coe onoae wn — 


= 
_ 


Kent, Mich. 


San Bernardino, Cal 
Westmoreland, Pa. 
Duval, Fla... 
Sacramento, Cal. 
Stark, Ohio 
Monmouth, N. J. 
Middlesex, N. J. 
San Mateo, Cal... 
Fresno, Cal. 
Mahoning, Ohio 


Henrico, Va. 
Mercer, N. J. 
Albany, N. Y. 
Arlington, Va. 
Oklahoma, Okla. 
Davidson, Tenn. 
Douglas, Nebr. 
Erie, Pa.... 

Salt Lake, Utah 
Orange, Cal.. 


Kern, Cal... . 
Hillsborough, Fla. 
Tulsa, Okla. 
Northampton, Pa. 
New Castle, Del. 
Berks, Pa... 
Pierce, Wash. 
Macomb, Mich. 
Oneida, N. Y. 
Lackawanna, Pa. 


Ingham, Mich. 
Sedgwick, Kans. 
St. Joseph, Ind. 
Polk, lowa 

York, Pa. 
Dutchess, N. Y. 
Cumberland, Me 
Riverside, Cal. 
St. Louis, Minn. 
Jefferson, Tex. 


San Joaquin, Cal. 
Plymouth, Mass. 
Hamilton, Tenn. 

Kanawha, W. Va. 
Mobile, Ala. 


Washington, Pa... .. 


St. Clair, tH. 


Spokane, Wash..... .| 


Beaver, Pa. 
Niagara, N. Y..... 


Morris, N. J. 
Allen, ind. 
Lancaster, Pa... 
Madison, til. 
Kane, lil... 
Winnebago, lil. 
Dauphin, Pa. 


Hillsdorougi, N. H...| 


Peoria, til. 


New London, Conn... | 


Broome, N. Y..... 
Du Page, lil....... 
Atlantic, N. J. 


Richmond 
| Albany 
| Alexandria 


| Omaha 


| Santa Ana 


| Bakersfield 
| Tampa 


| Bethlehem 
| Reading 


| Tacoma | 
| Mount Clemens 


Grand Rapids 97,049 
San Bernardino | 
Greensburg 
Jacksonville 
Sacramento 
Canton 
Asbury Park | 
New Brunswick | 
San Mateo 
Fresno 
Youngstown 


94,710 
94,147 
92,976 
90,703 
88 , 992 
88 , 966 
87,280 
87,120 
86,122 
83 , 268 


} 
| 
| 


| 

| 83,123 
Trenton | 82,357 
81,432 


Oklahoma City 
Nashville 


Erie 
Salt Lake City 


Tulsa 71,196 
70,172 
Wilmington 69,237 

69,122 
68,781 
67,976 
Utica 


| Seranton 


Lansing 


| Wichita 


South Bend 


| Des Moines 


York 
Poughkeepsie 
Portland 


| Riverside 
| Duluth 


Beaumont 


Stockton 
Brockton 
Chattanooga 
Charleston 


| Mobile 


Washington 
East St. Louis 
Spokane 


| Beaver Falls 
| Niagara Falls 


| Morristown 


Fort Wayne 
Lancaster 


| Alton 


Aurora 
Rockford 
Harrisburg 
Manchester 
Peoria 

New London 


..| Binghamton 


Elmhurst 


| Atlantic City 
| El Paso 
| Newburgh 


Hamilton 


| Knoxville 


Lake, tl. 
Trumbull, Ohio 
Guilford, N. C. 
Cambria, Pa. 
Saginaw, Mich. 
Mecklenberg, N.C. 
Pima, Ariz. 
Muskegon, Mich. 
Schuylkill, Pa. 
Nueces, Tex. 
Caddo, La. 


Schenectady, N. Y. 
Will, Hi... 

Bucks, Pa. 

Fayette, Pa. 

Prince Georges, Md.. 
Tulare, Cal. 

Berrien, Mich. 
Montgomery, Md. 
Chautauqua, N. Y. 
Vanderburgh, Ind. 


Pulaski, Ark. 
Calhoun, Mich. 
Dane, Wisc. 
Pinellas, Fla. 
Rock Island, Il. 
Chatham, Ga. 
Blair, Pa. 
Monterey, Cal. 
Bernalillo, N. M. 
Washtenaw, Mich... | 


Berkshire, Mass. 
Kalamazoo, Mich. 
Newport News, Va. 
Chester, Pa. 
Wyandotte, Kans. 
Palm Beach, Fla. 


| 


Travis, Tex... . 
Ventura, Cal. 
Rensselaer, N. Y.. 
Solano, Cal. 


Charleston, S. C. 
Litchfield, Conn. 
Roanoke, Va.. .. 
Sangamon, I Il. 
Racine, Wisc... .. 
Greenville, S. C. 
Jackson, Mich. 
Yakima, Wash. 
Stanislaus, Cal... 
Mercer, Pa. 


Orange, Fla... 
Lane, Ore. 
East Baton 

Rouge, La.. . 
McLennan, Tex. 
Burlington, N. J... 
Galveston, Tex... 
Broward, Fla...... 
Ulster, N. Y. 
La Salle, til. 
Polk, Fla. 


Waukegan 
Warren 
Greensboro 
Johnstown 
Saginaw 
Charlotte 
Tucson 


| Muskegon 


Pottsville 
Corpus Christi 
Shreveport 


Schenectady 
Joliet 
Bristol 
Uniontown 
Hyattsville 


| Visalia 
| Benton Harbor 


Rockville 
Jamestown 
Evansville 


Little Rock 
Battle Creek 
Madison 


| St. Petersburg 
| Rock Island 


Savannah 
Altoona 


| Salinas 
| Albuquerque 


Ann Arbor 


Pittsfield 
, Kalamazoo 
| Newport News 


West Chester 

Kansas City 

West Palm 
Beach 

Austin 

Ventura 

Troy 

Vallejo 


Charleston 


| Torrington 


Roanoke 
Springfield 
Racine 
Greenville 
Jackson 


| Yakima 


Modesto 
Sharon 


Orlando 


Eugene 


Baton Rouge 


| Waco 


Burlington 
Galveston 


| Fort Lauderdale | 


Kingston 
Streator 


| Lakeland 


| 
Total Above Counties) . . 


% of U. S. A. ast 


51,215 


Honolulu County, with a Food Sale of $118,177 
thousand, would rank 55 if included above. 


* Boroughs 
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et Woman's day 


O 
oe, the A&P magazine @ 


to 


Woman’s Day’s entire *3,958,197 circulation comes from single-copy sales. 


That’s why you can be sure of *3,958,197 active shoppers out in the market where your product is sold. 
* Average circulation July-December 1953 
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Mr. Food Manufacturer . . 


“Yesterday” is a reminder of the “good old days” when the groce 


had plenty of time to see every salesman, and a sales force could ge 
your story across adequately. This was before grocery stores starte 


to handle thousands of items and the sales job became so complicated. 


== GROCER-GRAPHIC 


The newspaper of the NEW YORK Food Market 
New York MID WEST 
386 Fourth Ave., New York 16, N. Y. 333 N. Michigan Ave., Chicago 1, Ill. 


THE MAJOR MARKET 


Custom made to help you sell 
SALES MANAGEMENT 


\ 


‘ f 
= 
® C 
“SAL, é 


This cartoon style look familiar? That's because it’s the work 
of Fred Faber, regular editorial cartoonist for Grocer-Graphic. 


Where Are You In Today's Picture? 


TODAY the story is as different as yesterday’s cracker barrel and 
today’s modern market. Where are YOU—on the outside trying to 
get in? Or are you telling your sales story where it is opening the 


door for your salesmen and getting action . . 


In 
YANKEE FOOD MERCHANT ™ 


The newspaper of the NEW ENGLAND Food Market 


New England PACIFIC COAST 
376 Boylston St., Boston 16, Mass.: Monadnock Bldg., San Francisco 5, Calif. 
FOOD TRADE PAPERS A 
America’s two most important markets /rasicatan, 
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COUNTY 
and 
STATE 


Cook, til. 

New York, N. Y. 
(5 Counties*) 
Los Angeles, Cal. 
Philadelphia, Pa. 

Wayne, Mich. 
Allegheny, Pa. 
Suffolk, Mass. 
Cuyahoga, Ohio 
Baltimore, Md. 
Jackson, Mo. 


St. Louis, Mo. 
Dallas, Tex. 
Milwaukee, Wisc. 
District of Cotumbi 


MDSE. 
STORE 
SALES 


iD 


Est. (in 
thousands 


LEADING 


CITY 


Chicago 1,212,576 
872,123 
732,960 
499 736 
481,928 
330,570 


New York City 
Los Angeles 
Philadelphia 
Detroit 
Pittsburgh 
Boston 
Cleveland 
Baltimore 
Kansas City 


St. Louis 
Dallas 
Milwaukee 


Woachi 


Fulton, Ga. 
Hennepin, Minn. 
Erie, N. Y. 
Essex, N. J. 
King, Wash. 


San Francisco, Cal. 


Multnomah, Ore... 
Shelby, Tenn. 
Denver, Colo. 
Tarrant, Tex. 
Harris, Tex. 
Alameda, Cal. 
Hamilton, Ohio 
Marion, ind.. 
Ramsey, Minn. 
Orleans, La. 


Nassau, N. Y. 


Franklin, Ohio 
Middlesex, Mass. 
Jefferson, Ala. 
Hartford, Conn. 
Monroe, N. Y. 


Montgomery, Ohio 


Summit, Ohio 
Lucas, Ohio 
Bexar, Tex. 


Dade, Fila. 
Albany, N. Y. 
Henrico, Va. 
Jefferson, Ky. 
San Diego, Cai. 


Westchester, N. Y. 


Providence, R. |. 
Guilford, N. C. 
Salt Lake, Utah 
Oklahoma, Okia. 


Lake, Ind. 
Onondaga, N. Y. 
Fairfield, Conn. 


Santa Clara, Cal. 
Davidson, Tenn. 
Polk, lowa 
Douglas, Nebr. 
Worcester, Mass. 


New Haven, Conn. 


Oakland, Mich. 
Tulsa, Okla... 
Luzerne, Pa. 


Spokane, Wash. 


Atlanta 
Minneapolis 
Buffalo 
Newark 
Seattle 


San Francisco 


| Portland 


Memphis 


..| Denver 
| Fort Worth 
| Houston 
| Oakland 


Cincinnati 


| Indianapolis 


St. Paul 
New Orleans 


Hempstead 
Township 
Columbus 
Cambridge 
Birmingham 
Hartford 
Rochester 
Dayton 


| Akron 
| Toledo 


San Antonio 


Miami 

Albany 
Richmond 
Louisville 

San Diego 
Yonkers 
Providence 
Greensboro 

Salt Lake City | 
Oklahoma City 


Gary 
Syracuse 
Bridgeport 
Grand Rapids 
Phoenix 

San Jose 
Nashville 
Des Moines 
Omaha 
Worcester 


New Haven 
Pontiac 
Tulsa 

Wilkes Barre 
Spokane 


coe Qn oa fs wn 


COUNTY 
and 
STATE 


Duval, Fla. 
Norfolk, Va. 
Pinellas, Fla. 
Passaic, N. J. 
Sedgwick, Kans. 
Knox, Tenn. 
Pulaski, Ark. 
Sacramento, Cal. 
New Castle, Del. 
St. Joseph, Ind. 
Hillsborough, Fla. 
El Paso, Tex. 


Peoria, til. 
Montgomery, Pa. 


Mecklenberg, N.C. 
Stark, Ohio 
Kanawha, W. Va. 
Dauphin, Pa. 
Cambria, Pa. 
Genesee, Mich. 
Essex, Mass. 
Mercer, N. J. 
Arlington, Va. 

Erie, Pa. 

Hamilton, Tenn. 
Lehigh, Pa. 
Ingham, Mich. 
Jefferson, Tex. 

San Bernardino, Cal | 
Broome, N. Y. 
Hudson, N. J. 

Pierce, Wash. 


Lancaster, Nebr. 
Fresno, Cal. 
Kane, lil. 
Union, N. J. 
Bristol, Mass. 
Berks, Pa. 
Fayette, Pa. 
Pima, Ariz. 
Kern, Cal. 
Hinds, Miss. 


Montgomery, Md. 
St. Louis, Minn 
Westmoreland, Pa. 
Mobile, Ala. 
Lancaster, Pa. 
Lackawanna, Pa. 
East Baton 
Rouge, La. 
Delaware, Pa. 
Winnebago, Ill. 
Bergen, N. J. 


York, Pa... 

San Mateo, Cal... . 
Vanderburgh, Ind... 
Caddo, La...... 
Lubbock, Tex... ....| 
Woodbury, lowa. . . 
Camden, N. J... 
Washington, Pz... 
Dane, Wisc. 
Greenville, S.C... ..| 


LEADING 


CITY 


| Jacksonville 


Norfolk 
St. Petersburg 
Paterson 


| Wichita 


Knoxville 
Little Rock 


| Sacramento 
| Wilmington 
| South Bend 
| Tampa 


Ei Paso 


Peoria 

Lower Merion 
Township 

Charlotte 

Canton 


| Charleston 
| Harrisburg 


Johnstown 
Flint 

Lynn 
Trenton 
Alexandria 
Erie 


.| Chattanooga 


Allentown 
Lansing 


| Beaumont 


San Bernardino 


| Binghamton 


Jersey City 
Tacoma 


| Lincoln 


Fresno 
Aurora 
Elizabeth 
New Bedford 
Reading 
Uniontown 
Tucson 
Bakersfield 
Jackson 


Rockville 
Duluth 
Greensburg 
Mobile 
Lancaster 
Scranton 


Baton Rouge 
Chester 
Rockford 
Hackensack 


| York 
| San Mateo 


Evansville 


| Shreveport 


Lubbock 
Sioux City 


--| Camden 


Washington 


| Madison 


Greenville 
Corpus Christi 


| Utica 
Davenport 
| Terre Haute 


| Bristol 


SALES 


Est. (in 


| thousands) | 


41,055 
40,801 
40,320 
39,376 
39,249 
39,114 
39,000 
38 ,925 
38 ,437 
38,149 
38,113 
37,714 


37 ,232 


36,977 
36 855 
36,733 
35,145 
33,841 
33,521 
32,844 
32,361 
32,246 
31,715 
31,553 
30,969 
30,899 
30,284 
29,795 
29,637 
29,541 
29,362 


| sas | 
@ 


S SS8sISaARPIANASS 


SSSSSsSsREess 


ng 


in this category 


| 


COUNTY 
and 
STATE 


San Joaquin, Cal... . | 
Orange, Fila... . | 
McDowell, W. Va. 
Sangamon, Ill... . 
Richmond, Ga... . 
Travis, Tex. 
Saginaw, Mich... .. 
Cumberland, Me... . 
Rock Island, Ill. 
Richland, S.C...... 
Macon, lil... . 


LEADING 
CITY 
Stockton 
Orlando 


Welch 
Springfield 


| Augusta 


Austin 
Saginaw 
Portland 
Rock Island 
Columbia 
Decatur 


Soh ay 


Sch dy, N.Y... 


Monmouth, N. J... 
Raleigh, W. Va..... 


St. Clair, Wi... . 

Bernalillo, N. M. 
Buncombe, N. C. 
Roanoke, Va... . 


Wake, N. C. 
Forsyth, N.C... 
Fayette, Ky... .. 
Lane, Ore......... 
Ohio, W. Va... . 
Montgomery, Ala. 
Spartanburg, S. C. 
Norfolk, Mass... 
Dutchess, N. Y. 
Northampton, Pa. 


Newport News, Va. 
Brown, Wisc...... 
Durham, N.C... 
Pittsylvania, Va. 
Pueblo, Colo. 
Middlesex, N. J... . 
Niagara, N. Y... 
Riverside, Cal... 
Wyandotte, Kans. 
Sheboygan, Wisc. . 


Contra Costa, Cal. 
Yakima, Wash..... 
Cameron, Tex. 
Cabell, W. Va 
Black Hawk, lowa.. 
Dubuque, lowa...... 
Blair, Pa.. Tore 
Richland, Ohio... . 
Jackson, Mich..... 
Fayette, W. Va. 


Stanislaus, Cal... 


Trumbull, Ohio... 
Calhoun, Mich. 
Shawnee, Kans..... . | 
Marion, Ore....... 
Monterey, Cal....... 
Rate, GB... d00 0.055 


| 
Total Above Counties! 


% of U.S. A 


7 


Asbury Park 
Beckley 
Muskegon 
Savannah 
Logan 

Cedar Rapids 


| East St. Louis 
| Albuquerque 
| Asheville 


Roanoke 


Raleigh } 
Winston-Salem | 
Lexington 


Eugene 


| Wheeling 

| Montgomery 
| Spartanburg 
| Quincy 

| Poughkeepsie 
| Bethiehem 


| Newport News 
| Green Bay 


Durham 
Danville 
Pueblo 

New Brunswick 
Niagara Falls 
Riverside 


| Kansas City 


Sheboygan 


Richmond 


| Yakima 


Harlingen 


| Huntington 
| Waterloo 


Dubuque 
Altoona 


| Mansfield 
| Jackson 


Oak Hill 


| Modesto 
| Patchogue 


Boise 


Lynchburg 


Warren 


| Battle Creek 


GENERAL 
MDSE. 
STORE 
SALES 


18,121 
18,070 
18,029 
17,832 
17,808 
17,808 
17,712 
17,599 
17,576 


17,444 
17,407 
17,368 
17,257 
17,097 
17,089 
17,017 
16,768 
16,610 
16,585 


16,433 
16,112 
16,045 
15,943 
15,836 
15,709 
15,610 
15,587 
15,450 
15,435 


15, 264 
15,246 
15,237 
15,105 
14,913 
14,847 
14,810 
14,740 
14,740 
14,607 


14,602 
14,550 
14,539 
14,280 
14,268 
| 14,248 
| 14,120 
| 14,040 
13,950 
| 13,912 | 


113,823,365 


~“ | Joliet 
Orange, Cal......... | Santa Ana 
McLennan, Tex.....| Waco 


Mahoning, Ohio 
Hampden, Mass. 
Allen, ind..... 


| Youngstown 
Springfield 
Fort Wayne 


Honolulu County, with a General Merchandise 
Sale of $42,716 thousand, would rank 66 if 
included above. 
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How big is the hardware market? 
It’s a big dollar market. In 1953, total retail 
hardware store sales approached 234 billion 
dollars. It’s a market for over 60,000 items in 
a multitude of lines — tools, paint, appliances, 
housewares, lawn and garden supplies, sporting 
goods — to name only a few. 


How many retailers are there? 


An efficient network of retail and wholesale 
distributors operates in the hardware field. 75% 
of all merchandise sold by the 34,674 retail 
hardware stores passes through hardware 
wholesalers. And 92% of the tremendous hard- 
ware market volume is done by 62% of the 
dealers. 


How do you sell the hardware market? 
There are three ways you can make your efforts 
in selling the hardware market most productive: 
1. Personal selling, of course; 2. Advertising in 
HARDWARE AGE; 3. Direct Mail. 


What is the BASIC way to get 

hardware store distribution? 
Trade paper advertising is basic in developing 
hardware market distribution — because it goes 
where you have to sell — to all groups: retail 
dealers, wholesalers and their salesmen. They 
all must be kept constantly aware of the profit 
opportunities represented by your line if you 
are to develop your maximum sales potential. 


What is the best BASIC MEDIUM to 

reach the entire hardware market? 
HARDWARE AGE. Because 79% of all hardware 
dealers reading any hardware publication read 
HARDWARE AGE, and 23.9% of these dealers 
read HARDWARE AGE exclusive'y. There are 
6,309 HARDWARE AGE subscriptions in 541 of 
the 544 general hardware wholesale houses — 
better than 60% more wholesaler readers than 
the second hardware publication. 


Why is HARDWARE AGE 
the readership leader? 


Because HARDWARE AGE is the magazine of 
merchandising experience. With the largest, 
most experienced staff in the hardware business 
magazine field, HARDWARE AGE offers its readers 
— every other Thursday — timely, practical 
merchandising information, “how-to” stories 
based on the actual experiences of successful 
dealers, more new product news than offered 
by any other hardware magazine. That’s why 
dealers report spending an average of 2 hours 
and 40 minutes with a copy of HARDWARE AGE 
— 1 hour and 11 minutes of which are devoted 
to looking at or reading advertisements. 


THESE FACTS TELL the reasons 
why advertisers have such faith 
in HARDWARE AGE — why they 
place practically twice as much 
advertising in HARDWARE AGE 
as in any other magazine in its 
field. You, too, will find that 
HARDWARE AGE is your best 
entrance to the $2% billion 
hardware market. 


Cae an-cn ah ao op un on ee ie 


For further and more complete 
information about the hardware 
merket, HARDWARE AGE, and 
our effective direct mail service, 
visit or write to: 


A Chitton QD Prblicarion — YY Member TQ 


100 EAST 42nd STREET, NEW YORK 17, N. Y. 
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Furniture-Household-Radio Store Sales, 200 Leading Counties 


7D Estimates, 1953, for the 200 counties leading in this category 


FURN.- FURN.- 
HOUSE.- HOUSE.- 
RADIO RADIO 
COUNTY LEADING STORE COUNTY STORE COUNTY 
and and SALES and 


Rank 
in 
STATE CITY Group STATE @ STATE 


Est. (in 
thousands) 


| 


New York, N. Y. ‘ 22,217 

(5 Counties*) New York City 22,042 
21,721 
21,631 
21,502 
20,897 
20,604 
20,592 
20,496 
20,223 
19,908 
19,861 
19,845 


Seeaneaawna 
SSssertsgagzagnrz3as 


19,845 
19,756 
19,588 
19,552 
19,319 
19,250 
18,513 
18,502 
18,480 


SSesssagees 


18,154 
18,096 
17,696 
17,455 
17,334 
17,270 
17,220 
16,714 
15,950 
15,729 


47,912 
47,145 
46,200 
46,200 
46, 157 
45,475 


SSUNSRSESR2 
S2Se8e2feR82 


41,612 
40,086 
40,047 
39,750 
38,514 
38,478 
36,225 
35,432 
35,187 
35,145 


15,649 
15,457 
15,444 
15,370 
15,120 
15,092 
15,038 
14,994 
14,948 
14,873 


SSSSSReeee 


34,193 
33,919 
32,508 
31,951 
31,824 
30,456 
30,030 
29,790 
29,274 
29,241 


14,722 
14,541 
14,410 
14,402 
14,144 
13,720 
13,596 
13,545 
13,534 
13,483 


SsesSsets qa 


8,070 
28,531 


28,496 
27,324 
26,789 
26,784 
26,076 
26 ,058 


13,461 
13,457 oer 8,033 
13,365 8,015 
13,061 7,896 
13,000 7,883 
12,989 7,865 
12,852 . ¥.... 7,847 
12,231 7,838 
11,716 . 7,815 
11,681 > 7,752 
7,715 


11,550 
11,533 = 6,193,196 
11,467 5 67.5606 
11,445 
11,340 
11,232 
11,220 


23,567 
22,898 
22,664 
22,356 


Honolulu County, with a F-H-R Sale of $18,- 
830 thousand, would rank 88 if included above. 
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R COVERING FIELD... 


IF YOU HAVE PRODUCTS FOR THE FLOO 


REACH 15,000 BUYERS 


VIA THE ONLY MONTHLY MERCHANDISING MAGAZINE IN THE FIELD 
WITH THE LARGEST AUDITED CIRCULATION 


How to Make 
FLOOR COVERING PROFITS 
a Reality for Your Sales Force 


EARLY STEPS IN SALES PLANNING include: 
Making sure to let your wholesale-distributors 
and retailers know in advance about your 
consumer advertising campaigns . . . know about 
the merchandising aids you will supply to 
them... acquaint them with company sales 
policies, products, etc. 
: pot rc , 19 ‘Such steps make it possible for your salesmen 
+ NING ; to make every call profitable, help them get 
WHAT'S “HAPPE x more and bigger orders... get all-round 


7p VE R / merchandising cooperation. 
R onretiNe FOR SELLING REASONS, more people in the 


floor covering business are reading Floor 
Covering Profits than ever before ...an 
active, sales-minded audience of over 15, 000 
Floor Covering Merchandising Executives 
and Buyers for 
2,105 Department Stores 
5,970 Furniture Stores 
6,148 Specialty Stores & Contractors 
333 Other Floor Covering Retail Outlets 
623 Wholesale-Distributors 


_ THE LARGEST AUDITED CIRCULATION 
in the field means that Floor Covering Profits 
provides strong readership for your own 
special product story. 


WHEN YOU ADVERTISE, you get the 
er attention and interest of key personnel who 
eee ai , buy-and-sell. As readers of Floor Covering 
Profits, they are primed to want to read-and-see 
what you have to tell-and-show them that 
will help them go after and get... more 
Your 1954 CAMPAIGN ~ business by actively merchandising your floor 
A BLUE PRINT FOR ‘ covering products. 


. WRITE FOR ADVERTISING RATES and 
a 4E - Market & Media Facts today. (See Section 
48-A Standard Rate & Data). 
A FOR YOUR NEXT | entre -er-agmmnnrr emeat Mean 
i, a. gia 8 ; 7 Typical Timely Merchandising Articles 
—— 4: i ; Featured in Floor Covering Profits 


4 WITH A PROFIT PUNCH 
WRITE HEADLINES i i Since January 1954 


(Copies Sent on Request) 


i 
' 
I 
! 
Blueprint for 1954 Advertising Plans 1 
What Colors Top Retailers Are Selling t 
[ 
I 
1 


How To Sell More Linoleum 
Workroom Handling Methods 

From 2 To 126 Employees In 5 Years 
Outline For Selling Vinyls 

Write Profit Punch Headlines 

Job Control For 4 States 

How To Sell Carpet Cushions 

Your Ads For Spring Carpet Bazaar 
Customer: Sell Themselves 
Passers-by? Aityeh Gets Them In 
Front Display Builds Felt Base Sales 
Cleaning “'Gimmick’’ Ups Gross 70% 
Make Your Cotton Ads Sparkle 

How To Sell More Metal Trim 

a Smooth Surface Style Trends 


From 2 To 126 Employees In 5 Years ris FLOOR COVERING PROFITS 
— = yeaa 386 Fourth Avenue, New York 16, N. Y. 
ae - Phone: LExington 2-1760 


If | Could Meet Your Next Customer 
for VINYLS 
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Automotive Store Sales, 200 Leading Counties 


@/D Estimates, 1953, for the 200 counties leading in this category 


MOTIVE | 


| 
| MOTIVE | MOTIVE 
LEADING | SALES | Rank COUNTY 


| SALES | Rank COUNTY LEADING SALES | Rank 
| in and 


in and in 
Group STATE CITY | Group STATE CITY Group 


Est. (in | Est. (in Est. (in 
thousands thousands 


AUTO- | | | AUTO- | AUTO- 


LEADING 


CITY 


Los Angeles, Cal. 
Cook, til. 
Wayne Mich 
New York, N. Y. 
(& Counties* 
Cuyahoga, Ohio 
Philadelphia, Pa. 
Allegheny, Pa. 
St. Louis, Mo. 
Harris, Tex. 
Erie, N. Y. 
Milwaukee, Wisc. 
Dallas, Tex. 
District of 


Los Angeles 
Chicago 
Detroit 


New York City 
Cleveland 
Philadelphia 
Pittsburgh 

St. Louis 
Houston 
Buffalo 
Milwaukee 
Dallas 


1,310,253 


996 660 
952,512 


872,631 
362,331 
324,125 
313, 132 
284 ,748 
263 , 296 
243,459 
234 ,850 
229,698 


Passaic, N. J. 
Hudson, N. J. 
Kent, Mich. 
Camden, N. J. 
Essex, Mass. 
Fresno, Cal. 
Sacramento, Cal. 
Onondaga, N. Y. 
Ingham, Mich 
Orange, Cal. 
Spokane, Wash. 
Caddo, La. 
Henrico, Va. 


Paterson 
Jersey City 
Grand Rapids 
Camden 
Lynn 
Fresno 
Sacramento 
Syracuse 
Lansing 
Santa Ana 
Spokane 


Shreveport 
Richmond 


76 , 356 
75,637 
74,803 
73,984 
73 ,669 
72,965 
72,040 
71,935 
70,091 
68 ,628 
67,473 
67,235 
67,080 


Stanislaus, Cal. 
East Baton 
Rouge, La... . 
Du Page, Ill..... 
McLennan, Tex. 
Palm Beach, Fla. 


Rock Island, Ill... . . 


Northampton, Pa. 
Bernalillo, N. M. 

Vanderburgh, Ind, 
Pinellas, Fla... . . 
Saginaw, Mich. 


| Modesto 


Baton Rouge 
| Elmhurst 


Waco 

West Palm 
Beach 

Rock Island 

Bethiehem 

Albuquerque 

Evansville 

St. Petersburg 


| Saginaw 


thousands) | 


41,253 


41,252 
40,755 
40,535 


39,931 
39,852 
39,564 
39,497 
39,424 
39,114 
38,574 


Columbia Washington 221,490 
Essex, N. J. Newark 218,821 
Baltimore, Md. Baltimore 207 ,600 
San Francisco, Cal. . San Francisco 207 ,278 


Stark, Ohio 
Westmoreland, Pa. 
Salt Lake, Utah 
St. Joseph, ind. 


Canton | 66,816 
Greensburg 66 677 
Salt Lake City | 66,528 
South Bend | 65,625 


Monterey, Cal. Salinas 38,480 
Butler, Ohio... . Hamilton 38 ,252 
Lake, lll....... Waukegan 37,920 


Calhoun, Mich. 


Marion, tnd. 
Hennepin, Minn. 
Alameda, Cal. 
Hamilton, Ohio 


Jackson, Mo. 
Nassau, N. Y. 


Middlesex, Mass. 
King, Wash. 


Westchester, N. Y. 


San Diego, Cal. 
Multnomah, Ore. 
Fulton, Ga. 
Dade, Fla. 
Hartford, Conn. 


Fairfield, Conn. 
Shelby, Tenn. 
Denver, Colo. 
Suffolk, Mass. 
Oakland, Mich. 
Jefferson, Ky. 
Monroe, N. Y. 
Jefferson, Ala. 
Franklin, Ohio 
Lucas, Ohio 


New Haven, Conn. 


Bergen, N. J. 
Summit, Ohio 
Providence, R. |. 
Tarrant, Tex. 
Bexar, Tex. 
Oklahoma, Okla. 


Montgomery, Ohio 


Maricopa, Ariz. 
Genesee, Mich. 


Orteans, La. 
Douglas, Nebr. 
Worcester, Mass. 
Tulsa, Okla. 
Duval, Fla. 
Lake, Ind. 
Ramsey, Minn. 
Davidson, Tenn. 
Norfolk, Va. 
Montgomery, Pa. 


Union, N. J. 
Sedgwick, Kans. 
Polk, lowa 
Norfolk, Mass. 
Delaware, Pa. 
Hampden, Mass. 
Santa Clara, Cal. 


Indianapolis 
Minneapolis 
Oakland 
Cincinnati 


Kansas City 
Hempstead 
Township 
Cambridge 
Seattle 
Yonkers 


| San Diego 


Portiand 


| Atlanta 


Hartford 


Bridgeport 


| Memphis 


Denver 
Boston 
Pontiac 


.| Louisville 


Rochester 


..| Birmingham 
| Columbus 


Toledo 


New Haven 
Hackensack 
Akron 
Providence 
Fort Worth 
San Antonio 
Oklahoma City 
Dayton 
Phoenix 

Flint 


New Orleans 
Omaha 
Worcester 
Tulsa 
Jacksonville 
Gary 

St. Paul 
Nashville 
Norfolk 


| Lower Merion 


Township 


Elizabeth 
Wichita 

Des Moines 
Quincy 
Chester 
Springfield 


| San Jose 


191 , 752 
189,924 
186 , 381 
179,928 


179,520 


176 ,988 
176 ,662 
171,720 
165,319 
164,125 
161,588 
159 , 536 
156 , 938 
148 474 


146,125 
145,418 
142,972 
141,360 
138 , 086 
132,976 
132,804 
127,978 
127,889 
127,616 


124 ,460 
118 ,237 
117,475 
116,649 
113,490 
112,870 
112,080 
105 , 856 
102,656 
100, 100 


96,390 
95 , 967 
94 634 
93,291 
90,774 
88 , 767 
88 ,080 
87 ,967 
87,120 


86,750 


86,127 
85,416 
83,611 
82,435 
81 , 267 
80, 196 
77 ,056 


Albany, N. Y. 
Pierce, Wash. 
Arlington, Va. 
Mahoning, Ohio 


Hillsborough, Fla. 


Kern, Cal. 


Mercer, N. J. 
Jefferson, Tex. 
New Castle, Dei. 


San Bernardino, Cal. 


Erie, Pa. 
Berks, Pa. 


Montgomery, Md. 


Luzerne, Pa. 
Pulaski, Ark... . 
Bristol, Mass. 


Contra Costa, Cal. 


Macomb, Mich. 
Nueces, Tex. 
El Paso, Tex. 


San Mateo, Cal... 


San Joaquin, Cal. 
Alien, ind.. 
Lubbock, Tex. 


Mecklenberg, N. C. 


Lancaster, Pa. 


St. Louis, Minn. 
Hamilton, Tenn. 
Monmouth, N. J. 
Kane, lil. 
Richland, S. C. 
Knox, Tenn. 
Kanawha, W. Va. 
Guilford, N. C. 
Lehigh, Pa. 
Suffolk, N. Y. 
York, Pa. 
Dauphin, Pa. 

St. Clair, Wi. 
Madison, Ii. 
Peoria, lil. 
Mobile, Ala. 
Wyandotte, Kans. 
Middlesex, N. J. 
Hinds, Miss. 
Niagara, N. Y. 
Winnebago, til... 
Oneida, N. Y. 
Riverside, Cal. 
Potter, Tex. 
Travis, Tex. 
Greenville, S. C. 
Sangamon, lil. 
Broome, N. Y. 
Washington, Pa. 


Albany 


| Tacoma 


Alexandria 
Youngstown 
Tampa 


| Bakersfield 


| Trenton 


Beaumont 


| Wilmington 


San Bernardino 
Erie 

Reading 
Rockville 
Wilkes-Barre 


| Little Rock 


New Bedford 


| Richmond 
Mount Clemens | 

| Corpus Christi 

| El Paso 


San Mateo 


| Stockton 


Fort Wayne 
Lubbock 


| Charlotte 


Lancaster 


Duluth 
| Chattanooga 
| Asbury Park 


Aurora 
Columbia 
Knoxville 
Charleston 
Greensboro 
Allentown 
Patchogue 


| York 
| Harrisburg 
| East St. Louis 


Alton 
Peoria 
Mobile 


| Kansas City 
| New Brunswick 
Jackson 


Niagara Falls 
Rockford 


Utica 
Riverside 


Amarillo 
Austin 
Greenville 
Springfield 
Binghamton 
Washington 


65,227 
64,920 
63,830 
63,744 
62,611 
61,513 


61,309 
61, 166 
60,258 
60,129 
60,024 


Battle Creek 37,698 
Newport News, Va.... Newport News 37,674 
Wichita, Tex... ... Wichita Falls 36 ,666 
Yakima, Wash. ..| Yakima 36,540 
Beaver, Pa..... Beaver Falls 36,508 
Dane, Wisc.. .. | Madison 36,502 
Orange, Fia.. | Orlando 36,023 


Cumberland, Me. | Portland 35,861 
Pima, Ariz... | Tucson | 35,814 
Orange, N. Y. Newburgh 35,790 
Trumbull, Ohio Warren 35,346 
Kalamazoo, Mich....| Kalamazoo 35,179 
Marion, Ore... . . Salem 35,136 
Chester, Pa. ..| West Chester | 34,932 
Bucks, Pa... | Bristol | 34,846 
Lorain, Ohio ..+-| Lorain | 34,443 
Charleston, S. C. | Charleston 34,047 


Linn, lowa Cedar Rapids | 34,000 
Tulare, Cal. “a Visalia 33,960 
Wake, N.C.........| Raleigh | 33,585 
Schuylkill, Pa. ..| Pottsville 33,302 
Will, WL. ...... | Joliet 33,291 
Fayette, Pa... . Uniontown | 33,191 
Gregg, Tex.... | Longview 33,174 
Chautauqua, N. Y. Jamestown | 33,151 
Ouachita, La. | Monroe | 33,087 
Muscogee, Ga. Columbus 32,976 


Montgomery, Ala... 
Muskegon, Mich 
Chatham, Ga. 
Plymouth, Mass. 


Montgomery 32,844 
Muskegon 32,770 
Savannah 32,555 
Brockton 32,551 
Spartanburg, S.C....| Spartanburg 32,308 
Kankakee, Ili. | Kankakee 32,258 
Jackson, Mich. | Jackson 32,121 
New London, Conn...| New London 31,750 
Cambria, Pa.. Johnstown 31,682 
Schenectady, N. Y...| Schenectady 31,608 


Ventura, Cal... . Ventura 31,605 
Lane, Ore.... Eugene 31,371 
Lackawanna, Pa. | Seranton 31,286 
Prince Georges, Md..| Hyattsville 31,248 
Berrien, Mich. Benton Harbor 31,232 
Roanoke, Va. | Roanoke 31,110 
Escambia, Fla. Pensacola 31,104 
Taylor, Tex, < Abilene 30,920 
Decatur 30,875 

Poughkeepsie 30,702 


\ 


Total Above Counties .. . 
% AU.S.A........).. 


. 19,820,328 
59.1828 


Honolulu County, with Automotive Store Sales 
of $58,245 thousand, would rank 100 if in- 
cluded above. 


* Boroughs 
150 
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e e Covers the Cream 
of the Nation's 

Fastest Growing Market 
—-TBA— 

By Selective Screening 
of Top Volume 


* Tire, Battery and Accessory Stations 

* Tire Recappers and Tire Repair Shops 

* Service Stations—large establishments with TBA departments 
* (Car Dealers—targe establishments with TBA departments 


* Independent Oil Jobbers with TBA programs 
* TBA Management in oil refiner marketers with TBA programs 
* Automotive Jobbers 


32,000 Circulation 


Strikes the real Buying Power of an Important Branch of the 


Automotive Industry. An editorial policy based on practical 


experience in the field that has earned 


the consistent support of advertisers ye RE S$ 
for 35 years. For advertisers—a direct TBA MERCHANDISING 


route to the outlets that do the The Blue Book 


of the Business 


386 Fourth Avenue 
New York 16, New York 


bulk of the TBA business. 
PUBLICATION 


Ask for TBA Market Analysis 
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Drug Store Sales, 200 Leading Counties 


@ eg 1953, for the 200 counties leading in this category 


DRUG ] DRUG | 
STORE STORE 
SALES COUNTY LEADING | SALES 


COUNTY LEADING 


Rank Rank 
in in 
Group ciTY Group CITY 


snoqaeen- 
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_— 
— 
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4,060 
4,046 
4,032 
4,003 
3,916 
3,908 


SSeasareRee 


3,245,492 
67.0833 


Honolulu County, with Drug Store Sales of 
$12,195 thousand, would rank 68 if included 
above. 


SIQSRIeR=5 
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Many marketing people prefer to 
work with the city as a marketing 
unit—on the principle that the city 
will generally account for the bulk of 
the retailing volume of a given market 
area. As in the case of counties, the 
economic activity of cities is highly 
centralized. The leading two hundred 
cities accounted for 35 percent of total 
population in 1953, 48 percent of total 
retail sales and 65 percent of total 
general merchandise sales. The five 
cities with over 1,000,000 persons ac- 
counted for 11 percent of total popu- 
lation and about 14 percent of total 
sales. It is a remarkable fact that each 
of the size groups into which the re- 
maining cities fall accounts for about 
6 percent of the total population and 
about 8 or 9 percent of the total sales. 

Cities with population between 
500,000 and 1,000,000 
Cities with population between 
250,000 and 500,000 
Cities with population between 
100,000 and 250,000 
Cities with population between 
50,000 and 100,000 
Cities with population between 
25,000 and 50,000 

Cities with populations between 
2,500 and 25,000 persons account for 
about 17 percent of population and 23 
percent of total sales. One interesting 
marketing fact is that retail sales per 
capita are not correlated with the size 
of the city. The largest per capita sales 
ratios are found in cities with popu- 
lation between 250,000 and 500,000, 
and the smallest ratios are found in 
the cities with population over 1,000,- 
000. There is little variation in food 
sales per capita among cities, but the 
highest per capita ratios of general 
merchandise and drug sales are found 
in cities with population between 250,- 
000 and 500,000; the highest per cap- 
ita ratios of furniture-household-radio 
sales are in cities with population be- 
tween 100,000 and 250,000; the high- 
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THE LEADING CITIES SECTION 


est per capita automotive sales are in 
cities with population between 25,000 
and 50,000. 

This year, the editors of SALEs 
MANAGEMENT have decided to extend 
the ranking of cities beyond the first 
200 in each category, to include the 
second group of 200 leading cities. 
The leading 400 cities obtained in 
this manner are roughly equivalent in 
marketing coverage to the 233 metro- 
politan areas, standard and potential. 
These rankings will make it possible 
to accord separate recognition to a 
large number of smaller markets that 
are of importance in many categories, 
but are frequently ignored when at- 
tention is centered on the major mar- 
keting cities. 


Multiple Cities 


In the rankings of the 400 leading 
cities presented below, we treat “mul- 
tiple” cities as single urban marketing 
units. Multiple cities are defined as 
those incorporated places which are 
sufficiently close to each other to war- 
rant regarding the combined popula- 
tion as constituting a single urban 
marketing unit, provided the retail 
sales of at least one of the combined 
cities totaled over $10 million in 1948. 
Market data for such cities appear 
separately in the county-city section 
of the Survey (for each city qualifying 
for inclusion in the Survey), but we 
also show the combined data in italics. 
In the ranking of the leading 400 
cities, the combined data for multiple 
cities are used to establish relative 
positions. The following cities have 
been recognized as multiple cities in 
chis sense. 

Alabema: _Florence-Sheifield-Tus- 
curabia-Muscle Shoals; Tuscaloosa- 
Northport; West Point (Ga.)-Lanett 
(Ala.). 

Arkansas: Little Rock-North Little 
Rock; Helena-West Helena; Texar- 
kana (Ark.)-Texarkana (Tex.). 


California: Grass 
City; Ontario-Upland. 
Connecticut: Meriden-Wallingford. 
Georgia: West Point (Ga.)-Lanett 


Valley-Nevada 


Carbondale-Herrin-Mur- 

Champaign-Urbana; La 
Salle-Peru-Oglesby; Moline-East Mo- 
iine-Rock Island. 

Indiana: Hammond-E. Chicago 
(Ind.). 

Louisiana: Monroe-West Monro? 

Maine: Lewiston-Auburn. 

Massachusetts: Marlborough-Hud- 
son. 

Michigan: Benton Harbor-St. Jo- 
seph; Iron Mountain-Kingsford. 

Minnesota: Mankato-North Man- 
kato. 

Mississippi: Biloxi-Gulfport. 

Montana: Butte-Anaconda. 

New Jersey: Passaic-Clifton. 

New York: Dunkirk-Fredonia; 
Gloversville-Johnstown; —§ Herkimer- 
Ilion; Newburgh-Beacon; North Tona- 
wanda-Tonawanda. 

North Dakota:Bismarck-Mandan. 

Ohio: Martins Ferry-Bellaire; Ra- 
venna-Kent. 

Oklahoma: Seminole-Wewoka-Hol- 
denville. 

Oregon: Coos Bay-North Bend; 
Eugene-Springfield. 

Pennsylvania: Beaver Falls-New 
Brighton; Aliquippa-Rochester-Bea- 
ver; Homestead-West Homestead- 
Munhall; Huntingdon-Mount Union; 
New Kensington-Arnold; State Col- 
lege - Bellefonte; Stroudsburg - East 
Stroudsburg. 

Texas: Brownsville-Harlingen-Mc- 
Allen; Texarkana (Ark.)-Texarkana 
(Tex.). 

Tennessee: Bristol (Tenn.)-Bristol 
(Va.). 

Virgitia: 
(Va.). 

Washington: —_Centralia-Chehalis; 
Pasco-Kennewick-Richland. 

Wisconsin: Neenah-Menasha. 


Bristol \ Tenn. ) -Bristol 


POPULATION 
1/1/54 
Esti- 
mates 
in thousands 


CITY and STATE 


New York City, N. Y. 
Chicago, ll... 
Philadelphia, Pa... 
Los Angeles, Cal... . 
Detroit, Mich. 
Baltimore, Md. 
Cleveland, Ohio 

St. Louis, Mo. 
Washington, D. C. 
Boston, Mass. 


8,071.8 
3,685.0 
2,127.7 


San Francisco, Cal. 
Houston, Tex. 
Pittsburgh, Pa. 
Milwaukee, Wisc... 
New Orleans, La. 
Buffalo, N. Y. 
Hempstead Town- 
ship, N. Y. 
Dallas, Tex. 
Seattle, Wash... .. 
Minneapolis, Minn. 


Cincinnati, Ohio 
Denver, Colo... .... 
Kansas City, Mo. 
San Diego, Cal. 
San Antonio, Tex. 
Atlanta, Ga. 
Newark, N. J, 
indianapolis, ind... 
Memphis, Tenn. 
Oakland, Cal. 


Portiand, Ore. . 
Columbus, Ohio 
Louisville, Ky. 
Birmingham, Ala... . 
Fort Worth, Tex. 
Rochester, N. Y. 
St. Paul, Minn. 
Toledo, Ohio 

Long Beach, Cal. 
Jersey City, N. J. 


Akron, Ohio. 

Miami, Fla. 

Omaha, Nebr. 
Dayton, Ohio 
Oklahoma City, Okia. 
Providence, R. |. 
Richmond, Va. 
Norfolk, Va. 
Syracuse, N. Y. 
Jacksonville, Fla. 


Tampa, Fla. 
Tulsa, Okla. 
Worcester, Mass. 
Wichita, Kans. 
Salt Lake City, Utah 
Nashville, Tenn... . 
Des Moines, lowa 
Hartford, Conn. 
Grand Rapids, Mich. 
North Hempstead 
Township, N. Y. 


Spokane, Wash. 

Flint, Mich. 
Youngstown, Ohio 
Springfield, Mass. 
Bridgeport, Conn. 

New Haven, Conn. 
Austin, Tex. 

Little Rock-North Little 


Population and Rank, Leading Cities 


e 400 cities 


Rank 
in 
Group 


oe@mnoaqaeswn- 


Cc 
c 


Accumu- 
lation 


5.0442 
7.3470 
8.6767 
9.9921 
11.1952 
11.7996 
12.3773 
12.9192 
13.4417 
13.9441 


14.4464 
14.8762 
15.2971 
15.7030 
16.0820 
16.4441 


16.7979 
17.1391 
17.4797 
17.8108 


18.1325 
18.4331 
18.7206 
19.0225 
19.3069 
19.5895 
19.8683 
20.1429 
20.4123 
20.6678 


20.9192 
21.1690 
21.4183 
21.6323 
21.8419 
22.0512 
22.2516 
22.4491 
22.6457 
22.8336 


23.0130 
23.1890 
23.3533 
23.5175 
23 6782 
23.8328 
23.9832 
24.1288 
24.2695 
24.4060 


24.5400 
24.6727 
24.8009 
24.9248 
25.0454 


25.2799 


25.5076 


Estimates, January 1, 1954, f 


CITY and STATE 


Shreveport, La...... 
Sacramento, Cal. 
El Paso, Tex........ 


Charlotte, N.C... 
Baton Rouge, La. 
Gary, Ind. 
Paterson, N. J. 
Fort Wayne, Ind. 
Mobile, Ala. 


Albuquerque, N. M. 
Albany, N. Y. 
Corpus Christi, Tex. 
Erie, Pa. 
Evansville, Ind. 
Chattanooga, Tenn. 
Kansas City, Kans. 
Phoenix, Ariz. 
Camden, N. J. 
Trenton, N. J. 


Passaic-Clifton, N. J... 
Knoxville, Tenn. 
Savannah, Ga... 
Scranton, Pa. es 
St. Petersburg, Fla. 
South Bend, Ind. 
Cambridge, Mass. 
Canton, Ohio 
Montgomery, Ala. 
Berkeley, Cal. 


Oyster Bay Town- 
ship, N. Y... 
Peoria, Ill. 
Elizabeth, N. J... 
Pasadena, Cal. 
Glendale, Cal. 
Fall River, Mass..... . 
Dearborn, Mich. 
Wilmington, Del. 
Jackson, Miss. 
Reading, Pa... 


Richmond, Cal... 
Allentown, Pa. 

New Bedford, Mass. 
Rockford, lil. 
Waterbury, Conn... 
Lubbock, Tex. 
Fresno, Cal... 
Duluth, Minn. 

San Jose, Cal... . . 


Motine-East Moline- 
Rock Island, Il. 
Somerville, Mass. . . 

Beaumont, Tex. 

Amarillo, Tex. 
Lynn, Mass... 
Utica, N. Y... 
Lincoin, Nebr... 


Lowell, Mass... . 


Niagara Falls, N.Y... ..| 
Roanoke, Va......... 
Saginaw, Mich... . . 
Upper Darby Town- 
ship, Pa...... ‘ 
Winston-Salem, N.C... | 
Brownsville-Harlingen- 
McAllen, Tex.. . . 


or th 


1/1/54 Rank | % 


@D Esti- | in | Accumu- 
mates | Group | lation 
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31.5708 
31.6296 
31.6880 
31.7452 


95.2 
94.1 
93.5 
91.6 


89.7 
89.6 
89.1 
88.7 
88.0 
87.9 
86.0 
85.9 


31.8013 
31.8573 
31.9130 
31.9684 
32.0234 
32.0783 
32.1321 
32.1857 
32.2390 
32.2922 


Biloxi-Gulfport, Miss... . | 
Portsmouth, Va. 
Columbus, Ga. 
Huntington, W. Va. 
Augusta, Ga. 
Newton, Mass. 
Quincy, Mass. 
Sioux City, lowa 
Manchester, N. H. 


Burbank, Cal. | 


32.3450 
32.3973 
32.4492 
32.5007 
32.5519 
32.6031 
32.6541 
32.7042 
32.7540 
32.8036 


East St. Louis, Ill. 
Springfield, tl. 
Pawtucket, R. |.. 

East Orange, N. J... ..| 
Springfield, Ohio 
Binghamton, N. Y..... 
Greensboro, N.C... 
Stamford, Conn. 

St. Joseph, Mo..... 
Bayonne, N. J. 


32.8532 
32.9026 
32.9521 
33.0007 
33.0491 
33.0971 
33.1451 
33.1930 
33.2407 
33.2884 


Lawrence, Mass. 
Portiand, Me. 
Wichita Falls, Tex... . 
Santa Monica, Cal. 
Alexandria, Va. 
Altoona, Pa...... 
Davenport, lowa . 

San Bernardino, Cal... 
Cedar Rapids, lowa 
Racine, Wisc... 


33.3357 
33.3838 
33.4303 
33.4774 
33.5242 
33.5709 
33.6176 
33.6639 
33.7096 
33.7552 


Stockton, Cal. 

New Britain, Conn. 
Pontiac, Mich... . 
Evanston, lil. 
Wilkes-Barre, Pa... 
Macon, Ga. 

Charleston, W. Va.. 
Mount Vernon, N. Y.. .. | 
Durham, N.C.......... 
Galveston, Tex. 


33.8007 
33.8461 
33.8912 
33.9362 
33.9808 
34.0252 
34.0689 
34.1126 
34.1559 
34.1990 


Troy, N. Y. 
Hampton, Va. 
Alameda, Cal. 
Pueblo, Colo... 
Raleigh, N. C. 
Springfield, Mo. 
Waterloo, lowa 
Charleston, S. C. 
Chester, Pa.... 
Decatur, Ill... . 


34.2421 
34.2849 
34.3277 
34.3700 
34.4118 
34.4532 
34.4940 
34.5346 
34.5752 
34.6156 


Bethiehem, Pa....... 
Cicero, Ill....... 
Lakewood, Ohio aa 
Champaign-Urbana, Ill. . 
Medford, Mass........ . 
Lewiston-Auburn, Me. 
Covington, Ky... . 
Brockton, Mass... 
Terre Haute, Ind..... 
Lancaster, Pa........ 


Total 200 Leading 
Cities. .... 


% of U.S. A. 


Honolulu City, with Population of 252.3 
thousand, would rank 46 if included above. 
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CITY—NEWARK 


LOCALLY-EDITED MAGAZINE OF 
NEWARK NEWS 


STORE—BERKELEY FURNITURE 
COMPANY 


SUCCESSFUL MERCHANTS 
BUILD PROFITS WITH 
MAGAZINE ADVERTISING 
AT LOCAL LEVEL! 


“The Locally-Edited Newark Sunday News Magazine 
has been so consistently productive, we rank it as our 


pp? 


top advertising medium 


CHARLES R. DAvis 
Berkeley Furniture Company 


If buying the right magazine is your problem, find your solution by 
seeing how merchants buy their magazine advertising! Stores like the 
Berkeley Furniture Company build instant sales by buying magazine 
circulation at the local level. In Newark, for example, the Locally- 
Edited Newark Sunday News Magazine reaches 58% of the vital New- 
ark market, while the topmost national magazine gives you only 17% 
coverage. That’s just one advantage! Your campaign in all of the 13 
Locally-Edited Gravure Magazines can be timed to right selling seasons. 
Full merchandising cooperation of all the National Advertising Depart- 
ments helps assure the success of your sales program. 


Get the verdict of your dealers! They'll tell you: “Use Magazine Adver- 
tising at the Local Level—in the thirteen markets served and sold by 


© Locally-Edited for highest 
J nsf? the LOCALLY-EDITED GRAVURE MAGAZINES.” 


readership 


* Gravure magazine reproduction 


ZINE 
ADVERT, 
AT RISING 


© Newspaper circulation impact 
LOca L Le vn EL 
* Complete flexibility ) ~ 


* Maximum savings on positives GRAVU RE MAGAZINES 


For more information about these 13 

weekly newspaper gravure magazines 

je A weld the following ay vest AKRON BEACON JOURNAL © ATLANTA JOURNAL AND CONSTITUTION © COLUMBIA STATE 
2 Woodward, vay ae.. Boy og 1 Kelley, ted: COLUMBUS DISPATCH © DENVER POST * HOUSTON CHRONICLE 

Kelly-Smith Co., Moloney, Regan & INDIANAPOLIS STAR © LOUISVILLE COURIER-JOURNAL © THE NASHVILLE TENNESSEAN 
Schmitt, Inc., O'Mara & Ormsbee, NEWARK NEWS © NEW ORLEANS TIMES-PICAYUNE-STATES 


= & <r Feley. “tt a ope ST. LOUIS GLOBE-DEMOCRAT * TOLEDO BLADE 
TOTAL CIRCULATION OVER 3,370,000 COPIES WEEKLY. 
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Population and Rank, Leading Cities — (Cont'd) 


€7D Estimates, January 1, 1954, for the 400 cities leading in population 


| POPULATION 


| 
| 


CITY and STATE 


1/54 
rrr Esti- 
vy mates. 
(in thousands) 


Oak Park, lil....... 
Johnstown, Pa. 
Port Arthur, Tex. 
Greenville, S. C. 


Brookline, Mass... ... 
Cleveland Heights, O... . 


201 
202 
203 
204 
205 
206 
207 
207 
209 
208 
211 
211 
213 
214 
215 
216 
216 
218 
219 
220 
221 
222 
222 
224 
225 
226 
227 
228 
229 
230 
231 
232 
232 
234 
235 
235 
237 
238 
239 
239 
241 
242 
242 
244 
245 
246 
246 
248 
249 
250 
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CITY and STATE 


POPULATION 
1/1/84 

Esti- 

mates 

(in thousands) 


if 


% 
Accumu- 
lation 


CITY and STATE 


POPULATION 


1/1/54 
Esti- 
mates 
(in thousands) 


Belvedere Town- 
ship, Cal. 


West Hartford, Conn... . 
White Plains, N. Y..... 
Highland Park, Mich.... 
Santa Barbara, Cal..... 
Salem, Ore......... 
Warwick, R. |. 


Council Bluffs, lowa. . . 
Danville, Va.......... 
Newburgh- 

Beacon, N. Y......... 
Elgin, tl 


Vancouver, Wash. 
Montclair, N. J......... 
Texarkana, Tex.-Ark.. . . 


Waukegan, Iil.......... 
Haverford Township, Pa. 
Jamestown, N. Y...... 


Union Township, N. J... 
Fort Lauderdale, Fla... . 
Great Falls, Mont. 


51.5 


w 
= 
i) 
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SSISSSRES SISIIZZS BF SESSFFSSSS YY SHRSRS YISB 


37.0466 
37.0788 
37.1108 
37.1427 


37.1744 
37.2059 
37.2371 
37.2683 
37.2994 
37.3305 


37.3615 
37.3924 


37.4233 
37.4540 
37.4846 
37.6147 
37.5448 
37.5746 
37.6044 
37.6341 
37.6638 
37.6932 


37.7226 
37.7618 


37.7809 
37.8099 
37.8389 
37.8678 
37.8967 
37.9255 
37.9542 
37.9826 


38.0110 
38.0391 
38.0673 
38.0954 
38.1235 
38.1514 
38.1793 
38.2071 
38.2348 
38.2623 


38.2897 
38.3169 
38.3441 
38.3713 
38.3982 
38.4252 


38.4520 
38.4789 
38.5058 
38.5326 


38.5593 
38.5861 
38.6128 
38.6394 
38.6660 
38.6925 
38.7189 
38.7453 


38.7717 
38.7977 
38.8237 
38.8497 


38.9275 
38.9533 
38.9792 


Fayetteville, N. C. 
Belleville, tl 


Ontario-Upland, Cal... . 


Vallejo, Cal. 
Woodbridge Town- 


Spartanburg, S.C....... 
Danville, U1. 


New Kensington- 
Arnold, Pa 


East Providence, R. 1... . 
West New York, N. J... 


Rabe, Wi. V......0..2- 
Teaneck Township, N. J. 


41.2 
41.1 
41.0 
40.8 
40.6 
40.5 
40.3 
40.3 
40.1 


40.0 
39.8 
39.8 
39.8 
39.7 


39.6 
39.6 
39.6 
39.5 
39.5 
39.4 
39.4 
39.3 
39.1 


39.1 


39.0 
38.9 
38.9 
38.9 
38.8 
38.7 
38.7 
38.5 
38.4 


38.3 
38.2 
38.2 
38.2 
38.0 


37.9 
37.8 
37.8 
37.6 
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SALES MANAGEMENT 


Total Net Effective Buying Income, Leading Cities 
Estimates, 1953, for the 400 cities leading in this category 


NET E. B. |. NET E. B. |. 

Esti- | Rank SM Esti- 
CITY and STATE mates! in Accumu- CITY and STATE mates 
(in thousands) | Group | lation (in thousands) 


: 


CITY and STATE 


New York City, N. Y....| 15,428,590 
Chicago, Ill 7,587,415 
Los Angeles, Cal 4,045,618 
Detroit, Mich........... 
Philadelphia, Pa... . . ‘ 
San Francisco, Cal... .. .| 
Cleveland, Ohio 
Washington, D.C.......| 
St. Louis, Mo. 

Baltimore, Md. 


6.2713 266,123 

9.3554 | Passaic-Clifton, N. J.... 262,242 
10.9999 | Tacoma, Wash......... 261,823 
12.4875 | Little Rock-North Little 
13.9692 261,576 
14.7258 259,515 
15.4529 258,670 
16.1139 bute staid 258 ,336 
16.7248 256,819 
17.3255 253,929 
253,778 


Shaker Heights, Ohio. .. 
Fall River, Mass. 


co@meonoaeswn 


— 


Hempstead Town- 
17.8522 252,893 
18.3773 . 252,678 
° 18.8991 .C.. 252,386 
Milwaukee, Wisc... .. . ‘ 19.3997 
Seattle, Wash.. ; 19.8565 a 247,192 
20.3120 244,310 
20.7617 243,812 
Minneapolis, Minn.... . 21.1611 ¥ 241,578 
New Orleans, La....... 21.5462 Rib bacsheks 240,504 
Buffalo, N. Y.......... 21.9291 229,868 
228,317 


151,111 
150,677 
150,469 
149,424 
148,614 
148,022 
147,071 
146,609 
146,475 
145,381 


144,833 
144,812 
143,386 
142,843 
142,165 
141,918 
141,194 
140,673 


22.3039 | Trenton, N.J.......... 228, 185 
22.6784 | Pasadena, Cal.......... 227,872 
23.0494 | Upper Darby Town- 
23.4109 ship, Pa 226,636 
23.7621 | Corpus Christi, Tex... .. 226 ,630 
24.0933 . 226,238 
24.4237 Lah as eicwaaine 217,092 
24.7495 216,332 
25.0615 216,016 140,360 
25.3663 ° 214,358 139, 586 
25.6428 | Elizabeth, N.J......... 212,670 136, 598 


Columbus, Ohio 
Atlanta, Ga. 
Memphis, Tenn. 


SSSeees8 SS SSSSSRE SKS SSsIsaS ANG 2s 
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25.9113 | Cleveland Heights, Ohio 211,384 : 135,794 
26.1750 206,102 _ = 135,302 
26.4371 205, 003 ' 134,921 
26.6980 204,309 4 134,516 
26.9374 203,020 5 ee 132,843 
27.1746 202,487 5 . 130,884 
27.4068 201,422 130,830 
27.6191 201,199 , 130,749 
27.8314 200,575 . 130,728 
197,634 
Jersey City, N. J........ ‘ 28.0404 129,964 
Dayton, Ohio 28.2444 a 128,112 
Birmingham, Ala. 28.4429 194,316 126, 166 
28.6338 ’ 193,929 s 125,918 
Oklahoma City, Okla... . 28.8128 193,902 124,451 
North Hempstead 192,958 A 124,303 

Township, N. Y...... 28.9850 192,376 124,115 
29.1504 192,274 F 123,855 
29.3149 188,107 
29.4764 187,671 . 123,434 
29.6234 186,989 122,897 
186,009 122,364 


Fort Worth, Tex....... 
St. Paul, Minn 
Miami, Fla. 


SSSISERER 


29.7759 
29.9237 184,340 . 122,288 
30.0713 183, 553 121,961 
30.2190 183, 189 121,845 
30.3646 181,389 . poss 120,951 
30.5101 . 181,114 120,582 
30.6472 bs 181,110 
30.7830 178,054 120,542 
30.9183 4 Ar 177,993 . . 120,283 
31.0484 176,713 . 119,836 
176,248 ° 119,439 


SSSIsSaleR2 


31,1777 
31.3051 175,341 
31.4306 173,042 
31.5537 169,738 
31.6765 168 ,848 
31.7985 168,815 
31.9189 4 168,548 * Honolulu City, with Net Effective Buying Income 
32.0331 168,204 of $456,124 thousand, would rank 45 if included 
32.1458 168,025 above. . 

32.2568 167,641 


Fort Wayne, Ind. 
Springfield, Mass. 
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Total Net Effective Buying Income, Leading Cities — (Cont'd) 


G7 Estimates, 1953, for the 400 cities leading in this category 


NET E. B. |. l | NET EB. 1. 
Esti- % 2 Sy7p Fst Rank 
CITY and STATE mates| i CITY and STATE CITY and STATE mates| in 


(in thousands) lation } i (in thousands) | Group 


Compton, Cal. 119,372 

Medford, Mass. 118,856 
Biloxi-Gulfport, Miss. 117,623 
Inglewood, Cal. 117,356 
Port Arthur, Tex. 117,309 
Pueblo, Colo. 116,784 
Galveston, Tex. 116,494 
Chester, Pa... 116, 187 
Hampton, Va. 116,102 
University Park, Tex. 115,997 


41.6346 Union City, N. J. 
41.6829 Abilene, Tex. 90,802 
41.7307 Green Bay, Wisc. 90,581 
41.7784 | Lincoln Park, Mich. 90,185 | : Redwood City, Cal. 
41.8261 Palo Alto, Cal. 89,825 | 
41.8735 West Paim Beach, Fla. 89,365 | . Westfield, N. J. 
41.9209 Elgin, Wt... .. 88,810 | ° Vancouver, Wash. 
41.9681 Colorado Springs, Colo. 88 587 a Orange, N. J. 
42.0153 Altantic City, N. J. 87,903 | J Nutley, N. J. 
42.0625 Independence, Mo. 87 841 A Midland, Tex. 
Lynchburg, Va. 
Manchester, Conn. 
44.9348 | Abington Township, Pa. 
44.9701 Lawton, Okla..... 
45.0055 | Wilkinsburg, Pa.. 
45.0405 
45.0755 Perth Amboy, N. J......| 
45.1104 | Park Ridge, Ill. 
45.1452 Norristown, Pa. 
45.1797 Wilmette, tl. 
45.2141 Yakima, Wash. 
45.2484 Haverhill, Mass. 
| Salem, Mass. 
Cranston, R. |. 108,088 | 42.5670 | Gadsden, Ala. 45.2827 | North Tonawanda- 
Las Vegas, Nev. 107,814 | 42.6109 | Mount Lebanon Town- Tonawanda, N. Y.... 
Durham, N. C. 107 ,303 42.6546 ship, Pa. 45.3168 | Birmingham, Mich. 
Wauwatosa, Wisc. 107,440 42.6983 Fort Smith, Ark. 45.3508 Casper, Wyo... . 
Hamilton, Ohio. . 107,111 42.7418 Waltham, Mass. 45.3846 
106 ,683 42.7851 Jackson, Mich. 45.4182 Tyler, Tex... ; 
105,939 | 42.8282 Warwick, Va. 45.4514 Jamestown, N.Y... .. 
105 582 42.8711 Bay City, Mich... . 45.4845 Ridgewood, N. J. aa 
Eugene-Springfield, Ore. 104 , 505 42.9136 Tucson, Ariz. 45.5174 Redondo Beach, Cal. 
Wheeling, W. Va... . 104 ,302 42.9560 Wyandotte, Mich. 45.5502 Middletown, Ohio 
| Torrance, Cal. 45.5828 Rome, N. Y.. . . 
Kokomo, Ind....... 
45.6153 Richmond, Ind. 
45.6478 | Vallejo, Cal... 
45.6801 Mishawaka, Ind. 
45.7124 
45.7444 Maplewood Town- 
45.7763 ship, N. J. ed 47.7042 
45.8081 Woodbridge Town- 
ship, N. J. ; 47.7321 
45.8399 | Norwood, Ohio.........| 47.7600 
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47.0191 
47.0480 
47.0768 
47.1057 


University City, Mo. 115,313 | | 42.1093 | Lima, Ohio 
115,064 42.1561 | Chicopee, Mass. 
115,046 | | 42.2029 | Great Falls, Mont. 
114,360 | 42.2494 | Dubuque, lowa 
. 114,182 42.2958 | Santa Barbara, Cal. 
Terre Haute, Ind. 112,602 42.3415 Arlington, Mass. 
Troy, N.Y... 112,039 | 42.3871 | Holyoke, Mass. 
Bloomfield, N. J. 111,894 42.4326 McKeesport, Pa. 
Sioux Falls, $. D. 111,802 | 42.4780 | Butte-Anaconda, Mont. 
Miami Beach, Fla. 110,912 | 42.5231 | Charleston, S. C. 


SAAAAIAAAAA AW 
Ss 
“ 


47.1345 
47.1633 
47.1921 
47.2208 
47.2495 
47.2782 
47.3069 


SSRIFSIBRS 
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47.3356 
47.3643 
47.3929 


47.4215 
47.4501 
47.4786 
47.5071 
47.5355 
47.6639 
47.6921 
47.6203 
47.6483 
47.6763 


Kenosha, Wisc. P 103,198 42.9979 Woonsocket, R. |... . 
Muncie, Ind. 103,015 | 43.0398 La Crosse, Wisc... .. 
Plainfield, N. J.. 102,856 | 43.0816 | Paducah, Ky. 
York, Pa..... 102,607 43.1233 Everett, Mass. 
San Angelo, Tex. | 102,583 | 43.1650 Warwick, R. |. 
Lewiston-Auburn, Me. 102,351 | 43.2066 New Castle, Pa. 
Covington, Ky. 101,542 | 43.2479 Salem, Ore... . . 
East Cleveland, Ohio 101,519 | | 43.2892 | North Bergen Town- 
Haverford Township, Pa. 100,738 | | 43.3301 ship, N. J. 
Mansfield, Ohio... 100,438 | 43.3709 Skokie, t.. 45.8717 Pensacola, Fla. , 47.7878 
Newburgh-Beacon, N. 45.9034 Aliquippa-Rochester- 
Waukegan, Iii. 100,081 | 43.4116 } Beaver, Pa...... 47.8156 
Ann Arbor, Mich... . 99,740 | 43.4522 Bristol, Conn. paeiune 45.9350 West Haven, Conn. | 47.8433 
Altadena Township, Cal. 99,334 | 43.4925 | Cheyenne, Wyo. 45.9665 | Boise, Ida...... 47.8709 
South Gate, Cal. 99,198 | 43.5328 Fargo, N. D. 45.9978 Poughkeepsie, N. Y. 47.8983 
Riverside, Cal. 98,954 | | 43.5731 Elmira, N. Y. re | 46 .0292 Linden, N. J. a 47.9257 
Aurora, Il... .. 98, 506 | 43.6131 | Council Bluffs, lowa 46.0604 | West New York, N.J.. | 47.9530 
Teaneck Township, N. J. 98,494 | 43.6531 Kearny, N. J. ; 46.0915 } 
Lorain, Ohio t | 43.6930 46.1227 | Bremerton, Wash... .. 47.9803 
Kalamazoo, Mich... . A 43.7327 | Wilmington, N.C.......| 48.0076 
Brockton, Mass. y | 43.7725 46.1537 | Cuyahoga Falls, Ohio. . | 48.0348 
Watertown, Mass... . 46.1847 East Providence, R. |.. 48.0619 
Bakersfield, Cal. ‘ | 43.8119 West Orange, N. J.... | 46.2156 Parma, Ohio... . 48 .0890 
Joliet, tl. . | 43.8513 Fitchburg, Mass... .. .. 48.1161 
Orlando, Fla. ‘ 43.8903 | Lexington, Ky. 46.2466 | Bloomington, Ill. 48.1431 
Pasco-Kennewick- | Lafayette, Ind... ... 46.2774 Maywood, lil. 48.1701 
Richland, Wash. ’ ; Sheboygan, Wisc... .. | 46.3082 | San Leandro, Cal.. 48.1969 
Santa Ana, Cal. . , Hoboken, N. J... ... | 46.3389 | Appleton, Wisc... . 48.2237 
Greenville, $. C. | " ‘ Monroe-West 
Macon, Ga. : Monroe, La... ... . 46.3695 | Webster Groves, Mo. 
Ogden, Utah J Fort Lauderdale, Fla. Eau Claire, Wisc. 
Reno, Nev. Asheville, N.C... ... Fayetteville, N.C...... 
Stratford, Conn. ‘ ‘ Williamsport, Pa..... | é Highland Park, tll... ... 
Whittier, Cal.......... 4 Newport News, Va... ... 
Highland Park, Mich., | Steubenville, Ohio... . . 
Ferndale, Mich........ 
East Has tford, Conn. A Tuscaloosa-North- 
Billings, Mont. t port, Ala. ee 
Englewood, N. J. ‘ Hackensack, N. J....... J 48.4607 
Fair Lawn, N. J. Fe d Belleville, Wil........... 
Florence-Sheffield- 
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48.2504 
48.2770 
48.3035 
48.3299 


Union Township, N. J. 
Odessa, Tex 
Anderson, Ind. 

Lake Charies, La. 
Johnstown, Pa. 
Warren, Ohio. . 

West Allis, Wisc. 
Arcadia, Cai. 

Battle Creek, Mich. 
Pittsfield, Mass. 
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Total 400 Leading Cities 


SPPISRZATS 


Aygflable Now... 


| CONSUMER | 
ANALYSIS J 


- Bonalula Star-Bulletin 


Per Family Effective Buying Income, 200 Cities 


Estimates, 1953, for the 200 cities leading in population 


NET E. B. I. | | NET E. B. I. | | | NET E. B. I. | 

PER FAMILY | Rank PER FAMILY | Rank PER FAMILY | Rank 
Esti- | in STATE Esti- | in Esti- | in 

JH | mates | Group JH mates 


10,201 
9,833 
P 8,982 
pe saan pV 8,766 


' 

| 
5,989 | 
5,988 | 
| 


5.361 
5,345 
5,341 
5,336 
5,330 
5,316 
5,288 
5,288 
5,278 
5,222 


57 | 


asewn - 


7,946 
7,938 


5,935 
5,925 
5,916 
5,915 
5,911 
5,874 
5,850 


Upper Darby Township..| Pa. 7,788 


oecoon @ 
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5,214 
5,213 
5,213 
5,211 
6,209 


5,828 
5,822 
5,815 
5,807 
5,789 
5,779 
5,765 
5,740 
5,721 
5,720 


5,200 
5,178 
5,173 
5,146 
5,141 
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5,141 
5,080 
5,049 
5,048 
5,025 
4,950 
4,935 
4,934 
4,928 


5,712 
5,701 
5,701 
6,700 
5,693 
5,674 
5,672 
5,668 
5,665 
5,652 
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Hammond-East Chicago 


288 
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4,902 


4,882 
4,866 
4,858 
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U. S. Per Family Income 


SS SRRERRS 


Honolulu City, with Per Family Income of 
$7,061, would rank 18 if included above. 


SALES MANAGEMENT 


yes, sir.... were at an 


all-time high! 


This picture is a way of reminding you that you have 
to look UP these days if you want the latest facts 
about The National Geographic Magazine. They’re 
facts well worth looking up! 


Since 1945, this favorite magazine of so many American 
families has become a favorite of so many more that 
our paid circulation has increased by a whopping 67%! 


Today, according to the latest ABC score-sheet, 
The National Geographic Magazine's paid circulation 
is at an all-time high of over 2,000,000 copies a month ! 


Does that surprise you? Then so will a number of 
other facts about today’s advertising effectiveness 
of The National Geographic. Why not let us tell 
you about them? What we have here is a real model 
for media economy. Ask us to prove it ! 


THE NATIONAL 
GEOGRAPHIC 
MAGAZINE 


Washington 6, D. C. 


owned and read by over 2,000,000 modern families 
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Per Capita Effective Buying Income, 200 Cities 


Estimates, 1953, for the 200 Cities Leading in Population 


| NETE.B.1.| NET E. B. |. | NETE.B.1.| 

PER CAPITA | PER CAPITA | Rank PER CAPITA 

STATE | Esti- | i Esti- in CITY Esti- 
BY mates | BY M mates | Group mates 


Elizabeth  ! 1,859 71 Wilmington 
Moline-East Moline- 
Rock Island 
Flint..... 
Champaign-Urbana 
Minneapolis. . . 
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Oyster Bay Township 
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Hammond-East Chicago. 
Alameda... 

Fort Wayne 

Charleston 

Amarillo 

Oakland 

Quincy 

New Britain. . 

Lansing 
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Indianapolis 
Des Moines. . 
Washington 
Racine 
Cleveland. . 
Los Angeles 
Waterbury... 
Columbus 
Kansas City 
Denver... 
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New York City 
Dayton 
Rockford 

San Diego 
Detroit 
Spokane 
Milwaukee 
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Nashville 
Biloxi-Gulfport 
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Honolulu City, with Per Capita Income of 
$1,808, would rank 83 if included above. 
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SALES MANAGEMENT 


long beach 


A & 1 - St ae & & 


leads the West in 1953 with a 23% gain in Bank Debits! 


LONG BEACH’S GREAT GAIN in bank debits 
makes sense. The whole vital market is 


growing. New people are still streaming into 


the trading area... buying homes, establishing Long Beach Is: 


businesses. New industries are constantly Ath in per capita effective buying 


. . . income in the nation 
making their appearance in the ever- ee ~ 


expanding industrial perimeter of the city. And on the West Coast... 


Long Beach draws upon seven basic income 


h e re 2nd in per capita drug sales 


sources. It is the hub of a network of 


progressive, rich Southern 


a I e Ath in per capita food sales 
California communities. 
2nd in per capita automotive 


iN 1940, the population of the Long Beach th Pr 
City Zone was 167,455. Today it is 349,512. 


store sales 


a 1090, Lang Beachaewpepershad oul | ARMOIRE SU 
city zone circulation of 55,830. Today the 
Independent and Press-Telegram city zone 7th in population 
circulation is 106,895, and the total 


circulation is 144,621! 


BEYOND A DOUBT, there is only one way 


Sources: Sales Management 
Survey of Buying Power and 


to reach this market. That medium is the Federal Reserve Bank, Bank Debits 
to demand deposits. 


Independent and Press-Telegram, which covers 


*Among cities of over 200,000 population. 


81.4% of the city zone families. No outside 


daily newspaper covers more than 7.77%. 


MORNING SUNDAY EVENING 


( INDEPENDENT Be yarn 
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Total Retail Sales, Leading Cities 


CITY and STATE 


RETAIL 
SALES 


wD 


mates 


New York City, N. Y. 


| 1,312,019 
| 1,264,620 
| 


St. Louis, Mo. 


San Francisco, Cal. 


Rank 
in 
Group 
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%& 
Accumu- 
lation 


CITY and STATE 


Wilmington, Del... 
Fresno, Cal... .. 
Paterson, N. J. 
Charlotte, N.C........ 
Chattanooga, Tenn. 


Trenton, N. J......... 


Fort Wayne, Ind... . 
South Bend, ind... .. 
Erie, Pa..... aaed 
Knoxville, Tenn... .... 


Chicago, Ind... . 
El Paso, Texas... . 
Lansing, Mich. 
Shreveport, La. 
Peoria, lil. 
Rockford, til... 
Glendale, Cal. 


157,182 


187,117 
156 ,085 
154,996 


154,790 
184,363 
153 ,367 
152,380 
152,191 
151,474 
150,630 


150,070 
148,174 
145, 388 
144,024 
143,938 
143,795 
143,574 
140,063 
139,362 
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CITY and STATE 


TOTAL 
RETAIL 


SALES 
ODD vice 


(in thousands) 


Kalamazoo, Mich. 
Kansas City, Kans... 
Waco, Texas.... 


Niagara Falls, N. Y. 
New Bedford, Mass. 
Wilkes-Barre, Pa. 
Fall River, Mass. 


Oak Park, Ill. 
Lexington, Ky. 
Berkeley, Cal. 
Orlando, Fla. 
Lowell, Mass. 
Davenport, lowa 
Brownsville-Hariingen- 
McAllen, Texas 


139,141 
138,441 
136,944 
136,415 
135, 969 
135,678 
134,233 
132,718 
132,621 
130,362 
129,470 


129,384 
129,380 
128,830 
128,064 
127,702 
127,565 


125,873 
123,647 
122,611 
121,068 


119, 987 
119,613 
119,373 
118,810 
118,791 
118,107 
117,372 
116,879 
116.783 
116,502 


115,590 
115,456 
115,290 
115,127 
115,002 
114,721 
114,526 
114,407 
114,231 
114, 168 


113,310 
113,233 
113,013 
112,862 
112,624 
111,728 
110,895 
110,603 
109, 492 
107,932 


107,253 
106,839 
106,758 
106 ,484 
106.455 
105.734 
105,068 
104.983 
104,083 


Honolulu City, with Total Retail Sales of $318,913 
thousand, would rank 56 if included above. 
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TO HELP YOU SELL IN 19 IMPORTANT MARKETS 


New Comparable 1954 Data on Buying Habits 
in 150 Product Classifications 


Consumer Analysis surveys 

were conducted by newspapers in 

19 metropolitan markets in 1954, to 
bring you current comparable data on 
buying habits, brand preference and 
product usage in more than 150 


product classifications. 


All data has been compiled since 
January 1, 1954, and all 19 surveys used 
identical questions. The survey 

sample included nearly 50,000 families in 
the 19 metropolitan areas where 

retail sales exceeded ten billion dollars. 
Thousands of brands were reported 

in consumer use and some 1,400 leading 


brands are listed in the report. 


This Consolidated Report combines the 
19-market data in one convenient 
200-page digest with side-by-side 
tabulations showing comparative brand 


position and product use in each market. 


SUBJECTS COVERED 


include grocery products, meats, soaps and 
detergents, toiletries, foundation garments, home 
ownership, home heating, appliances, painting, 
television sets, beer, alcoholic beverages, soft 
drinks, dog food, cigars, ciga:ettes, pipe tobacco, 
gasoline, oil, antifreeze, tires, wrist watches, 
recreation, vacations, life insurance, 


installment buying, family income. 


% 


Get your copy from one of 


these co-operating newspapers 


Cincinnati Times-Star 

The Columbus Dispatch-Ohio State Journal 
Duluth Herald and News-Tribune 

The Fresno Bee 

Honolulu Star-Bulletin 

The Indianapolis Star and News 

Long Beach Independent Press-Telegram 
The Milwaukee Journal 

The Modesto Bee 

The Omaha World-Herald 

Oregon Journal (Portland) 

Phoenix Republic and Gazette 

Portland (Me.) Press Herald-Evening Express 
The Sacramento Bee 

The Salt Lake City Tribune and Deseret News 
The San Jose Mercury-News 

The Seattle Times 

St. Paul Dispatch and Pioneer Press 

The Washington Star 


NEWSPAPERS CONSOLIDATED CONSUMER ANALYSIS 


MAY 10, 1954 


Total Retail Sales, Leading Cities 


Estimates, 1953, for the 400 cities leading in this category 


TOTAL 
RETAIL 


TOTAL 
RETAIL 
SALES Rank 


CITY and STATE @D™ | in 
mates | Group 


(in thousands) | 


TOTAL l r 
RETAIL 

SALES Rank % 

CITY and STATE | @ Esti- In 

mates 


SALES 
CITY and STATE Esti- 
Group | lation DD nates 


if 


in thousands (in thousands) 


Sharon, Pa. | 61,750 
Elkhart, Ind... . } 61,707 
Galesburg, Ill. | 61,433 


Fort Smith, Ark. 

Paducah, Ky. 

Boise, Idaho. 

Pittsfield, Mass. } 


Pawtucket, R. |. 
Upper Darby Township, 
eeees| 108,381 
103,221 


103,701 


= 


48.2227 
48.2827 


Asheville, N. C. 


Newport News, Va. 
Macon, Ga. 

Aurora, Ili. 
Springfield, Mo. 
Monroe-West Monroe, 


Yakima, Wash. 


Green Bay, Wisc. 
Spartanburg, S. C. 
Huntington Park, Cal. 
Altoona, Pa... 
Riverside, Cal. 

Santa Barbara, Cal. 
Pueblo, Colo.. . 
Wheeling, W. Va. 
Portsmouth, Va. 


Lima, Ohio 
Compton, Cal. 


Newburgh-Beacon, N. Y. 


Pasco-Kennewick- 
Richland, Wash. 
Bay City, Mich. 
Plainfield, N. J.. 
Bethichem, Pa... 
New Brunswick, N. J. 
Pensacola, Fla. 
Kenosha, Wisc. 


St. Joseph, Mo. 

Port Arthur, Texas 
Lewiston-Auburn, Me. 
Mansfield, Ohio 
Union City, N. J... 
Somerville, Mass. 
Meriden-Wallingford, 


Abilene, Texas 


Muncie, Ind.. 
Reno, Nev... . 
Lorain, Ohio. . 
Easton, Pa... . 
Sioux Falls, S. D. 


Colorado Springs, Colo. 


La Crosse, Wisc. . 
Irvington, N. J. 
Perth Amboy, N. J. 
Covington, Ky. 


Cicero, lil. 
Bloomington, III. 
Holyoke, Mass. 
Oyster Bay Township, 


Danville, Va.. 


102 , 965 
102,746 
102,384 
102,358 
102,215 
101 ,408 
100, 733 


100 ,403 
100,273 
98 923 
98 575 


96 923 
96 560 
96 550 


95,532 
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48.3425 
48 .4022 
48.4617 
48.5212 
48.5806 
48 .6396 
48.6981 


48.7565 
48.8148 
48.8723 
48 .9296 


48.9859 
49.0420 
49.0981 
49.1537 
49.2092 
49.2646 
49.3199 


49.3742 
49.4285 
49.4827 
49.5368 
49.5908 
49.6448 
49.6985 
49.7519 
49.8052 


49.8579 
49.9104 
49.9625 


50.0146 
50.0665 
50.1182 
50.1697 
50.2212 
50.2724 
50 . 3233 


50.3738 
50.4239 
50.4740 
50.5240 
50.5736 
50.6231 


50.6725 
50.7217 
50.7707 
50.8195 


50.8682 
50.9168 
50.9651 
51.0130 
51.0606 
51.1082 
51.1556 
51.2027 
51.2496 
51.2965 


51.3431 
51.3896 
51.4361 


51.4823 
51.5285 
51.5746 
51.6206 


Anderson, Ind. 
New Castle, Pa. 
Everett, Wash.. 
Fayetteville, N.C. 
Dubuque, lowa 
Royal Oak, Mich. 
Elgin, t..... 
Lynchburg, Va. 
Williamsport, Pa. 


Kankakee, Ili. 
Tyler, Texas 
Norwalk, Conn. 
Fargo, N. D. 
Oahkosh, Wisc. 
Richmond, Ind. 
Las Vegas, Nev. 
Benton Harbor- 
St. Joseph, Mich. 

Vallejo, Cal.. . 
Lakewood, Ohio 


Danville, HH. 
Billings, Mont. 
Pomona, Cal.. . 
Bayonne, N. J.... 
San Angelo, Texas 
Waukegan, Ill. 
Port Huron, Mich. 
Portsmouth, Ohio 
Great Falls, Mont. 
Gadsden, Ala. 


Malden, Mass. 
Lafayette, Ind... . 
Newton, Mass... . 
Texarkana, Texas-Ark. 
New London, Conn. 
Montclair, N. J. 
Uniontown, Pa... . . 
Brookline, Mass.. .. 
Waltham, Mass... . 
Sheboygan, Wisc. . 


Asbury Park, N. J. 
Wilmington, N. C. 
Alexandria, La..... 
Biloxi-Gulfport, Miss. 
Steubenville, Ohio 


Middletown, Ohio. 
Lake Charles, La... . 
Butte-Anaconda, Mont. 
Watertown, N. Y... 
Hutchinson, Kans. 
Framingham, Mass. 
Fitchburg, Mass.. . 
Alton, lll........ 
New Kensington- 
Arnold, Pa..... 
Palo Alto, Cal. 
Salinas, Cal... 
Lower Merion 
Township, Pa.. 
Quincy, Hl... 


Florence-Sheffield- 
Tuscumbia-Muscle 
Shoals, Ala. 

Butler, Pa. 

Hagerstown, Md... 

Eureka, Cal........ 

Apoleton, Wisc. 
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Cleveland Heights, Ohio| 61,429 
| 


Odessa, Texas. . 


Santa Rosa, Cal... 
Elyria, Ohio. . . 
Cheyenne, Wyo. 
Aliquippa-Rochester- 
Beaver, Pa... . 
Woonsocket, R. 1... 
Zanesville, Ohio 
Norwich, Conn. 
Cumberland, Md. 
Enid, Okla. 
Burlington, Vt. 


West Hartford, Conn. 
Wausau, Wisc... 
Greenwich, Conn... 
Bristol, Tenn.-Va 
Casper, Wyo... 
Clarksburg, W. Va. 
Wyandotte, Mich. 
Rochester, Minn. 
Norristown, Pa. . 
Ferndale, Mich. 


Eau Claire, Wisc. 
Joplin, Mo... .. 
Daytona Beach, Fla. 
Hoboken, N. J... 
Lawton, Okla. 

High Point, N. C. 
Bellingham, Wash. 
Salina, Kans... .. 
San Mateo, Cal... 
Newark, Ohio 


Medford, Ore... 
Kokomo, Ind. 
Tuscaloosa-Northport, 
Kingston, N.Y... 
Ventura, Cal. 


Bismarck-Mandan, N. D.| 


Albany, Ga. ; 
Danbury, Conn. 
West Allis, Wisc. 
Bremerton, Wash. 


Belleville, Ii. 
Council Bluffs, lowa 
North, Tonawanda- 


Mount Clemens, Mich. 


Auburn, N. Y..... 
Vancouver, Wash. 
Gastonia, N. C. 
Burlington, lowa 


Maassilon, Ohio 
Washington, Pa. 
Mason City, lowa 
Bethesda, Md.. 
Fond Du Lac, Wisc. 
Johnson City, Tenn. 
Laredo, Texas. . 
Merced, Gal.. 
Orange, N. J. 

Hot Springs, Ark. 


61,240 


61,021 
60,871 
60,654 


60,639 
60,216 
60,171 
60,161 
60,019 
59,986 
59,723 


59,633 
59,631 
59,378 
59,184 
58,678 
58,642 
58,239 
58,203 
58 ,062 
57,522 


57,507 
57,256 
57,218 
56,934 
56,725 
56,723 
56,699 
56,461 
56 ,257 
55,964 


55,961 
55.536 


55,105 
54,982 
54,910 
54,871 
54,527 
54,511 
54,489 
54,402 


54,144 
54,035 


53,817 
53,761 
53,657 
63,614 
53,580 
53,546 
53,136 
52,971 


52,866 
52,839 
52,786 
52,614 
52,538 
52,395 
52,363 
52,268 
51,926 
51,841 


Total 400 Leading Repent 
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A Specialized 


VERTICAL PUBLICATION 


with a 


HORIZONTAL COVERAGE 


The fountain and fast food seg- 
ment of the restaurant industry 
is the outlet having fountain 
and counter restaurant service, 
which generally includes table 
or booth service. That’s the spe- 
cialized market Fountain & Fast 
Food serves vertically. 


In fast service eating places, 
twice - the - turnover - per - seat 
means more meals—more profit. 
This is the fastest growing seg- 
ment of the restaurant industry 
—and is by far the largest of the 
eating place market. 


NO MATTER WHAT YOU CALL THEM 
NO MATTER WHERE YOU FIND THEM 


Fast food outlets embrace fountains, 
counter restaurants, luncheonettes, 
sandwich shops, in-plant restaurants, 
drive-ins, etc. 


They are a vital part of drug stores, 
variety and department stores, air- 
ports, railroad stations, bus terminals, 
etc. 


On main street or main highway or in 
industry they all have one thing in 
common— 


FAST SERVICE 


Whether independent or chain operations the market and Fountain & Fast Food coverage of 
it extends to over thirty different types of outlets numbering 50,000. That’s what we mean by 
horizontal coverage in a specialized vertical field. 


When you specify Fountain & Fast Food for an advertising schedule, it’s an assurance of a mar- 
ket well covered vertically and horizontally, coupled with all necessary specialized editorial 
content from cover to cover. 


Editorial and E i i 
FO U NTAI N &, 386 Foor ane mek NY. 
FAST FO 0 0 \ 333 N. skates car eae 1, 


the magazine serving counter sang Coast Sapeneeeve 
and fountain restaurants The Richard Railton Company 
Monadnock Bidg., San Francisco 5, Calif. 
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Americas C @ Vews Magazine 


America’s Class News Magazine 


SECOND ONLY TO “LIFE” 
IN TOTAL PAGE GAINS 
AMONG ALL MAGAZINES 


BIGGEST PAGE GAIN 
IN ITS FIELD 


Americas C 1 No again Americas Oh Vagatine 
CARRIES THE ADVERTISING 
OF MORE PETROLEUM 
COMPANIES THAN ANY 
MAGAZINE IN 
THE FIELD 


FIRST IN ITS FIELD 
IN FINANCIAL 
ADVERTISING 


Americes Chet Neve Magazine Americas Oh Ne Uapanine 
SECOND ONLY TO 
“BUSINESS WEEK” IN 


INDUSTRIAL EQUIPMENT 


ADVERTISING 


MORE COMMUNICATIONS 
AND PUBLIC UTILITY 
ADVERTISING THAN ANY 


OTHER MAGAZINE . 


Americas a 


BIGGEST CIRCULATION 
GAIN SINCE 1946 OF 


ANY MAGAZINE = 


IN ITS FIELD 


4 
\ 


> 


‘ 


Americas Oe: Vous Magazine 


BIGGEST GAINS IN 


BUSINESS AND INDUSTRIAL 
ADVERTISING AMONG ALL 


MAGAZINES 


Americas OG a Moga 


FIRST IN ITS FIELD 
IN MEDIA PROMOTION 
ADVERTISING 


ida ole Mapai 


LARGEST NEWSSTAND 


GAIN SINCE 1946 OF ANY 


MAGAZINE IN ITS FIELD 


\ \ 


NOW MORE THAN 6 75,OOO net Pap CIRCULATIO 


SALES MANAGEMENT 


BY A 


FIRST IN BUSINESS AND 
INDUSTRIAL ADVERTISING 
AMONG NEWS WEEKLIES 


* a 
Ameria Mi te Magazine 
SECOND ONLY TO “BUSINESS 
WEEK” IN MANUFACTURERS’ 
MATERIALS AND 
SUPPLIES 


Americas OG es Mayan 


MORE AVIATION AND 
EQUIPMENT ADVERTISING 
THAN ANY OTHER 
MAGAZINE 


IT’S GOOD 


é dant ie 


MORE INDUSTRIAL 
._ DEVELOPMENT ADVERTISING 


THAN ANY OTHER 
MAGAZINE 


<a 


Ameria’ A ee 


BIGGEST GAIN IN 
AIRLINE ADVERTISING 
AMONG ALL 
MAGAZINES 


Americas AG i Mapai 
BIGGEST PAGE GAIN IN 
PASSENGER CAR 


ADVERTISING 
IN ITS FIELD 


BUSINESS TO BUY 


ON A RISING MARKET! 


MARKET NOT DUPLICATED 


HER MAGAZINE IN THE FIELD 
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MOST PAGES GAINED 
IN PASSENGER TRAVEL 


ADVERTISING AMONG ALL 
MAGAZINES ; 


FIRST IN TRADE 

ASSOCIATION ADVERTISING 

DIRECTED TO BUSINESS AND 
INDUSTRY ; 


Above facts are matters 

of public record; based on 
Publishers Information 
Bureau-reports for the 

full year 1953 and 
comparisons of Publishers’ 
Statements to the Audit 
Bureau of Circulations 


Advertising offices at 

30 Rockefeller Plaza 

New York 20, N. Y 

Other advertising offices in 
Boston, Philadelphia, 
Cleveland, Detroit, Chicago 
St. Louis, San Francisco, 
And Washington 


Food Store Sales, Leading Cities 
G7) Estimates, 1953, for the 400 cities leading in this category 


“| FooD | | | FOOD FOOD 


STORE STORE . STORE 
SALES | Rank| % | SALES SALES 


CITY and STATE Esti- in | Accumu- CITY and STATE Esti- CITY and STATE Esti- 
@...... | Group | tation | mates mates 


(in thousands) (in thousands) (in thousands) 


52,653 
51,569 
51,308 
50,783 


New York City, N. Y....| 2,710,745 
Chicago, Ill... . | 1,108,532 
Los Angeles, Cal. | 727,905 
Philadelphia, Pa. 613,305 
Detroit, Mich. 611,588 
Cleveland, Ohio 385.684 
Baltimore, Md. | 333,463 
Boston, Mass... | 287,240 
St. Louis, Mo... 276,724 
Washington, D. C. | 273,377 


30,816 
30,372 
30,284 
30,153 
29,704 
29,602 
29,448 
29,260 
29,234 
, 28,939 
East St. Louis, tll... .... 28 ,909 


Zaz.) 


49,984 
49,272 
48,898 
48 ,333 
48,191 
47,708 
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San Francisco, Cal. | 262,134 
Pittsburgh, Pa. 261,169 47,624 
Milwaukee, Wisc. | 224,590 46 818 
Houston, Texas | 223,877 x Bes 46,312 
Buffalo, N. Y.... | 221,503 Wea 45,753 
Hempstead Township, 45,403 

N.Y. ..-| 185,835 Passaic-Clifton, N. J.. 45,042 
Cincinnati, Ohio i 182,816 San Jose, Cal........ 44,905 
Minneapolis, Minn... .. 168 ,468 | South Bend, Ind... . 43,884 
Newark, N. J.. | 166,816 | Peoria, Hl.......... 43,519 
Seattle, Wash. .| 188,148 . Richmond, Cal. 42,929 


Oyster Bay Township, 

| ae . 28,872 
Burbank, Cal.......... 28,864 
East Orange, N. J... 
Somerville, Mass. ; 
Kalamazoo, Mich. a 28,446 
Lawrence, Mass........ 28,308 
Cleveland Heights, Ohio. 
New Britain, Conn... . .. 27,872 
Evanston, lil... 3 27,855 
Troy, N. Y.... 


-~_— = — 
eon = co@eonoeqagawn 
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Indianapolis, Ind. | 164,152 
Dallas, Texas. | 151,660 
Kansas City, Mo. 151 ,068 
Oakland, Cal.. 145,520 
New Orteans, La. 144,372 
Portiand, Ore. | 137,425 
Louisville, Ky. 129,195 
Denver, Colo.. 127 ,050 
Rochester, N. Y. 126 ,669 
Columbus, Ohio 124,417 


Charlotte, N.C..... 41,793 
Fresno, Cal. ; 41,734 
Evansville, Ind. | 40,966 
Berkeley, Cal. 40,878 
New Bedford, Mass. 40,846 
Waterbury, Conn. 40,705 
Elizabeth, N. J..... 40,703 
El Paso, Texas. . | 40,659 
White Plains, N. Y. 40,244 
Saginaw, Mich... . 


Warren, Ohio. 
Columbia, S. C. 
Springfield, Ohio 
Hamilton, Ohio 
Altoona, Pa... . 
Amarillo, Texas 
Oak Park, Il... 
Covington, Ky.. 
Jackson, Mich. 
Greensboro, N. C. 


SSENV8RRESR2 
SEL8R2ER82 
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Atlanta, Ga.. | 119,698 Shreveport, La. 

San Antonio, Texas | 197,222 Utica, N. Y..... 

San Diego, Cal. | 116,970 Little Rock-North 
Toledo, Ohio | 195,361 Little Rock, Ark... 
Miami, Fia.. . | 107,623 ° Mount Vernon, N. Y. 
Akron, Ohio. . | 107,158 ‘ Scranton, Pa... . 
Dayton, Ohio. | 106,084 ° Pontiac, Mich. . 
Memphis, Tenn. | 104,668 | ‘ Knoxville, Tenn. 
Long Beach, Cal. 104 ,581 | Mobile, Ala... .. Bayonne, N. J. 
St. Paul, Minn. 99,709 Corpus Christi, Texas | Decatur, lil... 
Cambridge, Mass. Augusta, Ga. 
Pawtucket, R. |. 
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Upper Darby Township, 


828 


Muskegon, Mich. 
Bethlehem, Pa. 
Columbus, Ga. 


— 
s 
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Birmingham, Ala. 98,450 
Jersey City, N. J. 97,531 } Reading, Pa.. 
Fort Worth, Texas |} 90,446 | 3 Schenectady, N. Y. } Battle Creek, Mich. 
Syracuse, N. Y. | 85,354 , Lynn, Mass. Union City, N. J. 
Providence, R. |. 84,034 Austin, Texas... i Sioux City, lowa. . 
Bridgeport, Conn. 83,053 Alexandria, Va... . , Vort Pe..;...<55. 
Jacksonville, Fla. 78,752 i Fall River, Mass... . x Charleston, S. C. 
Flint, Mich... . 78,144 . Portland, Me... : St. Petersburg, Fla. 
Richmond, Va. 77 ,066 : Moline-East Moline- Lorain, Ohio 
Omaha, Nebr. 74,961 Rock Island, Il. Newton, Mass... 
Kansas City, Kans. Wilkes-Sarre, Pa. 


Grand Rapids, Mich. 74,763 Albuquerque, N. M. Irvington, N. J. 


Worcester, Mass. 72,863 
Hartford, Conn. 72,496 
Norfolk, Va... } 69,952 
Youngstown, Otio 68 992 
Oklahoma City, Okla. 68,290 
Tulsa, Okla... 66 274 
New Haven, Conn. 66 015 

60,202 

59,661 


Quincy, Mass... . Lancaster, Pa. 
Savannah, Ga... . New Rochelle, N. Y. 
Allentown, Pa... . Kenosha, Wisc......... 
Lowell, Mass... . y Lewiston-Auburn, Me... 
Chester, Pa. . Lexington, Ky... . os 
Beaumont, Texas... ’ Meriden-Wallingford 
Poughkeepsie, N.Y... ' t Se 
Charleston, W. Va. 
Duluth, Minn... . 


SSSVIsReeeRe 


59,472 
58 ,062 
57,977 
57,690 
57,652 
57,240 
56 676 
55,539 


Miami Beach, Fla... 
Lincoln, Nebr. 


Total 200 Leaditig Cities 


% HU.S.A.......-... 


Honolulu City, with Food Store Sales of $95,604 
64,617 thousand, would rank 43 if included above. 


54,138 


38 22882285 


SALES MANAGEMENT 


today, 
a whole nation 
is concerned with 


Millions of women want a new 
ug ... new living room drapes 
... ATV set...a room for 
the children. McCall's shows 
these products in use and 
stimulates sales. 


KEEPING THINGS MOVING 


To the consumer goods manufacturer, this means keeping 
his production high . . . and his product moving—from the 
plant to the store to the home. 


If he is to succeed, the manufacturer needs three sales 
elements and one more. Happily, he has the ways and means 
at hand. 


e He must make his product familiar. 
e He must get his product stocked by stores. 


Millions of women need a 


freezer ...anew range... 
a toaster... aniron... 
a washer... to make life 
more comfortable. McCall's 
promotes constant and more 
efficient use of appliances. 


e He must get his product bought and taken home. 


But the crux of his problem—the fourth element in his 
moving platform for sales—is this: 


¢ He must get his product used . . . used regularly, 


used in many ways, used in new ways. 


Without use there can be no new sales, repeat sales, addi- 
tional sales. Without use, nothing moves. 


Getting the product used is something many media are not 
geared to do. But getting things used is the strongest of 
McCall’s strong points. 


If you, too, are concerned with keeping your product 
moving . . . your next move is into McCall’s. 


Millions of women cook millions 
of meals every day... and 
want new foods . . . new ideas. 
McCall's menus give them these 
ideas and get products used. 


keeps things moving 
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Food Store Sales, Leading Cities 


Estimates, 1953, for the 400 cities leading in this category 


FOOD FOOD FOOD 
STORE STORE STORE 


SALES | SALES 
CITY and STATE CITY and STATE SH Esti- 
mates 


if 


SALES 
CITY and STATE Esti- 
mates 


(in thousands) (in thousands) 


Watertown, N. Y. 14,062 
Nashua, N.H...... 14,040 
East Providence, R. |. 14,000 
Paducah, Ky... 13,988 


17,606 
17,532 
17,476 
17,348 
17,248 
17,188 
17,174 
17,121 


Ferndale, Mich.. 13,913 
Mount Clemens, Mich. 13,912 
Torrington, Conn. . | 13,883 
Sharon, Pa........ 13,885 
Newark, Ohio... 13,801 
Lafayette, Ind... . 13,758 
Daytona Beach, Fla. 13,752 
Washington, Pa.. } 13,700 
Lynchburg, Va. | 13,693 
Monroe-West Monroe, 
ee | 13,673 


17,116 
17,062 
17,047 


SELSELERES ESRE 


16,972 
16,963 
16,958 
16,947 
16,921 
16,899 
16,862 
16,789 
16,723 
16 ,687 


San Angelo, Texas 13,621 
Great Falls, Mont. 13,600 
Abilene, Texas. . | 13,584 
Sioux Falls, S. D. | 13,555 
Appleton, Wisc. . 13,538 
Redwood City, Cal. 13,515 
Rome, N. Y...... ; 13,426 
Council Bluffs, lowa 13,399 
Florence-Sheffield- 
Tuscumbia-Muscle 
Shoals, Ala... : 13,304 
Norwood, Ohio. ‘ 13,352 
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16,624 
16,611 


16, 586 


BSZBBN8 
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16,670 
16,423 
16,188 
16,142 
16,130 
15,880 
15,811 


Gloversville-Johnstown, 
13,349 
13,300 
13,274 
13,261 
13,251 
13,182 
13,145 
13,137 
Belleville, I... 13,126 
East Cleveland, Ohio. . 13,082 


Cicero, Hil....... 


Montclair, N. J. 
Orange, N. J.... 
West Paim Beach, Fla. | 
Beverly Hills, Cal... . 15,781 
Wilmington, N.C... .. 15,777 
Biloxi-Gulfport, Miss. | 15,708 
| 15,641 
15,597 
15,446 
15,334 
15,324 
15,304 
15,269 


Zanesvilie, Ohio... , 13,062 
13,010 
12,990 
12,984 
12,918 
12,807 
12,802 
12,774 
12,761 
12,705 


ESESERRESS SSSSSR SERS 
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15,268 
15,208 
15,142 
15,108 
15,087 
15,020 
14,983 
14,845 
14,844 
14,735 


12,704 
12,687 
12,664 
12,638 
12,595 
12,871 
12,664 
12,530 
12,530 
12,514 


SSeseeseses 
Serxeasan= 


14,718 
14,643 
14,576 
14,471 


12,492 
12,477 
12,472 
12,428 
12,418 


14,454 
14,418 
14,403 
14,298 
14,272 
14,262 12,395 
12,392 
12,382 
12,314 
12,268 


14,196 
14,173 
14,156 
14,156 
14,112 
14,107 


SS28s R2BRS SESSSSSERS FISH3S 
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17,612 


SALES MANAGEMENT 


General Merchandise Store Sales, Leading Cities 


Estimates, 1953, for the 400 cities leading in this category 


CITY and STATE 


GEN’L MDSE. 
STORE SALES 


@ =. 


(in thousands) 


% 
Accumu- 


CITY and STATE 


GEN’L MDSE, 
STORE SALES 


DD ric 
(in thousands) 


Rank 
in 


Group 


CITY and STATE 


GEN’L MDSE. 
STORE SALES: 


SH a 


(in thousands) 


Chicago, lll... 
New York City, N. Y. 


Cleveland, Ohio. .. 
Baltimore, Md... 


Kansas City, Mo. 
St. Louis, Mo... .. 
Dallas, Tex... .. 
Washington, D. C. 
Milwaukee, Wisc. 
Atlanta, Ga. 
Minneapolis, Minn. 
Buffalo, N. Y. 

San Francisco, Cal. 
Seattle, Wash... 
Portiand, Ore... 


Newark, N. J. 
Denver, Colo.. 
Memphis, Tenn. 
Fort Worth, Tex. 
Indianapolis, Ind. 
Houston, Tex. 
Cincinnati, Ohio. 
St. Paul, Minn... 
Oakland, Cal... . 
New Orleans, La. 


Columbus, Ohio 
Rochester, N. Y. 
Dayton, Ohio... 
Toledo, Ohio... 
San Antonio, Tex. 
Birmingham, Ala. 
Richmond, Va.. 
Akron, Ohio... . 
Long Beach, Cal. 
Louisville, Ky. 


Miami, Fla..... . 
Hartford, Conn. 
San Diego, Cal. 
Hempstead Town- 


Oklahoma City, Okla. 
Greensboro, N. C. 
Pasadena, Cal.. . 

Salt Lake City, Utah 
Providence, R. |. 
Syracuse, N. Y. 


Grand Rapids, Nich. 
Des Moines, lowa 
Nashville, Tenn. 
Omaha, Nebr. . 
Phoenix, Ariz... 
Tulsa, Okla... . 
Spokane, Wash. 
Youngstown, Ohio 
North Hempstead 
Township, N. Y. 
Jacksonville, Fla. 


Fort Wayne, Ind. 
Wichita, Kans... . 
Knoxville, Tenn. . 
St. Petersburg, Fla. 
Little Rock-North 
Little Rock, Ark. 
San Jose, Cal... .. 
Sacramento, Cal. 
South Bend, Ind. 
El Paso, Tex... 
Tampa, Fla... ... 


1,127,027 
872,123 
499,736 
460 ,457 
415,132 
308 ,826 
277 ,883 
264,112 
246,579 


234,998 
206 ,604 
194 ,086 
189,717 
186,121 
184,091 
176,051 
155,898 
149,608 
149 ,086 
145,378 


140, 164 
139, 252 
136 ,245 
135,957 
133,684 
133,019 
133,010 
131 , 767 
117,726 
115,774 


97,799 
80,531 
80,406 
75 ,397 
75 ,337 
73,805 
72,839 
72,395 
69,771 
68 357 


65,892 
63,223 
62,158 


59,471 
57,795 
57,235 
66,518 
54,517 
50,719 
49,738 


48,749 
47,144 
46 697 
45,048 
42,918 
42,572 
42,172 
40,961 


40,501 
40,210 


39,825 
38,587 
38,353 
38,039 


37,906 
37,313 
37,053 
36 ,897 
36,816 
36 ,670 
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31 
32 
33 
4 
35 
36 
37 
38 
39 
40 
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34.3096 
35.0353 
35.7453 
36.4538 
37.1504 
37.8437 
38.5368 
39.2235 
39.8370 
40.4403 


40.9500 
41.3697 
41.7887 
42.1816 
42.5742 
42.9588 
43.3384 
43.7157 
44.0793 
44.4355 


44.7789 
45.1084 
45.4323 


45.7422 
46 .0434 
46.3417 
46 .6362 
46 .9203 
47.1846 
47.4438 


47.6979 
47.9436 
48.1869 
48.4217 
48.6453 
48.8672 
49.0870 
49.3004 


49.6115 
49.7210 


49.9286 
50.1297 
60.3295 
50.5278 


50.7253 
50.9198 
51.1128 
51.3051 
51.4970 
51.6881 


Rockford, tl... . 
Tucson, Ariz... . 
Baton Rouge, La. 


Pontiac, Mich. 
Lincoln, Nebr... 


New Haven, Conn... 
Sioux City, lowa 
Evansville, Ind. 
Lubbock, Texas. 
Framingham, Mass. 
Mobile, Ala....... ; 
Scranton, Pa... . 


Highland Park, Mich. 


Cambridge, Mass. 
Evanston, Ill.. 
Bakersfield, Cal... 
Corpus Christi, Texas 
Shreveport, La. 
Terre Haute, Ind. . 
Davenport, lowa. 
Dearborn, Mich... . 
San Bernardino, Cal. 


ae 
Beaumont, Texas 
Lancaster, Pa... 
Springfield, tl. 
Madison, Wisc. 

Oak Park, tl. 

8 Se 
Waco, Texas........ 
Greenville, S.C... .. 
Augusta, Ga......... 


Moline-East Moline- 
Rock Island, Ill... . 
Inglewood, Cal... . . 
Camden, N. J... .. 
Decatur, lil. 
Austin, Texas... . 
Orlando, Fla... . 
Columbia, S.C... 
Schenectady, N. Y. 
Albany, N. Y.... 
Santa Monica, Cal. 
Saginaw, Mich... . . 


36,417 


35,243 
34,480 
33,191 
32,748 
31,423 
30,849 
30,894 
30, 865 
30,627 


29,832 
29,798 
29,587 
29,223 
28,634 
28,119 
27,182 
26,975 


26 ,008 
24,946 
24,783 
24,671 
24,554 
24,329 
24,113 
24,045 
23 ,672 
23,519 


23,605 
23,428 
23,412 
23,193 
23,077 
22,987 
22,710 
22,706 
22,612 
22,138 


21,798 
21,661 
21,416 
21,142 
21,103 
20,947 
20,918 
20,780 
20,731 
20,445 


19,916 
19,726 
19, 132 
19,069 
19,036 
18,891 
18,871 
18 ,682 
18,613 
18,582 


18,454 
18,417 
18,401 
18,386 
18,169 
18,066 
18,026 
17,929 
17,817 
17,802 
17,735 


SAsrIsasan2 


SBSeessesexeess2 S$ BBESBREBSES 


Niagara Falls, N. Y.. . 


Sheboygan, Wisc... .. . 


Huntington, W. Va.. 
Green Bay, Wisc. 


Macon, Ga...... 


Kalamazoo, Mich...... 


Battle Creek, Mich.. 


Champaign-Urbana, 111. .| 


Springfield, Ohio. . 
Warren, Ohio..... 
Yakima, Wash. 


East St. Louis, Ill. 
Lynchburg, Va. 
Topeka, Kans... .. 
Spartanburg, S.C...... 
a Se 


Union City, N.J........ 


Fayetteville, N. C. 
Danville, Hil.......... 


Compton, Cal...........| 


Springfield, Mo... . 


17,696 
17,557 
17,520 


17,468 
17,293 
17,035 
16,679 
16,664 
16,545 


16,535 
16,475 
16,075 
15,979 
15,787 
15,549 
15,358 
15,276 
15,168 
15, 160 


14,906 
14,733 
14,478 
14,458 
14,413 
14,383 
14,374 
14,353 
14,345 
14,143 


13,983 
13,975 
13,939 
13,894 
13,810 
13,558 
13,550 
13,603 
13,480 
13,088 


13,043 
13,033 
12,955 
12,768 
12,746 
12,723 
12,606 
12,588 
12,585 
12,576 


12,528 
12,527 
12,338 
12,159 
12,155 
11,995 
11,988 
11,968 
11,855 


11,841 


Total 200 Leading Cities| 12,448,273 


% of U.S. A.. 


63.0072 
63.0799 
63.1523 
63.2242 
63.2949 
63.3655 
63.4359 
63.5061 
63.5743 


63.6423 
63.7102 
63.7777 
63.8443 
63.9107 
63.9770 
64.0427 


Honolulu City, with General Merchandise Store sales of 
$38,948 thousand, would rank 62 if included above. 


Editor's note: About one-quarter of the syndicate 


mail order sales are credited to Chicago 
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CITY and STATE 


La Crosse, Wisc. 
Sioux Falls, S. D. 
Charleston, S. C. 
Alexandria, La. 
Abilene, Texas 
Waterbury, Conn. 

Bay City, Mich. 
Huntington Park, Cal. 
Modesto, Cal. 
Waltham, Mass. 


Amarillo, Texas 
Lowell, Mass. 
Wichita Falis, Texas 
Galveston, Texas 
Kankakee, III. 
Bangor, Me. 
Muncie, Ind. 


General Merchandise Store Sales, Leading Cities 


Monroe-West Monroe, 


La... 
Quincy, Mass... 
Fargo, N. D. 


Everett, Wash... 
Asbury Park, N. J. 

Fall River, Mass. ‘ 
West Palm Beach, Fia... 
Fort Smith, Ark. 


Passaic-Clifton, N. J... 
Jersey City, N. J. 
Hutchinson, Kans. 
Bloomington, 111. 
Riverside, Cal. 

Royal Oak, Mich. 
Berkeley, Cal. 


Atlantic City, N. J. 
Plainfield, N. J. 

St. Cloud, Minn. . 
Anderson, ind... .. 
Paducah, Ky... ‘ 
Port Arthur, Texas. .... 
East Orange, N. J. 


Fort Lauderdale, Fla... . 
McKeesport, Pa. 

Joplin, Mo...... 
Lafayette, Ind... 

West Hartford, Conn... . 
St. Joseph, Mo... 

Fart Dodge, lowa 
Watertown, N. Y....... 
Quincy, Hl... 


GEN’L MDSE. 

STORE SALES 

Esti- 

SM mates 

in thousands 
11,612 
11,563 
11,505 
11,346 
11,054 
11,030 
11,012 
10,989 
10,937 
10,907 


10,780 
10,745 
10,685 
10,593 
10,559 
10,509 
10,464 


10,413 
10,384 
10,373 


10,372 
10,294 
10,263 
10,152 
10,137 
10,088 
10,040 

9,891 

9,885 

9,803 


9,749 
9,602 
9,581 
9,554 
9,490 
9,461 
9,422 
9,412 
9,299 
9,277 


9,247 
9,239 
9,231 
9,229 
9,206 
9,172 
9,122 
9,116 
9,113 
9,096 


9,070 
9,047 
9,041 
8,938 
8,843 
8,731 
8,523 
8,492 
8,419 
8,416 


8,387 
8,278 
8,269 
8,238 
8,235 
8,233 
8,2°2 
8,205 


8,192 
8,183 
8,127 


TTTHTTTTT TM TT 
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221 
222 
223 
224 
225 
226 
227 
228 
229 
230 
231 
232 
233 
234 
235 
236 
237 
238 
239 
240 
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— 
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Accumu- 
lation 


64.9323 
64.9926 
65.0525 
65.1117 
65.1693 
65.2268 
65.2842 
65.3414 
65.3984 
65.4553 


65.5114 
65.5674 
65.6231 
65.6783 
65.7333 
65.7881 
65.8426 


65.8969 
65.9510 
66.0051 


66.0591 
66.1128 
66. 1663 
66.2192 
66.2720 
66.3246 
66.3769 
66.4284 
66.4799 
66.5310 


66.5818 
66.6319 
66.6818 
66.7316 
66.7810 
66.8303 
66.8794 
66 .9285 
66.9770 
67.0253 


67.0735 
67.1216 
67.1697 
67.2178 
67.2658 
67.3136 
67.3612 
67.4087 
67.4561 
67.5036 


67.5508 
67.5980 
67.6451 
67.6917 
67.7377 
67.7832 
67.8277 
67.8719 
67.9158 
67.9596 


68 .0034 
68.0465 
68.0896 
68.1325 
68.1754 
68.2183 
68.261) 
68 .3039 
68.3466 
68.3892 
68.4316 


GEN’L MDSE. 
STORE SALES 


BY 


(in thousands) 


CITY and STATE 


Enid, Okla. 
Tyler, Texas 
Pensacola, Fla. 
Eau Claire, Wisc. 
Benton Harbor- 

St. Joseph, Mich. 
Richmond, Cal. 
New Brunswick, N. J. 
Covington, Ky. 
New Rochelle, N. Y. 


New Castle, Pa. 
Bethesda, Md. 
Burlington, Vt. 

Reno, Nev. . 

Troy N.Y... 
Clarksburg, W. Va. 

Ann Arbor, Mich. 
Ogden, Utah. . 
Newburgh-Beacon, N. Y. 
Huntsville, Ala. 


Norristown, Pa. 
Las Vegas, Nev. 
Anderson, S. C. 
Hamilton, Ohio. . . 
Morristown, N. J. 
Cumberland, Md. . 
Port Huron, Mich. 
Brockton, Mass. 
Richmond, Ind. 
Pawtucket, R. |. 


Johnson City, Tenn. 

Wausau, Wisc. 

Salem, Mass... 

Salina, Kans. . 

North Tonawanda- 
Tonawanda, N. Y. 

Mason City, lowa 

New Britain, Conn. 

Laredo, Texas 

Yonkers, N. Y. «ail 

Bismarck-Mandan, N. D. 


Washington, Pa........ 
Hagerstown, Md........ 
Meridian, Miss......... 
Pottsville, Pa. 

New Kensington- 


Upper Darby Township, 
Pa. 
Palo Alto, Cal...... 


Wilmington, N. C. 
Parkersburg, W. Va. 
Beckley, W. Va. = 
Daytona Beach, Fla. 


Fairmont, W. Va. 
Rapid City, S. D... , 
Colorado Springs, Colo. . 


| 


Esti- 
mates | 


8,071 
8,054 
8,038 
8,020 


7,925 
7,878 
7,863 
7,835 
7,813 


7,808 
7,796 


83353 33 
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% 
Accumu- 
lation 


Estimates, 1953, for the 400 cities leading in this category 


CITY and STATE 


Rocky Mount, N. C. 
Lorain, Ohio. . 
Woonsocket, R. |. 


Alton, tl. 
Beaver Falls-New 
Brighton, Pa... 
Bremerton, Wash. 
Miami Beach, Fla. 
Santa Rosa, Cal. . 
Vincennes, Ind. . 
Ashiand, Ky... 
New London, Conn. 
Manitowoc, Wisc... 
Medford, Ore. . . 


Hattiesburg, Miss. . 


East Liverpool, Ohio. 
Barberton, Ohio........ 


Burlington, lowa 
Monroe, Mich.......... 
Biloxi-Gulfport, Miss... . 
Meriden-Wallingford, 


Elkhart, Ind............ 
Walla Walla, Wash... .. 
Alliance, Ohio. 


Total 400 Leading Cities . 


% of U. S. A. 


GEN’L MDSE.| 
STORE SALES) Rank 
JM Esti- in 

mates | Group 


| (in thousands) 


6,121 
6,106 
6,091 


6,068 
6,057 
6,036 
6,004 
5,973 
5,949 
5,929 
5,907 
5,898 


5,883 
5,879 
5,875 
5,875 
5,852 
5,764 
5,734 
5,726 
5,704 
5,678 


5,665 
5,663 
5,588 
5,565 
5,553 
5,524 
5,518 
5,513 
5,480 
5,455 


5,451 
5,443 
5,427 
5,418 
5,415 
5,409 
5,382 
5,365 
5,362 


SHS SSSSSSSSRE Seeseaes 
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5,353 


5,350 
5,339 
5,335 
5,299 
5,299 
5,272 
3,254 
5,222 
5,218 
5,213 


5,212 
5,208 
5,185 
5,162 
5,161 


22828 S8sesseeee 8 23935 


5,126 
5,123 
5,121 
5,105 
5,072 


13,951,375 


% 
Accumu- 
lation 


70.9128 


70.9446 
70.9764 


71.0081 


71.0397 
71,0713 
71.1027 
71.1340 
71.1651 
71.1961 
71.2270 
71.2578 
71.2885 


71.3192 
71.3498 
71.3805 
71.4111 
71.4416 
71.4716 
71.5015 
71.5313 
71.5611 
71.5906 


71.6202 
71.6497 
71.6788 
71.7078 
71.7367 
71.7655 
71.7943 
71.8230 
71.8516 
71.8800 


71.9084 
71.9368 
71.9651 
71.9933 
72.0215 
72.0497 
72.0777 
72.1057 
72.1336 


72.1615 


72.1894 
72.2172 
72.2450 
72.2727 
72.3003 
72.3278 
72.3551 
72.3823 
72.4095 
72.4367 


72.4639 
72.4910 
72.5180 
72.5449 
72.5718 
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Furniture-Household-Radio Store Sales, Leading Cities 


@D Estimates, 1953, for the 400 cities leading in this category — 


| FURN.- | FURN- | 
| | HOUSE.- HOUSE.- | 
| Rank| = % | RADIO | lo RADIO Rank q 
CITY and STATE in | Accumu- CITY and STATE Esti- CITY and STATE SH Esti- in Accumu- 
Group | lation mates | Group | lation mates} Group —_ ation 
(in thousands) | (in thousands) | (in thousands) 
New York City, N. Y....| 649,889 
Chicago, III. ..| 270,594 
Los Angeles, Cal. 245 ,957 
Philadelphia, Pa. . 158,970 
Detroit, Mich. 144,691 
San Francisco, Cal. 93,112 
St. Louis, Mo. . 87 ,698 
Cleveland, Ohio re 85,261 
Baltimore, Md. ; 71,679 
Houston, Tex. - 71,099 


| } 
7.0895 Passaic-Clifton, N. J... . 16,598 . Troy, N. Y.... 139 
10.0414 b 16,380 P Charleston, S. C. on 140 
12.7245 16,364 J Alhambra, Cal. 
14.4586 “‘ 16,363 ‘ Inglewood, Cal. . 
16.0371 15,769 ° Columbia, S.C... 
17.0528 | 15,591 s York, Pa...... 
18.0095 ose 15,513 \ Greenville, S. C. : 
18.9396 15,451 . New Brunswick, N. J. 
19.7215 , 15,295 a Duluth, Minn.. . 
20.4971 Beverly Hills, Cal...... 15,217 ‘ Stamford, Conn. om 
| Huntington Park, Cal... . | 
Boston, Mass. a 70,280 | 21.2638 Allentown, Pa......... 15,189 le Richmond, Cal. 
Washington, D.C... .... 69,712 22.0243 Fort Wayne, Ind........| 14,795 
Newark, N. J. 61,144 22.6913 onl 14,650 
Milwaukee, Wisc... . 57,400 | 23.3175 ..| 14,537 
Oakiand, Cal. : 65,757 23.9257 14,173 
Buffalo, N. Y. a 53,400 | 24.5082 Youngstown, Ohio... ... 14,115 
Dallas, Tex........ , 62,254 | 25.0783 Trenton, N. J. ot 14,080 
Pittsburgh, Pa.......... 51,995 25.6455 14,050 
Minneapolis, Minn...... 48 361 26.1730 Sa 14,019 
Kansas City, Mo. 5 45 ,923 | 26.6740 13,670 


o@emwonoaewon- 


Jackson, Miss... 
Lancaster, Pa. 
Lawrence, Mass. 
Schenectady, N. Y. 
Hamtramck, Mich. 
Columbus, Ga. 
Waco, Tex... . 
Atlantic City, N. J. 
Montgomery, Ala... 
Altoona, Pa... . 


SSSSSREERE 


indianapolis, Ind. ae 45,334 | 27.1685 one 13,342 
Miami, Fla. anoael 44,091 27.6495 Fall River, Mass. 13,257 
San Diego, Cal. an 42,270 28.1106 Corpus Christi, Tex... .. 13,253 
Cincinnati, Ohio a 41,763 28.5662 13,239 
Seattle, Wash.......... 40,219 29.0050 13,204 
New Orleans, La....... 39,750 29.4386 13,084 
Hempstead Town- 12,753 
ship, N. Y. os 38,399 29.8575 12,500 West Palm Beach, Fla... 
Portland, Ore. va 37,595 30.2676 12,431 Waterloo, lowa..... 
Long Beach, Cal........ 37,438 30.6760 12,394 0 Newport News, Va... ... 
Denver, Colo. a 36,225 31.0712 Monroe-W. Monroe, La. 
12,378 . Racine, Wisc... 
31.4569 12,328 
31.8132 Hammond- Galveston, Tex... .. 
32.1628 East Chicago, Ind... . 12,314 . Evanston, lil... .. 
32.4955 | Charleston, W. Va. 12,280 s New Rochelle, N. Y..... 
32.8228 McKeesport, Pa........ 11,986 7 Dearborn, Mich... 
33.1396 Bakersfield, Cal... ..... 11,289 E Eugene-Springfield, Ore. 
33.4493 Baton Rouge, La........| 11,210 . Raleigh, N.C....... : 
33.7589 Little Rock-North Madison, Wisc... .. 
34.0554 Little Rock, Ark..... 11,000 
34.3440 Beaumont, Tex. 10,950 Fort Lauderdale, Fla... . 
10,872 Colorado Springs, Colo. . 
34.6280 Kansas City, Kans. 
34.9074 Wheeling, W. Va...... | 
35.1764 5 aa 10.754 
35.4440 10,554 Winston-Salem, N.C... 
35.7063 b 10,544 Pawtucket, RB. 1........ | 
| 


| 
| 
New Bedford, Mass... . 


| 


S888 BRESK 
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Rochester, N. Y........ 35,363 
32,654 
32,051 
Louisville, Ky.......... 30,495 
Birmingham, Ala. 30,006 
San Antonio, Tex....... 29,038 
Toledo, Ohio........... 28,394 
Memphis, Tenn... ..... 28,375 
Phoenix, Ariz........... 27,186 
Sacramento, Cal. 26 ,455 


SBSSISRESRS 


Omaha, Nebr. acs 26,035 
Richmond, Va... ‘ 25,609 
Oklahoma City, Okla.... 24,660 
Salt Lake City, Utah 24,528 
Dayton, Ohio....... 24,046 
Fort Worth, Tex. 23,869 
Norfolk, Va. . 21,763 
Jersey City, N.J....... 21,529 
Wilmington, Del. 21,482 
Paterson, N. J. 21,334 


35.9867 Santa Monica, Cal... ... 10,514 Davenport, lowa. . 
36.2041 White Plains, N. Y...... 10,385 Brownsville-Harlingen- 
36.4389 Amarillo, Tex.......... 10,379 McAllen, Tex. . 
36.6733 Elizabeth, N.J......... 10,280 Riverside, Cal... . 
36.9060 Binghamton, N. Y. 10,219 ° Spartanburg, S. C. 
Wilkes-Barre, Pa....... 10,206 Berkeley, Cal... 
37.1386 10,081 Lexington, Ky.. 
37.3639 
37.5890 Mobile, Ala 10,073 Green Bay, Wisc. . 
37.8140 Savannah, Ga......... 10,069 Moline-East Moline- 
38.0378 Mount Vernon, N. Y. 9,954 Rock Island, Ill....... 
38.2589 9,841 
38.4787 Rice 9,791 
38.6949 San Bernardino, Cal. 9,652 
38.9089 | Springfield, ill... a 9,628 
39.1228 Hackensack, N. J....... 9,539 Springfield, Ohio 

St. Petersburg, Fla...... 9,518 | 
Pasadena, Cal.. 19,522 | | 39.3357 Pontiac, Mich... ; 9,433 R Lowell, Mass.......... 
Springfield, Mass. 19,417 | | 39.5475 Kalamazoo, Mich. ‘ 9,427 Niagara Falls, N.Y... .. 
Wichita, Kans. 19,218 | | 39.7572 | Lansing, Mich... . il 9,351 
Flint, Mich...... 18,719 39.9614 Cedar Rapids, lowa.... .| 9,318 Total 200 Leadirg Cities 
Syracuse, N. Y. 18,491 | 40.1631 New Kensington- | % of U. S. A. 

Akron, Ohio. . 18,481 40.3647 Arnold, Pa........... 9,279 
Worcester, Viass. 18,390 40.5653 SS Weed veccacks« 9,196 
Des Moines, !owa | 18,282 | | 40.7649 | Portland, Me...... 9,163 Honolulu City, with F.-H.-R. Store Sales of $17,- 
Knoxville, Tenn. 18,088 Lubbock, Tex......... 9,130 | q 668 thousand, would rank 70 if included above. 
Chattanooga, Tenn. 16,918 Manchester, N. H. 9,065 | 


SSseEssatE RES 


Providence, R. |. ‘ 21,322 
Camden, N. J. ad 20,649 
Hartford, Conn. : 20,640 
St. Paul, Minn. : 20,627 
Bridgeport, Conn. , 20,508 
Jacksonville, Fla. : 20,276 
20,140 
Nashville, Tenn... ‘ 19,826 
New Haven, Conn.. ... 19,610 
Grand Rapids, Mich... .. 19,609 


SSSIsazrexgs 
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Furniture-Household-Radio Store Sales, Leading Cities 


@7D Estimates, 1953, for the 400 cities 


CITY and STATE 


Huntington, W. Va. 
Joliet, I. 
Johnstown, Pa. 
Uniontown, Pa. 
Union City, N. J. 
Port Arthur, Tex. 


Terre Haute, Ind. 
Springfield, Mo. 
Wichita Fails, Tex. 
Santa Barbara, Cal. 
Plainfield, N. J. 
Elmira, N. Y. 


Hamilton, Ohio 
East St. Louis, Ii. 
Muskegon, Mich. 
Jackson, Mich. 
Muncie, Ind.. 
Asheville, N. C. 
Battle Creek, Mich. 
Alton, il..... 
Holyoke, Mass... 
Lincoln, Nebr. 


Pomona, Cal... 
Poughkeepsie, N. Y. 
New Castle, Pa. 
Bethiehem, Pa. 
Brockton, Mass. 
Burbank, Cal. 
Vallejo, Cal. 
Miami Beach, Fla. 
Upper Darby Town- 
ship, Pa. 
Macon, Ga. 


Warren, Ohio 
Tyler, Tex... 
West New York, N. J. 
Santa Rosa, Cal. 
Alexandria, Va... 
Pasco-Kennewick- 
Richland, Wash. 
Lynn, Mass. 
Sioux Falls, S. D. 
Williamsport, Pa. 
Reno, Nev... 


Anderson, Ind. 

Danville, til... 

Gadsden, Ala... 

Ann Arbor, Mich. 

St. Joseph, Mo. 

Sioux City, lowa 

Tuscaloosa-North- 
port, Ala. 

Highland Park, Mich. 

Meriden-Walling- 


FURN.- 
HOUSE.- 

RADIO Rank 
Esti- in 
mates Group 

(in thousands) | 
6,652 
6,638 
6,628 
6,569 


or 
G 


Accumu- 
lation 


55.4397 
55.5121 
£5.5844 
55.6560 
55.7276 
55.7985 
55.8692 
55.9395 
£6 .0C97 
56.0798 


56.1497 
56.2191 
56.2885 
56.3577 
56 .4266 
56.4948 
56.627 
56.6307 
§6 .6982 
56.7655 


56.8321 
56.8988 
56.9647 
57.0303 
57.0956 
57.1594 
57.2230 
57.2866 
57.3496 
57.4125 


57.4753 
57.5380 
57.6005 
57.6629 
57.7246 
57.7859 
57.8468 
57.9069 


57.9670 
58.0266 


58 .0856 
58.1442 
58.2027 
58.2608 
58.3182 


58.3754 
58.4325 
58.4890 
58.5451 
58.6011 


58.6568 
58.7126 
58.7684 
58.8238 
58.8793 
58.9345 


58.9893 
59.0437 


59.0980 
59.1522 
59.2058 
59. 2588 
59.3116 
59.3642 
59.4164 
59.4684 
59.5202 
59.5721 


CITY and STATE 


FURN.- 
HOUSE.- | 
RADIO 
Esti- | 


| 
mates Group 


(in thousands) | 


Richmond, Ind... . . 
Bristol, Tenn.-Va.. . 
Bloomington, lll... . . 


Royal Oak, Mich... . 
Bitoxi-Gulfport, Miss. 
Lorain, Ohio....... 
San Angelo, Tex..... 
Great Falls, Mont. 
Cumberland, Md... . . 
Modesto, Cal... . 
Norwich, Conn. 


Hagerstown, Md. 
Jamestown, N. Y. 
Norwalk, Conn.. . 
Pittsfield, Mass... 
La Crosse, Wisc... 
Clarksburg, W. Va. 
Eureka, Cal 
Quincy, Mass..... 
San Mateo, Cal..... 
Gastonia, N. C. 


Cleveland Heights, Ohio 
Daytona Beach, Fla. 
Norristown, Pa. 

Port Chester, N. Y... 
Sharon, Pa... 

Lebanon, Pa... .. 
Burlington, N. C. 
Kokomo, tnd... . 

New London, Conn. 
Covington, Ky.. 


Abilene, Tex. . 
High Point, N. C. 
Fayetteville, N. C. 
Steubenville, Ohio 
Zanesville. Ohio. . 
Bangor, Me..... 
Oshkosh, Wisc. 
Rome, Ga......... 
Wausau, Wisc. 
Rahway, N. J. 


Benton Harbor- 
St. Joseph, Mich 


Lima, Ohio 

Haverhill, Mass. 
Watertown, N.Y... ... 
Alliance, Ohio........ 
Paducah, Ky... . 
Hutchinson, Kans... . 
Fitchburg, Mass. 
Everett, Wash... 
Kingston, N. Y. 

Port Huron, Mich. 
Las Vegas, Nev.... 
Lynchburg, Va. 
Kankakee III 


Montclair, N. J. 


i 


| Rank 


in 
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a 


888 


888888 


8 
o 


% 
Accumu- 


lation 


1124 
62.1552 
62.1980 
62.2407 
62.2830 
62.3251 
62.3669 
62.4086 
62.4502 
62.4918 
62.5327 
62.5733 
62.6137 
62.6539 
62.6939 
62.7339 
62.7737 
62.8136 


leading in this category 


FURN.- 
HOUSE.- 
RADIO 


CITY and STATE Esti- 
LD nice 
(in thousands) 
Danville, Va. 
Cicero, II. 3,637 
Palo Alto, Cal. 3,629 
Merced, Cal........... | 3,613 
Butte-Anaconda, Mont. .| 3,592 
Gloversville-Johns- 
town, N.Y........ 
Sandusky, Ohio... . 
Casper, Wyo...... 
Fargo, N. D.... 
Pensacola, Fla. 
Wilmington, N.C... 


3,642 


| 3,589 


3,584 
3,570 
3,568 
3,559 
3,550 


Mankato-North 
Mankato, Minn..... 
Beaver Falle-New 


3,541 


3,540 
3,538 
3,519 
3,514 
3,453 
3,446 
3,439 
3,434 


Belleville, I. . 
Marion, Ind. 
Lakeland, Fla. 
Butler, Pa. 
Hoboken, N. J. 


3,299 
3,286 
3,282 
3,280 


3,274 
3,266 
3,262 
3,258 
3,250 


Waukegan, lil. 
Longview, Tex. 
Baytown, Tex... 
Hayward, Cal... .. 
Orange, Tex... . 
Florence-Sheffield- 
Tuscumbia-Muscle 
Shoals, Ala. 
Greenwich, Conn... . 
Rocky Mount, N. C. 
Vancouver, Wash. 
Framingham, Mass. 


3,250 
3,243 
3,197 
3,180 
3,177 


La Salle-Peru- 
Oglesby, III. 
Nashua, N. H. 
Pine Bluff, Ark... ... 
Woonsocket, R. 1... 
Carbondale-Herrin- 
Murphysboro, I Il. 
a, ML... ...... 
Galesburg, Hl... . 
Salem, Mass....... 
Parkersburg, W. Va. 
Meridian, Miss. 


3,150 
3,149 
3,141 
3,129 


3,126 
3,117 
3,112 
3,109 
3,095 
3,093 


3,092 
3,083 
3,082 
3,070 
3,066 
| 3,088 
| 3,080 
| 3,028 
| 3,026 
| 


Albany, Ga. 
Compton, Cal... . 

El Dorado, Ark. 
Pocatello, Ida. . 
Washington, Pa. 
Englewood, N. J. 
Dubuque, lowa 
Petersburg, Va. 
Ontario-Upland, Cal. 
Burlingame, Cal. 3,012 


Total 400 Leading Cities 6,959,861 
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At first glance 


Cadillac's approach 


to prestige-building 


seems revolutionary... 


but the company’s 
sales philosophy 
is as enduring 


as the hills 


Cadillac is a leader. And one of the penalties of leader- 
ship is that the leader frequently is asked to explain 
any startling move it makes. 


How, then, does the Cadillac Motor Car Company 


account for the following. 


In 1952 this company, which manufactures a luxury 
product, spent 72% of its budget in Newspapers — a 
medium that talks to everybody, rich and poor alike 


The average cost of a Cadillac is $5,100. The national 
average income—the income of “everybody” —is $3,610. 
Does this make sense? Should Cadillac speind its 
good advertising money talking not only to the Colonel 
and his Lady, but to Jim and Judy O'Grady as well? 


Is it cheaper? Does it gain prestige for Cadillac? 


According to Cadillac, the answer is yes — on all 
counts. 


WHAT IS PRESTIGE? 


The reasoning is something like this: What do we 
mean, for example, when we talk about prestige? What 
do we mean when we say that one product has more 
prestige than another? 


There can be only one meaning: One product has 
more prestige than another only because it has more 
admirers than another. Prestige cannot be measured in 


any other way. It depends on numbers of admirers. 


Now it a company wants its product to win prestige, 
and if prestige depends on numbers of admirers, then 
it behooves the company to win as many hearts as 
possible. 


And Cadillac feels that the basic way to reach just 


about everybody is in newspapers. 


But there is more to it than this. What happens when 
a company has decided to tell its story to everybody 
instead of just selected publics, the only kind of publics 


accessible to most advertising media? 


Well, take a typical Cadillac newspaper ad and ex- 
amine it. This one, for example, illustrates a Cadillac 
salesman hznding a customer the keys to a beautiful 
new Cadillac. The caption says: “A 30-Year Dream 
Coming True!” And the text, which illuminates Cadil- 


lac’s whole advertising philosophy, says this: 
‘He used to stand on the curb in front of 
his father’s house—and watch the Cadillacs 
sweep majestically by — carrying the fine 


ladies and gentlemen on happy excursions. 


That's when the dream started in his heart 


and refused to leave. . . 


And now that he’s got the keys, the copy goes on 
lO say: 


Hell get those quick glances of approval 
which tell him the dream be dreamed for so 


many years is still in the bearts of others 


(Dealer's Name and Address) 


Ah! And since everybody else admires his car, surely 


they will envy him! Finally the copy says: 


Man—this was worth waiting and work 


ing for! 


Prestige. When you tell your friends “I ate at the 
Stork Club yesterday,”” you want them all to realize 
that the Stork Club is one of the most famous restau- 


rants in the world. 


When you say “I use Arpege,” you'd like all your 
friends to know that it’s expensive and that Queen 


Elizabeth uses it too. 


When you wear a Countess Mara tie, you want 


others to be aware it’s something special. 
Cadillac’s founder, Henry F. Leland, said: 


“Everybody wants the best. Let’s make sure every- 
body knows what is the best. Let's adverlise our car 


where the most people can see il. 


WHAT'S WRONG WITH THE O’GRADYS? 


This is what is meant by creating prestige: creating 
a maximum number of admirers. But, you may say, 
why concentrate on admirers like Jim and Judy 
O’Grady? Why not on actual buyers—the people with 
the pocket books? Well, there’s the puzzle... 


You never know who your next new buyer will be. 


Or where he lives. Or how he makes his living. 


You never know who is ready to make his dream 


come true next—by buying a Cadillac. 


So you want to reach everybody who could pos 


sibly buy. 


Cadillacs can be found in parts of town where in 
comes are modest. And they're the proud possession 
of men who were given an opportunity to read and 
dream about them when they were young and impe- 
cunious. Men who had nothing but the daily nourish- 


ment of a newspaper. 
Hence Cadillac’s advertising philosophy. 


This—basically—is why the biggest chunk of Cadil- 
lac’s 1952 and 1953 advertising budgets went into 
newspapers where you advertise if you want a place 


‘where the most people can see it.”’ 
WHO NEEDS A FAST BUCK? 


Here is a curious sidelight on all this. For years the 
nation’s retailers have placed approximately 85% of 


D. E. Ahrens, General Manager of 
the Cadillac Motor Car Division, views 
newspaper program as vital part of 
Cadillac advertising. 


all their advertising dollars into newspapers because 
they can see quick returns. Retailers are accustomed 
to measuring the value of today’s advertisement by 
watching the cash register tomorrow. 


Yet Cadillac is not necessarily looking for instant 
responses. Cadillac uses newspapers to spin dreams 
over and over in the minds of everybody. In the case 
of Cadillac cars, today’s dream might not be tallied 
on anybody’s cash register until thirty years hence. But 
Cadillac can wait. 


Cadillac feels that as long as it maintains its determi- 
nation to build the finest car that is humanly possible, 
it is the greatest of wisdom to establish the desirability 
of this car in everybody's mind. 


Its advertising program is handled by MacManus, 
John & Adams, Inc., of Detroit. The program, in accord- 
ance with automobile industry practice, is financed 
jointly by factory and dealers. 


The ads, signed by “Your Cadillac Dealer” of 
course, include the story of economy, too. After all, 
“a Cadillac can last for years if it’s properly serviced.” 


And its gasoline mileage is remarkable—‘‘drive a whole 


day on one tankful of gasoline!” 


“MAKE THEM WANT; KEEP THEM HAPPY” 


Cadillac’s General Manager D. E. Ahrens says: 
“We're determined to make even more people want 
Cadillac; to make them willing to wait for one; to keep 


them happy with it as long as they have it.” 


And James R. Adams, President and Treasurer of 
MacManus, John & Adams, Inc.: “The fact that Cad- 
illac spent considerably more than half of its total 
advertising appropriation in newspapers during 1952 
and 1953 speaks clearly of our high regard for news 


papers as an automotive advertising medium.* 


‘Although Cadillac is a class product, we know that 
it can remain the accepted symbol of automotive qual- 
ity only if we direct our advertising to all of the Ameri- 
can people. Experience has shown us that newspaper 
advertising is a sure and practical way to do this.” 


“Experience” indeed. It was back in 1903 that Henry 
Leland said: “Everybody wants the best. Let's make 
sure everybody knows what is the best. Let's advertise 
our car where the most people can see it.” 


Things haven’t changed much since then. 


James R. Adams, President of MacManus, John & Adams, 
Inc., is responsible for all Cadillac advertising. He places 
most of it in newspapers. 


* Cadillac has done this for many years 


This message prepared by the 


Bureau of Advertising, American Newspaper 
Publishers Association, and published 
in the interest of all newspapers 


by these national newspaper representatives . . . 


Gilman, Nicoll & Ruthman 
Jann & Kelley, Inc. 
Kelly-Smith Company, Inc. 
A. H. Kuch 
Moloney, Regan & Schmitt, Inc. 
O’Mara & Ormsbee, Inc. 
Sawyer-Ferguson-Walker Company 
Scolaro, Meeker & Scott 
Scripps-Howard Newspapers 
Small, Brewer & Kent, Inc. 
Story, Brooks & Finley, Inc. 


West-Holliday Co., Inc. 


Puts a Good \fark on a Van! | 
| 0M What Car Belongs [ere ? 


| 
{ 
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To tell its story to everybody, Cadillac relies on spacious, rich-look- 
ing ads like these. Each Cadillac message speaks with poise and author- 
ity, yet also manages to be human, warm and completely believable. 


Automotive Store Sales, Leading Cities 


Estimates, 1953, for the 400 cities leading in this category 


CITY and STATE 


AUTOMOTIVE 
STORE 
SALES 

Esti- 
SLD nates 
(in thousands) 


CITY and STATE 


AUTOMOTIVE 
STORE 
SALES 


DD wie 


(in thousands) 


New York City, N. Y... 


Chicago, lil......... 
Detroit, Mich... . . 
Los Angeles, Cal.. 
Philadelphia, Pa... 
Cleveland, Ohio. . 
Houston, Tex... . 
Washington, D. C. 
Dallas, Tex... ... 
St. Louis, Mo... . 


San Francisco, Cal. 
Milwaukee, Wisc. 
Indianapolis, Ind. 
Baltimore, Md... .. 
Minneapolis, Minn. 


8 ee 


San Diego, Cal... . 
Boston, Mass... . . 
Columbus, Ohio. . 
Hempstead Town- 
ship, N. Y..... 
Oakland, Cal... . 
Toledo, Ohio... 


Louisville, Ky.. . 
Birmingham, Ala. 
San Antonio, Tex. 
Rochester, N. Y.. 
Oklahoma City, Okla. 
Fort Worth, Tex... . 
Long Beach, Cal... .. 
Newark, N. J........ 
New Orleans, La. . 


Omaha, Nebr... . 
Akron, Ohio 
Dayton, Ohio. ... 
Tulsa, Okla... . . 
St. Paul, Minn. . 
Jacksonville, Fla.. 
Flint, Mich...... : 
Des Moines, lowa 
Phoenix, Ariz..... 
Wichita, Kans.. . 


Nashville, Tenn. . 
Providence, R. |.. 
Sacramento, Cal.. . 
Richmond, Va... . 
Syracuse, N. Y.. . 
Shreveport, La... . 
Norfolk, Va. 
Hartford, Conn... . 
Spokane, Wash... . 
Pasadena, Cal... .. 
Glendale, Cal... .. 
Grand Rapids, Mich. 
Little Rock-North 
Little Rock, Ark. 
Tampa, Fla... . 
Tacoma, Wash. 
Lansing, Mich. 
Youngstown, Ohio 
Salt Lake City, Utah 


Albany, N. Y........... 


Lubbock, Tex. 


872,631 
785,216 
754 ,651 
653,777 
324,125 
262,270 
241,319 
221,490 
221 ,066 
215,218 


207 ,278 
194,586 
185,050 
184 ,466 
181,440 
175,833 
159,567 
156,105 
149,571 
147,602 


145,591 
144 ,430 
143,628 
142,972 
128,065 
128 ,487 
126 ,087 
124, 167 


120,787 
119,575 
115,587 


115,521 
114,734 
112,302 
112,221 
107,135 
106 ,978 
99,819 
99,170 
96,390 


95 ,892 
94,430 
91,628 
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i Peon, Ves...:........ 
Corpus Christi, Tex... .. 


53,118 
51,997 
51,658 
51,527 
51,245 


Fort Wayne, Ind.. 
New Haven, Conn. 
Knoxville, Tenn... .... 


Columbia, S.C...... ; 


Jackson, Miss... 
Rockford, lll... . 
Oe, Pa........ 
Paterson, N. J.. 
Springfield, tl... 
North Hempstead 
Township, N. Y. 
Beaumont, Tex.. 


Highland Park, Mich... .| 
Albuquerque, N. M... . .| 
Moline-East Moline- 
Rock Island, Ill... ... 
Charleston, W. Va...... | 
Stockton, Cal.......... 
Camden, N. J..........| 
Santa Monica, Cal. 
Evansville, Ind. . . 
Waco, Tex... .. 
Evanston, lil. 


Bakersfield, Cal. 
Trenton, N. J... 
Burbank, Cal... .. 

Baton Rouge, La. 
Harrisburg, Pa.........| 
Allentown, Pa....... ‘ 
San Bernardino, Cal.... 
Beverly Hills, Cal 
Huntington Park, Cal.. 
Pontiac, Mich. . 


West Palm Beach, Fla... 
Orlando, Fla. 
Brownsville-Harlingen- 


Monroe-W. iMionroe, La.| 


Jersey City, N. J... 
Columbus, Ga... 


Savannah, Ga... . 


50,871 
50,763 
50,046 
49,465 
48,616 


47,377 
46,991 


46 ,800 
45, 288 
45,108 
44,396 
42,865 
42,547 
42,381 
41,927 


41,507 
41,408 
41,213 
40,612 
40,127 
40,030 
39,527 
38 , 988 


38,795 
38, 580 


38 , 569 
38 , 536 


38,434 
38,249 
37,980 
37,964 
37 ,936 
37,383 
37,126 
36 ,362 


36 ,331 
36,299 
36,175 
35,960 
34,895 
34,883 
34,783 
34,680 
34,650 
34,572 


34,478 
34,399 


33,579 
33,276 
33,100 
32,907 
32,760 
32,737 
32,314 
31,886 
31,877 
31,708 
31,636 
31,375 
31,201 
31,193 
31,113 
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CITY and STATE 


AUTOMOTIVE 
STORE 


SALES 
Esti- 
@ =. 


(in thousands) 


Lincoln, Nebr.. . 
Roanoke, Va... . 
East St. Louis, til. 
Battle Creek, Mich. 


Raleigh, N.C... 


Terre Haute, Ind... .... 
Springfield, Mo......... 
Fort Smith, Ark... ..... 
Modesto, Cal.......... 
Richmond, Cal... . . . 
Kankakee, Ill. 

Aurora, Ill.. . 

Joliet, tl. 

Ferndale, Mich. 


Eugene-Springfield, Ore. 


Jackson, Mich.......... 
Portland, Me........... 
Riverside, Cal 

Passaic-Clifton, N. J.... 


New Rochelle, N. Y..... 
Huntington, W. Va. 
Cicero, Hl... . 
Compton, Cal...... 
Mount Vernon, N. Y.. 
Fort Lauderdale, Fla. 
Winston-Salem,'N.'C... 


Upper Darby Town- 
ON 
Sioux Falls, S. D.. . 
Berkeley, Cal....... 
Topeka, Kans... .. 
Springfield, Ohio... . 
Paducah, iy. . 

Durham, N. C. 


30,881 


First 200 Leading Cities/15, 105,697 


40.3059 
40.3969 
40.4878 
40.5784 
40.6685 
40.7586 
40.8481 
40.9368 
41.0248 
41,1117 
41.1984 


41.2845 
41.3703 
41.4561 
41.6419 
41.6270 
41.7116 
41.7959 
41.8802 
41.9633 
42.0461 


42.1289 
42.2113 
42.2835 
42.3757 
42.4572 
42.5387 
42.6200 
42.7013 
42.7820 
42.8625 


42.9428 
43.0229 
43.1024 
43.1811 
43.2698 
43.3385 
43.4170 
43.4954 
43.5733 
43.6511 
43.7276 


43.8032 
43.8788 
43.9540 
44.0290 
44.1037 
44.1784 
44.2521 
44.3258 
44.3995 
44.4724 
44.5444 
44.6160 


44.6874 
44.7589 
44.8300 
44.9005 
44.9688 


45.1051 


Honolulu City, with Automotive Store sales of 
$51,255 thousand, would rank 75 if included above. 
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Automotive Store Sales, Leading Cities 
Estimates, 1953, for the 400 cities leading in this category 


AUTOMOTIVE] |AUTOMOTIVE |AUTOMOTIVE 
STORE | | $TORE STORE 
SALES | Rank = % » — Rank| 9 SALES 

CITY and STATE Esti-| in | Accumu- CITY and STATE in CITY and STATE | gory Esti- 

mates 

(in thousands) (in thousands) 


mates| Group _lation be ban Group 
(in thousands) 


Niagara Falls, N. Y. 22,666 
Macon, Ga. } 22,345 
Troy, N. Y. ; 22,141 
Scranton, Pa. ‘ 22,088 
Racine, Wisc. éa 21,870 
Hackensack, N.J. .... 21,860 
Lexington, Ky. ed 21,801 
Lawton, Okla. ; 21,550 
Las Vegas, Nev. on 21,413 
Hamilton, Ohio ; 21,365 


Seminole-Wewoka- 

Holdenville, Okla.. . 14,573 
Enid, Okla........ : 14,554 
Mason City, lowa...... 14,544 
Hampton, Va........... 14,473 
Decatur, Ga... Sua 14,374 
Kingsport, Tenn. nhs 14,372 
Biloxi-Gulfport, Miss... . 14,321 
Gastonia, N.C......... 14,306 
Butler, Pa... ... ; 14,275 
East Point, Ga......... 14,247 
Lakeland, Fla. eee 14,245 
Vancouver, Wash....... 14,232 52.8313 
Beaver Falls-New 

Brighton, Pa. <a 14,111 52.8734 
High Point, N. C. . 14,099 52.9155 


45.1727 Casper, Wyo. 17,482 
45.2395 Richmond, Ind. 17,454 
45.3056 Lewiston-Auburn, Me. 17,280 
45.3715 Plainfield, N. J... .-| 17,250 
45.4368 Ogden, Utah... ; 17,240 
45.5021 Mount Clemens, Mich... | 17,205 
45.5672 Hattiesburg, Miss. . 17,109 
45.6316 Johnstown, Pa. 17,105 
45.6955 Green Bay, Wisc. 17,070 
45.7593 Danville, Va. aa 17,044 
Chester, Pa. 3 17,018 
Pawtucket, R. |. 21,243 45.8227 Lima, Ohio... moe 17,008 
Lower Merion Town- | Wilkinsburg, Pa. a 16,896 

ship, Pa... 21,054 45.8856 
Champaign-Urbana, itt. 20,879 45.9479 Wyandotte, Mich. 16,842 
Asheville, N. C. os 20,874 46.0103 Birmingham, Mich. 16,824 
Vallejo, Cal. d 20,853 46.0725 Joplin, Mo... : 16,800 
Gadsden, Ala. a 20,840 46.1348 Rapid City, S. D.. : 16,784 
Port Arthur, Tex... ....) 20,648 | 46.1961 | Elkhart, Ind. ...| 16,767 
York, Pa..... Be 20,506 | 46.2573 Norwalk, Conn......... 16,728 
Quincy, Mass... «a 20,461 46.3184 Lancaster, Pa... } 16,722 
Newport News, Va. ...| 20,384 48.3793 | Englewood, N. J. | 16,711 
East Cleveland, Ohio 16,705 
46.4399 | Salina, Kans... | 16,660 
46 .5003 | 
46 .5603 Pomona, Cal. 16,576 
Palo Alto, Cal... . e 16,510 
Colorado Springs, Colo. . 16,506 
46.7385 Ss cienecunaeons 16,500 
46.7979 New London, Conn... .. 16,446 
46.8571 Longview, Tex........ 16,358 
Newburgh-Beacon, N. Y. 16,271 
Grand Forks, N. D...... 16,256 
Hamtramck, Mich... . 16,225 
Meriden-Walling- 

ford, Conn... . . } 16,202 


TTTTitites 


Elyria, Ohio wee 14.085 52.9576 
Twin Falls, ida. Sec 14,085 
Mansfield, Ohio........ 14,082 
Berwyn, lll........ sind 13,967 
Homestead-West Home- 

stead-Munhail, Pa... . 13,961 
Ridgewood, N. J. ee 13,896 
Greeley, Colo. scnan 13,865 
Owensboro, Ky......... 13,795 
Dubuque, lowa snd 13,787 
Jackson, Tenn. Pr 13,781 


Warren, Ohio. . ia 20,281 
Muskegon, Mich. : 20,255 
20,071 
19,905 
19,904 
19,896 
19,875 
19,837 
19,735 
19,710 


South Gate, Cal........ 13,731 
Burlington, Vt. 13,718 
Meadville, Pa. 13,673 
Zanesville, Ohio. . 13,649 
Brockton, Mass. 13,616 
Belleville, til. . 13,521 
13,507 


Te." TGS 


19,693 
19,679 
19,644 
19,608 
19,452 
19,417 


SORTED 


Ventura, Cal... .. 16,015 
Bethesda, Md... . : 16,011 
West Allis, Wisc.... .. 15,994 
Elgin, tl. ee 15,984 
Butte-Anaconda, Mont. 15,927 
Steubenville, Ohio...... 15,842 
15,767 
15,748 
15,725 
15,704 


13,445 
13,441 
13,370 


soe 


oR 


19,285 
19,257 
19,206 
19, 186 


ope 
Wea 


13,358 
13,349 
13,313 
el 13,299 
Huntsville, Aia. 13,284 
Lorain, Ohio........... 13,277 
New Brunswick, N. rte 13,257 
13,250 
13,221 
13,189 


"Shae 
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19,128 
18,849 
18 822 
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15,632 
15,614 
15,482 
15,455 
nein 15,321 
Great Falls, Mont..... 15,113 
Atlantic City, N. J... ... 15,086 
Port Huron, Mich....... 15,057 
Wilmington, N. C. 15,001 
15,000 


one 


18,717 
18,706 
18,627 
18,550 
18,490 
18,464 
18,385 


13,171 
13,162 
13,148 
13,086 
13,035 
13,033 
12,972 
Lowell, Mass. 12,970 
Aliquippa-Rochester- 


Reeseeeess 

— o-oo | 

eonoqaewn 
ress 


18,355 
18,253 
18,238 
18,230 
18,134 
18,004 
17,971 
17,934 
17,880 
17,829 


14,995 
14,981 
14,931 
14,891 
14,880 
14,878 
14,877 
14,855 
14,81) 
14,789" 


12,928 
12,886 


12,886 
12,840 
12,825 
12,721 
12.703 
12,890 
12,689 
12,658 
12,550 
12,536 


17,751 
17,707 
17,682 
17,658 
17,628 
17,538 
17,516 


14,783 
14,757 
14,741 
14,741 
14,711 
14.658 


18 386 ,693 
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‘ eo ASC AT Coe ee 2 ® Sale 


... new tre every 2 secoutls 


40 tires a minute, 58,000 every day, 21 million 
a year! That’s tire volume through service 
stations! 

More replacement tires are sold through the 
nation’s 200,000 service stations than through 
any other sales outlet. 

Whose tires are being sold in such volume? 
YOURS? Your batteries, your accessories? 

Are you getting your share of this service 
station TBA* business? Know how to get it, 
where to start, who has to be sold? 

There’s a particularly effective method of 
soliciting this business ... an inside track to the 


men who decide what TBA items shall be sold. 

You can reach the decision-makers in oil 
jobber organizations and major oil companies 
through National Petroleum News. These men 
read NPN to get latest marketing and merchan- 
dising news every week; renew their paid sub- 
scriptions at the rate of 84.5% each year. Your 
direct approach is through the pages of National 
Petroleum News! 

To announce, introduce or promote TBA 
products, your first logical advertising step is a 
program in National Petroleum News .. . the 
oilman’s magazine for 44 years! 


*TBA is the oil industry's designation for Tires, Batteries and Accessories — AND NPN sells TBA! 


National Petroleum News 


WOW. 


A McGRAW-HILL 
PUBLICATION 


330 West 42nd Street, New York 36, N. Y. \Bb 
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Drug Store Sales, Leading Cities 


@7D Estimates, 1953, for the 400 cities leading in this category 


CITY and STATE 


DRUG STORE 


Rank 
in 
Group 


CITY and STATE 


DRUG STORE 
SALES 


sy © 


mates 


New York City, N. Y. 
Chicago, Wil... ... 
Detroit, Mich... . 

Los Angeles, Cal. 
Philadelphia, Pa. 
Washington, D. C. 
Kansas City, Mo. 
Cleveiand, Ohio 
Baltimore, Md. 

St. Louis, Mo... 


Toledo, Ohio 

Long Beach, Cal. 
Grand Rapids, Mich. 
Portland, Ore... .. 


Oklahoma City, Okla. 


St. Paul, Minn... . 


Richmond, Va. 
Jacksonville, Fla. 
Hempstead Town- 
ship, N. Y. 
Omaha, Nebr. 
Rochester, N. Y. 
Flint, Mich. 
Hartford, Conn. 
Birmingham, Ala. 
Akron, Ohio. . . 
Phoenix, Ariz... . 


Tulsa, Okla... . 
Norfolk, Va... . 
Sacramento, Cal. 
Providence, R. 1... 
Wichita, Kans... . . 
Bridgeport, Conn... . 
Salt Lake City, Utah 
Des Moines, lowa. . 


26,411 


26 ,037 
24,122 
22,667 
22,208 
21,991 
21,914 
18,527 
18,319 
17,798 
17,407 


17,399 
16,554 
16,131 
16,068 
15,655 
15,554 
14,709 
13,916 
13,904 
13,698 


13,491 
13,406 


12,736 
12,557 
12,424 
12,334 
11,843 
11,481 
11,314 
10,977 


10,841 
10,416 
10,408 
10,234 
10,227 
10,125 
9,897 
9,632 
9,152 
8,827 


8,671 
{,527 


8,359 
8,344 
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Tucson, Ariz. 


Little Rock-North Little 


Rock, Ark. 
Austin, Tex.. . 
Shreveport, La. 
San Jose, Cal.. 
Evansville, Ind. 
South Bend, Ind. 
Charlotte, N. C.. 
Chattanooga, Tenn. 


Knoxville, Tenn... . 
Madison, Wisc. . . 


Springfield, IM.. 
Gary, Ind... ... 
Albuquerque, N. M. 
Beverly Hills, Cal. 


Reno, Nev....... 
Saginaw, Mich... 
Amarillo, Tex. 
Columbia, S. C. 
Paterson, N. J. 
Kalamazoo, Mich. 
Lincoin, Nebr... 

St. Petersburg, Fia. 
Lexington, Ky. 

San Bernardino, Cal. 


Berkeley, Cal. 
Jackson, Mich....... 
Moline-East Moline- 
Rock Island, Ill... . 
Hammond-East 
Chicago, Ind. . 
Canton, Ohio..... 
New Bedford, Mass. 
Trenton, N. J... . 
Alexandria, Va. . 
Orlando, Fla... 
Beaumont, Tex. 


Cedar Rapids, lowa.. 
Waterbury, Conn... .. 
Atlantic City, N. J... . 
Highland Park, Mich... 


Upper Darby Town- 
“4. eee 


Albany, N. Y. 4 
Battle Creek, Mich. 
Evanston, tll. . 


7,509 


7,460 
7,325 
7,182 
7,173 
7,038 
6,758 
6,754 
6,722 


6,647 
6,643 
6,511 
6,426 
6,242 
6,198 
6,176 
6.173 
6,169 
6,122 


6,040 
5,977 
5,966 
5,934 
5,912 
5,867 
5,790 
5,779 
5,755 
5,741 


5,617 
5,529 


(in thousands) 


CITY and STATE 


DRUG STORE 
SALES 
Esti- 
OLD mates 
(in thousands) 


42.9506 
43.0719 
43.1916 
43.3110 
43.4300 
43.5487 


43.6848 
43.7790 
43.8904 
44.0006 
44.1095 
44.2179 
44.3250 
44.4321 
44.5391 
44.6447 


44.7503 
44.8548 


44.9576 


45.0598 
45.1612 
45.2622 
45.3628 
45.4613 
45.5593 
45.6573 


45.7544 
45.8514 
45.9482 
46.0448 
46.1397 
46 .2339 
46.3277 
46.4209 
46.5122 


46.6021 


46.6921 
46.7809 
46 .BF95 
46.9579 
47.0447 
47.1314 
47.2176 
47.3033 


eine ceenonace 
Jackson, Miss.. . 
Burbank, Cal... . 
Pasco-Kennewick- 


Racine, Wisc... 


Springfield, Ohio . 
Wichita Falls, Tex. 
Springfield, Mo. 
Binghamton, N. Y. 
Charleston, S. C.. 
Asheville, N. C. 
Lakewood, Ohio 
Topeka, Kans. . 


Bay City, Mich. 

Huntington Park, Cal.. 
Portland, Me... . oe 
West Palm Beach, Fia... 


Lawrence, Mass.. 

Utica, M. Y........ 
Huntington, W. Va. 

Fort Lauderdale, Fla. 
Cleveland Heights, Ohio. 


Niagara Falls, N. Y. 


Total 200 Leading Cities 


Jo AU.S.A........... 


BEER Ske 


g 
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| 2,509,387 


47.4730 
47.5569 
47.6404 
47.7237 
47.8061 
47.8883 
47.9697 
48 .0503 
48.1300 
48.2096 
48.2891 


48.3681 
48.4466 
48.5245 


48.6023 
48.6799 
48.7574 
48.8347 
48.9114 
48.9881 
49.0646 


49.1402 
49.2154 


Honolulu City, with Drug Store Sales of $11,275 


23388 


47.3088 thousand, would rank 50 if included above. 


SALES MANAGEMENT 


i TAKE YOUR CHOICE 


A handful of stations or the network . . . 


a minute 
you, your 


i MORE FOR YOUR DOLLAR 


No premium cost for individualized pro- 


gramming 


than ‘‘spot’’ co:t for same stations. 


i ONE ORDER DOES THE JOB 


All bookkeeping and details are done 
by KEYSTONE, yet the best time and 


place cre 


MAY 


ARE THERE HOLES 
IN YOUR COVERAGE? 


We can help you cover your hare spots! 


Lots of folks climb into the hay, open the window 
feeling sure they’re really covered! But the “cov- 
erage” bunches up here and leaves them stark 
naked and cold somewhere else or in a number of 
places. So it is with radio-audience coverage. 
Maybe you think you’re covered, but there is a 
chance that a small conversation with KBS would 
reveal some gaping holes and believe us, you can’t 
have a good healthy sales activity in all markets 


@®WRITE, WIRE OR PHONE FOR 


CHICAGO 
111 West Washington St. 
STate 2-6303 


LOS ANGELES 
1330 Wilshire Bivd 
DUnkirk 3-2910 


NEW YORK 
580 Fifth Avenue 
PLaza 7-1460 


SAN FRANCISCO 
57 Post Street 
SUtter 1-7440 


or a full hour . . 
needs. 


. it’s up to 


. Network coverage for less 


chosen for you. 


80.1954 


THE VOICE 


if you’re not reaching all markets. Hometown and 
rural America — the private hunting ground of 
KEYSTONE STATIONS — is ready and waiting for 
you, and we'd like to tell you (with no hooks or 
obligations) what we would do if we were behind 
your desk. Advice is cheap, we know, but this ain’t 
mine-run advice. We’re sure you'll be interested. 
Call us or write us. We can help you cover your 
bare spots. Honest! 


COMPLETE MARKET INFORMATION AND RATES 


lAeystone 


BROADCASTING SYSTEM, tne 


GF HOMETOWN AND RURAL AMERICA 


[DRUG STORE 


CITY and STATE 


| (in thousands) 


| 
| 
} 
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Brookline, Mass. 
Portsmouth, Va. 


Pensacola, Fla. 
Lafayette, Ind. 
White Plains, N. Y. 
Royal Oak, Mich. 
East Orange, N. J. 
Port Arthur, Tex. 
Alameda, Cal. 
Waterloo, iowa 
Anderson, Ind. 


Drug Store Sales, Leading Cities 


Estimates, 1953, for the 400 cities leading in this category 


Riverside, Cal. 


New Britain, Conn. 
Lower Merion Town- 

ship, Pa... 
Daytona Beach, Fla. 
Monroe- West 

Monroe, La. 
York, Pa..... 
Chester, Pa. 
Muncie, Ind. 
Hamilton, Ohio 
High Point, N. C. 
Tyler, Tex. 


Green Bay, Wisc. 
Coral Gables, Fia. 
Fargo, N. D. 
Warren, Ohio 
Abilene, Tex. 
Hackensack, N. J. 
Malden, Mass. 
Elkhart, Ind... 
Sioux Falls, S. D. 
Kenosha, Wisc. 


Spartanburg, S. C. 
Danville, Va. 


Eugene-Springfield, Ore. 


3,031 
3,031 
2,992 
2,988 
2,969 
2,068 
2,957 
2,956 
2,954 
2,961 


2,949 
2,924 
2,948 
2,924 
2,017 
2,882 
2,880 
2,872 
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CITY and STATE 


DRUG STORE 


SALES 
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| mates 


(in thousands) 


Rank 
in 
Group 


CITY and STATE 


DRUG STORE 


ivf 


Biloxi-Gulfport, Miss... 
Poughkeepsie, N. Y..... 
Santa Rosa, Cal...... 


Williamsport, Pa. 
Sandusky, Ohio 


Montclair, N. J......... 


Mansfield, Ohio 


Tuscumbia-Muscle 


Shoals, Ala.........../ 
New Rochelle, N. Y..... 


Quincy, H.... 
Portsmouth, Ohio 


Texarkana, Tex.-Ark.. . 


Galesburg, Ill. 


Bloomfield, N. J....... 


Elmira, N. Y..... 
Pomona, Cal.. . 
Bayonne, N. J... 
Gadsden, Ala. 
Fitchburg, Mass. 


New London, Conn... 


Cranston, R. |.. 


Cumberland, Md... . . 


2,228 


2,226 
2,208 
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55.9081 
55.9535 
55.9989 
56.0438 
56.0887 
56.1335 


56.1783 
56.2230 
56.2675 
56.3119 
56.3560 
56.4001 
56.4441 
56.4881 
56.5319 
56.5753 


56.6188 
56.6621 
56.7052 
56.7483 
56.7913 
56.8339 
56.8763 
56.9184 
56.9605 
57.0025 


57.0443 
57.0860 
57.1274 
57.1688 
57.2102 


57.2515 


57.2927 
57.3334 
57.3741 
57.4147 


57.4550 
57.4952 
57.5354 
57.5752 
57.6148 
57.6543 
57.6937 
57.7330 
57.7721 
57.8112 


57.8501 
57.8887 
57.9272 
57.9656 
58.0041 
58.0424 
58.0807 
58.1186 


58.1564 
58.1939 
58.2311 


58.2682 
58.3051 
58.3419 
58.3788 
58.4155 


Fond Du Lac, Wisc... 


Ypsilanti, Mich. 


Jamestown, N. Y.. . 
University City, Mo. 
Waukegan, lll... . 
Everett, Wash. 
Middletown, Ohio 
Union City, N. J.. 
Midland, Tex... . 
Lakeland, Fla. 

Lake Charles, La. 
Annapolis, Md. 


Bristol, Tenn.-Va. 
Marion, Ind...... 
Perth Amboy, N. J. 
Whittier, Cal. 
Greenwich, Conn. 
Norwood, Ohio 
Tallahassee, Fla. ‘ 
Lewiston-Auburn, Me. 
Council Bluffs, lowe 


Berwyn, Ill. 
Hollywood, Fla. 
Bloomington, Ind. 
Independence, Mo. 
Norristown, Pa. 
Alton, tll... 

Everett, Mass. 
Uniontown, Pa. 

New Kensington-Arnold, 
University Park, Tex. 
Decatur, Ga. 
Oskosh, Wisc. 


Meriden, Miss. 
Joplin, Mo.. 

Elyria, Ohio... 
South Pasadena, Cal. 
Cheyenne, Wyo 
Charlottesville, Va. 
Newport, R. |... 
Taunton, Mass. 
Albany, Ga. 


Marion, Ohio. . 
Norwich, Conn. ee 
Bismarck-Mandan, N. D. 
Missoula, Mont. . 
Borger, Tex....... 
Temple, Tex. ; 
Shaker Heights, Ohio... 
Middletown, Corn...... 
East Hartford, Conn. 
Salinas, Cal. 


Total 400 Leading Cities| 2,932, 
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SALES MANAGEMENT 


For Hindsight Certainty in Quota-Setting . 


HIGH-SPOT CITIES 


Gives you ... the first of each month ... a “Radar”-View of the 


Month’s Retail Sales Volume in more than 
200 U. S. and Canadian Cities. 


You know 30 days ahead what the month’s final sales volume will be in each 


city — how the month will compare with the previous year’s month, with the 


1939 month, and with the current national sales change.* 


*Radar”-View is right! This table enables you to check 
our High-Spot Cities forecasts with the subsequent De- 
partment of Commerce releases of actual sales results 

for the 13 consecutive months from February, 1953 


through February, 1954. 


1953—starting with large percentage gains over 1952 
and ending with declines—was a challenging year for 
forecasts. SALES MANAGEMENT?’s accuracy . . . with 
just a whisker-thin margin of error in all that uncertain 
period stamps High-Spot Cities as a reliable blueprint 
for sales action—in determining sales and advertising 
quotas, anticipating seasonal opportunities, preparing 


special promotions and test campaigns . . . hard selling. 


HERE’S THE RECORD 


Actual 


Forecast Results 
(Billion Dollars) 


February 12.2 12.3 


13.2 14.0 
14.1 14.3 
14.9 14.7 
14.8 14.6 
14.2 14.4 
14.0 14.3 


September 14.2 14.2 


15.4 15.0 


November 14.4 14.0 
December 17.1 16.4 


12.5 12.5 


February 12.1 11.9 
( Preliminary ) 


Monthly Avg. 14.1 14.0 


HIGH-SPOT CITIES 


A “Survey of Buying Power” 


Feature 


in each first-of-the-month issue of 


SALES MANAGEMENT 


* You can obtain an even earlier preview of monthly sales volume in these cities by using SALES MANAGEMENT’s pre-publication 
release service—a mimeographed copy of the data that will appear in the High-Spot Cities feature issued ten ovr before pub- 


lication. Just $1 a year. Address: Readers Service, SALES MANAGEMENT, 386 Fourth Avenue, New York 16, 


MAY 10, 1954 


BS er es 
“UN OWONTDWS~I 


— © 


+. 


THE METROPOLITAN COUNTY AREA SECTION 


SALES MANAGEMENT still recognizes 
165 standard metropolitan county 
areas, corresponding to the official 
number on the Federal government 
list. The most recent areas, now offi- 
cially tabbed by the Census Bureau 
as “standard,” are Dubuque, Fort 
Smith and Hampton-Newport News- 
Warwick. In addition, in the past year, 
the San Bernardino area has been re- 
defined to include Riverside county in 
California. 

What is a standard metropolitan 
area? As designated by the Federal 
Committee and followed by SaALes 
MANAGEMENT, it is an integrated eco- 
nomic unit with a large volume of 
daily travel and communication be- 
tween the central city and the out- 
lying parts of the area. The following 
principles were adopted as a guide in 
applying this general concept to the 
definition of individual areas: 

1. Each standard metropolitan area 
must include at least one city 
of 50,000 or more. Areas may 
cross state lines. 

2. Where two cities of 50,000 or 
over are within 20 miles cf each 
other, they are ordinarily in- 
cluded in the same area. 

3. Each county included in the 
standard metropolitan area has 
either 10,000 non-agricultural 
workers or 10% of the non-agri- 
cultural workers in the area; or 
more than one-half of the coun- 


ty’s population must be included 
in the “metropolitan district,” as 
defined by the Bureau of the 
Census. In addition, non-agri- 
cultural workers must constitute 
at least two-thirds of the total 
employed labor force of the 
county. 

. Each county included in the 
standard metropolitan area must 
be economically and socially in- 
tegrated with the central coun- 
ties of the area. A county is 
integrated if (a) 15% of the 
workers living in the county 
work in the central city of 
the area, or (b) if 25% of those 
working in the county live in the 
central city of the area, or 
(c) if telephone calls from the 
county to the central city of 
the area average more than four 
calls per subscriber per month. 
Where satisfactory data are 
lacking, considerable reliance is 
necessarily placed on informed 
local opinion. 

In some cases, this may be a matter 
of controversy, however. In defining 
the Norfolk-Portsmouth area the Gov- 
ernment decided to exclude Newport 
News on the ground that there was 
insufficient traffic across the James 
River to justify the inclusion of New- 
port News in the larger area. But for 
certain marketing purposes, such as 
radio coverage, Newport News would 


be regarded as belonging in the area. 

When the Government first issued 
its list of standard metropolitan areas 
168 separate area designations were 
provided for. In the official set of 168, 
all areas consist of one or more entire 
counties except for New England, 
where the area definitions are based 
on groups of townships. For all areas 
SALES MANAGEMENT has followed the 
Government criterion of including in 
each area the county containing the 
central city (or cities) and any other 
contiguous county considered by Gov- 
ernment authorities to be closely in- 
tegrated with that city. Sates MANn- 
AGEMENT applied this principle even 
in the case of 18 New England areas 
which the Government, yielding to 
local pressures, defined in terms of 
townships despite the obvious market- 
ing difficulties inherent in their use. 
To do this, it was necessary to con- 
solidate these 18 New England town- 
ship areas into twelve areas which 
follow county lines, thus reducing the 
168 officially recognized areas to 162 
standard metropolitan county areas. 
The 18 areas involved are: Boston, 
Bridgeport, Brockton, Fall River, Hart- 
ford, Lawrence, Lowell, Manchester, 
New Bedford, New Britain-Bristol, 
New Haven, Pittsfield, Portland 
(Me.), Providence, Springfield-Holy- 
oke, Stamford-Norwalk, Waterbury 
and Worcester. 

That the use of such township defi- 


SALES MANAGEMENT 


nitions would be impractical and un- 
realistic was demonstrated following 
1940 when “Metropolitan Districts” 
were set up by the Bureau of the 
Census, but not used by sales or- 
ganizations because of difficulties in 
assembling sales and other data for 
such minute geographical units. Con- 
sequently, SALES MANAGEMENT has 
stuck to county boundary lines, and 
the areas mentioned above are de- 
fined in terms of whole counties, al- 
though conforming as closely as pos- 
sible to the “township” areas recog- 
nized by the Federal Committee on 
Standard Metropolitan areas. In this 
decision we have been joined by most 
marketing men and agencies, includ- 
ing the J. Walter Thompson Company. 
The Government now recognizes 
Hampton-Newport News-Warwick as 
a separate standard metropolitan area, 
and we follow suit. The inclusion of 
Hampton and Warwick in the title re- 
flects the fact that in 1952 the counties 
of Elizabeth City and Warwick, ad- 
jacent to Newport News,. and part of 
the Newport News area changed their 
status to that of independent cities, 
entitled respectively Hampton and 
Warwick. Thus, we now have three 
independent cities grouped into a sin- 
gle metropolitan area. It is necessary 
to assign these cities to a county so 
that the Virginia county totals are ad- 
ditive to the state totals. Accordingly, 
we include the three cities in a “New- 
port News” county, although such a 
county has no legal existence. 


Potential Metropolitan 
County Areas 


The metropolitan area concept is 
particularly useful to marketing men 
because it makes it possible to focus 
attention on a relatively small number 
of areas which account for the bulk 
of trading activity. Promotion budgets 
frequently are too small to permit 
blanket coverage of all areas of the 
nation. Concentration on the 165 
standard metropolitan areas, will ac- 
count for nearly two-thirds of the na- 
tional retail total. The same principle 
can be applied to cover additional 
smaller market centers which, with- 
out involving too great an increase in 
the number of areas to receive sep- 
arate attention, can step up the degree 
of retail coverage. 

The editors of SALES MANAGEMENT 
have long been aware that this heavy 
emphasis given standard metropolitan 
areas, while beyond doubt well war- 
ranted, frequently involved a disserv- 
ice to smaller, but rapidly developing 
marketing centers, which failed in 
1950 to meet the requirements for 
inclusion in the official list of standard 
metropolitan areas. 

The editors of SaLES MANAGEMENT 
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picked out those areas whose central 
city had a population total just below 
the 50,000 mark set by the Census 
Bureau for qualification as a metro- 
politan area designation. We called 
them “potential” areas and listed them 
separately after the standard areas, 
for those who wished to work with a 
more extensive metropolitan area con- 
cept. Such a decision, however, al- 
ways raises the question that the 
population of the central city is by no 
means the only, or even the most im- 
portant, characteristic of a metropoli- 
tan market area. There are many mar- 
ket areas whose retail sales exceed that 
of some of the officially designated 
metropolitan areas. Following this line 
of thought, we decided to examine all 
marketing centers which by virtue of 
either population or retail sales activ- 
ity could qualify for inclusion in a 
list of important market areas having 
many of the characteristics of metro- 
politan areas. This year, we have come 
up with 68 such areas, which, by and 
large, have a central city with a pop- 
ulation over 35,000, serving an area 
of at least 60,000 persons, with an an- 
nual retail sales total of about $75 
million. We did not use this criterion 
rigidly, and more often than not gave 
the area the benefit of any doubt. 
Nevertheless, we commend these 68 
new potential areas for those who wish 
to apply the metropolitan area con- 
cept to a more detailed level. These 
“potential” areas are assigned area 
numbers from 166 to 233 in alpha- 
betic sequence, so that they may be 
readily distinguished from the stand- 
ard areas. 

New “potential” metropolitan areas 
listed in this Survey, but not so desig- 
nated last year, are: 176, Billings 
(Yellowstone County, Montana); 181, 
Burlington (Chittenden County, Ver- 
mont); 182, Butte-Anaconda (Silver 
Bow, Deer Lodge Counties, Mon- 
tana); 195, Great Falls (Cascade 
County, Montana); 197, Hutchinson 
(Reno County, Kansas); 203, Las 
Vegas (Clark County, Nevada); 207, 
Newark (Licking County, Ohio) ; 213, 
Paducah (McCracken County, Ken- 
tucky); and 218, Quincy (Adams 
County, Illinois). 

Five basic tables are included in 
the metropolitan area section below. 
For all standards and potential areas 
(233 in all) we show: 

a. Basic SALES MANAGEMENT data 
(population, income, retail sales, 
sales for five store categories, 
Buying Power Index, Quality of 
Market Index) along with the 
county definitions for each area. 
(pages 185 to 206) 

Sales estimates for 1953 in seven 
new categories: eating and 
drinking places, apparel, gaso- 
line service stations, lumber and 


building materials, hardware, 
liquor, and jewelry. (pages 207 
to 210) 

Per family figures for total re- 
tail sales and for the 12 types 
of store outlets. (pages 211 to 
215) 

Eight separate ranking tables in 
the following categories: popu- 
lation, number of families, retail 
sales, food sales, general mer- 
chandise sales, furniture-house- 
hold-radio sales, automotive 
sales and drug sales. (pages 216 
to 228) 

A single summary table show- 
ing rankings in: population, 
families, Net Effective Buying 
Income, per capita, and per 
family income, retail sales, retail 
sales per family, and sales for 
all listed types of outlets: food, 
general merchandise, furniture- 
household-radio, automotive, 
drug, eating and _ drinking 
places, apparel, gasoline service 
stations, lumber and building 
materials, hardware, liquor, jew- 
elry; and Buying Power Quota. 
(pages 235 to 237) 

These tables offer marketing peo- 
ple the most complete and up-to-date 
reference material for metropolitan 
areas available anywhere. Many inter- 
esting and surprising marketing char- 
acteristics will emerge from a serious 
study of these tables. Generally, it 
will be noted that the population or 
family ranking will determine the gen- 
eral location of most other rankings, 
with the exception of the per capita 
and per family ratios. 

Large departures from population 
ranking will indicate significant devia- 
tion from the average, and can give 
rise to much speculation and further 
research on the part of experts famil- 
iar with local marketing peculiarities. 
Why, for example, should Akron’s 
ranking in lumber, building materials 
and hardware diverge so far from its 
population ranking? Why do some of 
the smaller metropolitan areas like 
Amarillo and Atlantic City outrank 
the larger areas with respect to retail 
sales per family? Partly, we are deal- 
ing with variations in per capita liv- 
ing standards, partly with variations 
in the degree of retail concentration, 
partly in regional variations in degree 
of urbanization, and in marketing 
habits. 

Marketing characteristics of the 
very large metropolitan areas include 
a heavier-than-average emphasis on 
the sale of food, eating and drinking, 
and the purchase of apparel and jew- 
elry. Smaller metropolitan areas in 
turn tend to have the heavier-than- 
average emphasis on sales of automo- 
biles, gasoline, lumber, building mate- 
rials and hardware. 
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Summary of Data for Metropolitan County Areas 


See explanation of “Standard Metropolitan County Areas,” page 184 


SALES AND 
FormaTIOn EFFECTIVE BUYING RETAIL SALES—1953 ADVERTIS- 
1/1/84 JSM ESTIMATES—1953 ESTIMATES CONTROL 


~~ FIVE STORE GROUPS — 
in thousands of dollars—add 000 


Qual- 
ity 
General Furn.- Auto- In- 
Mdse. House- motive Drug dex 

Radio 


1, Akron (Summit Co., 


| | } 
s.4 -3106) 4,022) on 22,898) 117,475) 14,040} 113 
| | 
| | | 
171.1) 439.8 .3829|1,753/5, 507 719,560) . “ey 101,091) 123,588 


3. Albuquerque (Ber- | | 

nalillo Co., N. M.).. ° 51.7| 141.4 at Ss 196,900) . 40,660 17,712 39,497 
4. Allentown - Bethie - } } | | | 

hem-Easton (War- | | 

ren Co., N. J.; Le- | 

high and Northamp- | 


| 
| | | | 
132.2) 330.9] 735,974) .2992|1,636/5,567) 531,539) . | 51,011, 36,667 


| | 
41.3] 101.0) 183,753) .0747/1,326|4, 449] 134,278). 14,810) 10,211 
| | 
Randall Cos., Texas) d 32.9] 102.0 206, 398| .0839|1,981/6,274} 172,660 . 248) 11,114) 10,594) 
7, Asheville (Bun- By] | 
combe Co., N. C.) j 35.0} 61.5} 163,626} .0665|1,271|4,675] 116,440) . 17,599 6,445) 
Ashiand, Ky. (See 
Schedule 65) 
8, Atlanta (Cobb, De 
Kalb and Fulton | | | 

Cos., Ga.)... 212.1) 578.6] 1,237,262) .5030|1,699|5,833] 893,493 192,379| 188, 126 

9. Atlantic City (Atlan- a | 
tic Co., N. J.) d 44.5) 122.0 204,156) .0830|1,462/4,588] 213,854 10,610 23,934] 6,304 

| | | | | } 

| 


10. Augusta (Richmond } 
Co., Ga.; Aiken Co., | | | | | } | 
8. C.) 60.1| 142.3] 272,108} .1106|1,227|4,528) 167,493). 34,871) 4,212 
11, Austin (Travis Co., | et | 
Wes nsceesves . 48.2) 161.8] 273,127) .1111/1,521/5,667] 190,216 | 42,360) 7,436 
12. Baltimore (Anne | 
| | | 
416.7|1294.1 | 9263}, 8668, 469 1,543,684). | 220,601, 52,295 


] 
} | 
La.) : 55.6) 171.8] 332,237) .1360)1,686/5,9 184,356) . 3,316) | 41,252 
14. Bay City (Bay Co., 
Mich.) é 27.6| 60.8) 137,796) -0560)1 450) 
15. Beaumont-Port Ar- 
thur (Jefferson Co., | 
Texas) P 64.5) 199.5] 383,295) .1558|1,764/5,943 208,04 : 4,122 61,166 
Bethichem, Pa., | | 
(See Schedule 4) 
16. Binghamton | } 
(Broome Co., N. Y.). . , 58.7} 153.5) 324,061) po Se ‘ 52,674 41,466 
17. Birmingham (Jeffer- 
son Co., Ala.).... d 171.3] 487.6] 840,552) .3416|1,407/4,907 148,526 127,978 
18. Boston (Essex, Mid- 
dlesex, Norfolk and | } 
Suffolk Cos., Mass.) | 2,968.7) 1. 868.0|2710.4 5,061,441] 2.0573) 1,705 914,776 474,126 
19. Bridgeport-Stam- | | 
ford-Norwalk (Fair- 
field Co., Conn.). . . 4). 161.7) 472.5) 1,201,611). 2,207 : 221,445 146,125 
20. Brockton (Plymouth | | 


| 
| 
} 


4,993) 110,990) . 4,021) | 18,415 


| 


62.0) 117.2] 293,188) . 1,471 . 59,030 117) b 32,551 


344 .8/1010.2 1,929,860). 1,871 359,791 ’ — ee 
| 


90.0) 218.6) 501,339 . 1,658 66,816 8,251 


35.6) 83.4) 195,100) . 1,782 . amd 5,130} 


48.0) 128.4 213,024) d 1,237 “ 34,047) 4,513 
| 


} 
} 


na 150.9 parm .1920|1,444 62,782, om 


| 


| 
89.0) 157.1) 364,307) .1481/1,683 . 4,436 53,382, 7,024) .1467| 


| | } | 
| | 
Walker Co., Ga.). ° ° 74.1| 178.5 330,813) pam ee 4, . 3,819) 18,794, 57,435) oa 1494] 93 
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Warehouses <=— :ll Home and Sales Offices 
Select Central Scumiugham 
§ : = To Serve 
Rapidly Expanding 
Markets In the South 


Cranevitte 


‘Sales headquarters for the South’’ is the new name 
for Birmingham. In addition to many diverse indus- 
tries, scores of companies have recently established 
warehouses and sales offices to make speedier deliveries, 
give better service to Southern customers. Central 
location and superior distribution facilities by rail, 
truck and water are the prime reasons why. 


Recent Arrivals- 


Gates Rubber Company 

Gebhardt Chili Powder Co. 

General Foods Corp., 
Birds Eye Division 


From Birmingham the average distance 
to other major buying centers in the 
Southern states is shorter than from any 
other city in the South. This means 
shorter hauls, faster ship ts, subst 
tial savings in freight charges. 


Among 


American Liberty Insurance Co. 
(Home Office) 

American Sugar Refining Co. 

American Smelting & Refining Co., 


Peter Paul, Inc. 

Pet Milk Company 
Pipeline Supply Company 
Proctor & Gamble 


Federated Metals Division 


Anheuser-Busch Co. 
Atlas Chain & Mfg. Co. 
Atlas Foods, Inc. 

Ball Bros. Company 
Best Foods 


Black & Decker Manufacturing 


Borden Company 
Carnation Company 
Church & Dwight 
Consolidated Cork Corp. 


Continental Union Insurance Co. 


(Home Office) 
Corn Products Sales 
Cream of Wheat Corp. 
Cross & Blackwell 
W. H. Curtain & Co. 
Detroit Steel Products 
Diamond Match Company 
Diversey Corporation 
Dole Sales Company 
Electrolux Corporation 


Everest & J ings Comp 
Fauitless Starch Company 


* * 


Df 


A. J. Gerrard & Co. 

Gerrard Steel Strapping Co. 

Goodyear Tire & Rubber Co. 

Gorton Fisheries 

Hubinger Company 

Kaiser Aluminum & Chemical Co. 

Kerr Glass Mfg. Co. 

Kraft Foods Company 

Lever Brothers 

Libby, McNeill & Libby 

Thomas J. Lipton Company 

Lybrand, Ross Brothers & 
Montgomery (Southern 
Regional Office) 

Magnus Chemical Company 

Malleable Iron Range Co. 

Marcalus Manufacturing Co. 

Oscar Mayer Company 

John Merrell Company 

Morton Salt Company 

Nash-Kelvinator Company 

Patterson, Emerson & Comstock 
(Southern Regional Office) 

John I. Paulding, Inc. 

Penick & Ford, Ltd. 


* * * 


Quaker Oats Company 

Rath Packing 

Republic Gear Company 

Rumford Company 

Schick, Inc. 

Signode Steel Strapping Co. 

Skyway Luggage 

Southern Chain Mfg. Co. 

Spartan Radio & Television 

State Farm Insurance Co. 
(Southeastern Home Office) 

Sun Maid Raisin Growers 

Union Carbide & Carbon Co. 
(Southeastern Administrative 
Office) 

United Biscuit Company 

U. S. Pipe & Foundry (Home Office) 

Van Camp Corporation 

Vascaloy-Ramet Corp. 

Victor Adding Machine Co. 

Wagner Electric Company 

Wesson Oil & Snowdrift Co. 

Western Auto Supply Co. 

Wyandotte Chemical Co. 


* * 


The Birmingham Committee of 100 will work with you in finding a 
desirable location in a close-in or outlying area and arranging through 
local realtors for erection of a building according to your specifications. 


BIRMINGHAM COMMITTEE 


1914 SIXTH AVENUE, N., BIRMINGHAM, ALA. 
Executive Committee 


OF 100 


Gordon Persons 
Governor of Alabama 


John S$. Coleman 
President 
Birmingham Trust 
National Bank 


Comer 
Chairman Exec. Comm 
Avondale Mills 


R. Hugh Danie! 
President 
Daniel Construction Co 


William P. Engel 
Engel Companies 


W. W. French, Jr. 
President 
Moore-Handley Hdw. Co 


Mery! H. Geisking 
Assistant to President 
Tenn. Coal & tron Div 
United States Steel Co 


Joseph N. Greene 


Chairman, Alabama Gas Corp. 


Clarence 8. Hanson, Jr. 
Publisher 
The Birmingham News 


H. Neely Henry 
Vice President 
Alabama Power Co. 


Claude S$. Lawson 
President 
U. S. Pipe & Foundry Co 


Thomas W. Martin 
Chairman of the Board 
Alabama Power Co. 


J. C. Persons 
Chairman of the Board 
First National Bank 


Isadore Pizitz 
President, Pizitz 


O. W. Schanbacher 
President 
Loveman’s 


Mervyn H. Sterne 
Sterne, Agee & Leach 


John €. Urquhart 
President 
Woodward Iron Co. 


A. V. Wiebe! 
President 

Tenn. Coal & Iron Div. 
United States Steel Co. 
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Summary of Data for Metropolitan County Areas—(Cont'd) 


See explanation of “Standard Metropolitan County Areas 


,” page 184 


28. Chicago (Cook, Du 


Page, Kane, Lake, 
Will Cos., Ill.; Lake 
Co., Ind.).... 


29. Cincinnati (Hamil- 


ton Co., Ohio; Camp- 


; Cleveland (Cuya- 
hoga and Lake Cos., 
Ohio) 

. Columbia (Richland 
Co., 8. C.) 

. Columbus (Chatta- 
hoochee and Mus- 
cogee Cos. Ga.; 
Russell Co., Ala.). . 

. Columbus (Franklin 
Co., Ohio). ..... 


34. Corpus Christi 


(Nueces Co., Texas) 

. Dallas (Dallas Co., 
Texas)... 

. Davenport-Rock Is- 
land-Moline (Rock 
island Co., Ill.; Scott 
Co., lowa) 

. Dayton (Greene and 
Montgomery Cos., 
Ohio) 

. Decatur (Macon 
Co., IM.) 

. Denver (Adams, 
Arapahoe, Denver 
and Jefferson Cos., 
Colo.)...... 

. Des Moines (Polk 
Co., lowa) 

. Detroit (Macomb, 
Oakland and Wayne 
Cos., Mich.) 

. Dubuque (Dubuque 
Co., lowa) 

. Duluth-Superior 
(St. Louis Co., 
Minn.; Douglas Co., 
Wis.) 

. Durham 
Co., N.C.) 
Easton, Pa. 
Schedule 4) 
El Paso (El Paso 
Ce., Texas) 
Elyria Ohio 
Schedule 82) 

. Erie (Erie Co., Pa.) 

. Evansville (Vander- 
burgh Co., Ind.) . . 

. Fall River-New Bed- 
ford (Bristol Co. 
Mass.). .. 

. Flint (Genesee Co., 
Mich.). ; 
Fert Smith (Sebas- 
tian Co., Ark.) 

. Fort Wayne (Allen 
Co., Ind.) . 

. Fort Smith (Tarrant 
Co., Texas) 

. Fresno (Fresno Co., 


(Durham 


(See 


(See 


Total 


W7) 


PULATION 
oe MATES 


3.6001 1,794.4/5535.1 


11,944,121 


302.8) 872. 
| 


468.3 1492.5) 


42.0) 128.4 


| 
218.9) 604.0 


77.5) 212.3 


969.7|3103.7; 


20.2 


1,659, 265 


3,158, 532 


225,612 


mt 
1,055 436) 
| 

323,044) 


1,457,801) 


445,915) 


6,324,328 


117,472 


6.6 173.8 


68.6| 180.8 

55.3) 152. 

120.2) 337. 
| 

87.4| 221.3 


20.1) 63. 


61.9) 152. 


141.5) 416. 


=] 172.4 


28.1 


38.3) 112.5) 


95.7) 247.4 


—— 


292, 948| 
| 


543 687 


524 , 659) 


88,661) 


371,904) 


791,119) 


460,835 
119,982 

| 
= 


513,464 


ererres f apres 


INCO 
ESTIMATES—1953 


1.2839 


2,059 


0917 1,384 


| 


-1012 1,350|5,271 
-4290'1 938 6,440 
1314 1,585), 863 
-5926 2,011/6,470 


| 
| 


- 1804/1, 799'5,773 


| 
} 


| 
0730|1 ,688|5,206 


| 
-3911|1,903/6,355 
| 


01.708 5,571 
a i ad 
aeetas rs e 
.0478)1 ,583/5,815 


} 
| 


.1597|1,513/4, 
| } 

.0644) 1462/5, 
| 


. 1430) | ,528/6,21 


rT 


1191/1, 671 


-220)1,308 
2132/1, 784 
-0360| 1,390 
.1812\1,887 
.3216|1,728 


- 1873) 1,526 


oun ,187\4,270 


-0891/1,721)5, 


sh 


2087/1 poe 


838 , 363 


341, 880 


4,386,177 


92,288 


376 431 


—— 


151,803) 


% 
U.S.A. 


4.5136| 4,328|1,686,783) 1,338,876 


RETAIL SALES—1953 
ESTIMATES 


JM 


Area 
Sales | 


~ FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


SALES AND 
ADVERTIS- 


ING 
CONTROL 


‘er 
Fam- 


Food 


} 
| 


| 
| 
| 


General 
Mdse, 


| 


| | 
6571) 3,734) 793,321 tan 


1.2026) 


4,418) 548,189 286, 595) 


| 4,263 


2,855) 


| 4,015) 


| 3,871 


4,695 


| 4,206 


4,308 


4,141 


4,035 


| 2,915 


3,964 


408,760) .2376) 4,271 


—— 


| 


32, 382/ 
142,096 
46.864 


195,676 
67,137 
150,984 
28,980 
168, 662) 
63,318. 


| 
991,178) 


18, 167| 


| 
| 
| 
| 
| 


73,925 


21,744 
| 


| 


52,488| 


76 , 856) 


43,741 
| 


116,378) 
97,822) 
14,197 
56,281 

107,514 
86,122 
21,186) 
34,496 


97,049) 


18, 550| 

| 
14,572| 
s, 300 
21,828 


197,999) 


144,289 


47 483 


531,514 


14,847 


Tt 380,891 


10,489} 50,250 


9,150, 33, 421| 


33,919) 127,889 


| 
| 
} 
| 
| 


13, S34 56,160 


55,544) 229,698 


14,536 


29,786 119,296 


7,382, 30,875 
41,111 


18,513 


203 , 966 


3,483 


13,570 
8,216 


15,120) 55,424 


18,096; 60,024 


12,852} 39,424 


25,584) 57,687 


19,588) 100,100 
3,544 26,758: 
14,873} 54,737 
24,651; 113,490 
21,631) 72,965 
5,425) 21,528 
10,388; 26,332 


22,042; 74,803 


69,219) 


I 
Power |“ity 


Quota | In- 


dex 


| 


| 
4.5018) 125 
| 


-6522| 111 


12,81 
14,161 
2,287 
7,938} 
17,604 
a 
2,1 
5,791 


17,820] 


-2143| 111 
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...covered by the Green-Thumb 
Station, KRNT -CBS 


@ It's spring . . . and nearly everything's up in the rich, fertile Des 
Moines market — a market well worth cultivating, no matter what 
you're selling. lowans are enjoying a rich harvest of spendable 
income that stems from lowa's near-equal combination of farm and 
industrial income. In lowa's 

biggest, richest market, the 

station with the green thumb is 

KRNT, Hooper leader all day 

and night for years and years. 

Check the figures from this is- 

sue of Survey of Buying Power 

— note that Polk County (Des 

Moines) is up in 16 of 18 cate- je 
gories...population, per AND 
capita and per family income, jes 
retail sales, buying power 

quota, quality index, etc. Rep- 

resented by The Katz Agency. 
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money...money 


Who's got 


AMERICA’S FLOURISHING MIDDLE 
FOR MARKETERS WHO 


Tes a widely recognized fact that our favorite 
Uncle now wears his money belt right around 
his middle . . . that the middle class dominates. 
today’s American market. 

The American Weekly—always the Maga- 
zine of the Middle Millions — was early to 
recognize the phenomenal transformation in 
America . . . its tastes, its desires, its needs 
... was quick to reshape its editorial approach 
accordingly. 

More modern, more dramatic, more service- 
able—the new American Weekly has ignited 
the enthusiasms of readers, advertisers, and 
newspaper publishers. 


AMERICANS ARE EATING BETTER .. . (today their 
food bill is $60 billion a year) ... The American Weekly 
devoted over 66 thousand lines editorially to food and 
nutrition last year—far more than any other general 
weekly or Sunday magazine. 


ADVERTISERS BELIEVE IT! 
The American Weekly serves the Moneyed Middle 
Millions better than any other magazine. For 1953,The 
American Weekly showed a greater percentage of rev- 
enue gain than any other leading national magazine. 


Albany Times-Union «+ Baltimore American + Boston Advertiser »* Buffalo Courier-Express + ChicagoAmerican + Cincinnati Enquirer * Cleveland Plain Dealer 


Corpus Christi Caller-Times* + Dallas Times Herald + Detroit Times * Houston Chronicle + Huntington, W. Va. Herald-Advertiser * Knoxville Journal « Los Angeles Examiner 
*Starting September 5th, 1954. 
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the money ? 


CLASS BULGES WITH BUCKS 
MEET ITS NEEDS! 


AMERICA’S MIDDLE MILLIONS have bought Y AS AMERICANS BECOME MORE CHOOSY, The 


81% of homes built since 1947. Their favorite 7 American Weekly today provides more of the sleeves-up 
magazine keeps pace, devoting more editorial to sell industry needs. Car makers, for example, are using 
home furnishings and management than any more and more pages in The American Weekly . . . more 
other general weekly or Sunday magazine. than in any other national Sunday magazine. 


PERCENT OF ADVERTISING REVENUE GAIN FOR LEADING SUNDAY, 
WEEKLY, BI-WEEKLY, AND MONTHLY MAGAZINES .. . YEAR 1953 


THE AMERICAN WEEKLY +36.7% 


Better Homes & Gardens -+ 23.9% 


This Week +17.9% 


Life +13.2% 


Good Housekeeping -+ 10.9% 


—2 7 look +9.9% 
a ae 


tt pe4 
AS AMERICA STEPS OUT TO THE SUBURBS, (about 
10,400,000 families now live in suburban markets) The 
American Weekly steps up in value to advertisers. It 
reaches 20% or more of families in 4,353 places of 1,000 
population or better. -H. J. +2.4% 


Time +8.3% Source: P.1.B. 


Sat. Eve. Post +7.3% 


PUBLISHERS BELIEVE IT! The 


Since the new American Weekly made its debut, six A Wi 

more major metropolitan newspapers have joined our MERICAN EERLY 
roster of distinguished distributors—bringing circula- 

tion to over 9 million 600 thousand families each week. 63 Vesey Street, New York 7, New York 


Miami Herald + Milwaukee Sentinei + New Orleans Item + N. Y. Journal-American « Philadelphia Bulletin + Pittsburgh Sun-Telegraph + Portland Oregonian « St. Louis Globe 
Democrat + St. Paul Pioneer Press » San Antonio Light » San Francisco Examiner + Seattle Post-Intelligencer » Syracuse Herald-American » Washington, D. C. Times-Herald 
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Summary of Data for Metropolitan County Areas—(Cont’ 4) 


See explanation of “Standard Metropolitan County Areas,” page 184 


SALES AND 

EFFECTIVE BUYING RETAIL SALES—1953 ADVERTIS- 
ESTIMATES INCOME wy ING 

1/1/54 ESTIMATES—1953 M ESTIMATES CONTROLS 


j | | FIVE STORE GROUPS 

(in thousands of dollars—add 000) 

Total | % | Fami- Per % Buying |Qual- 
Dollars Power 


(thou- lies of | 
sands) | U.S.A. | (thou- .S.. S.A. General 
sands) | ( 000) Mdse. 


57. Green Bay (Brown | | 
Co., Wis.)..... 4. % ° y , ’ ° ’ ° | 4, ° 16,112 
68. Greensboro-High | } 
Point (Guilford Co., | 
6. @.).... ; a F : " i H ‘ r ‘ . > 62,561 
. Greenville (Green- 
ville Co., S$. C.).... . . J J ¥ : . " y ‘ ° ° 22,236 
. Hamilton - Middle - 
town (Butler Co., 
Ohio) . 
‘ tHampton-Newport 
News-Warwick 
(Newport News, 


20,640; 68,858 


41,612) 148,474 


1,306 


1,966 


1,510)5, 087) 


1,426'5,1 


1,425)4, 


1,230/4, 


1,638/5, 


251, 186 


20,072 


65,450] 


53,113 


70,091 
2,498 8,551 
7,014) 21,801 
5,340) 19,088) 


6,161) 27,951 


11,1031 58,5971 7,4 
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A City Offering Every Basic Test City Qualification! 


Favored by Central Location Vast Wholesale Area 
Favored by central location, Kansas City is the capital of the Kansas City's wholesale business exceeds three billion dollars 
country's greatest agricultural area. It enjoys immediate access by annually—indication of the extensive area which considers Kansas 
rail, air, water and highway to a vast inland empire, rich not only City its buying center. Transportation and wholesaling go hand 
in agricultural output, but in industrial production—factors in hand. Kansas City excels in both. 
that insure continuing growth and prosperity. 
q i A Home-Based Economy 

Amazing Population Growth 59% of Kansas City homes are owner occupied—75% of its 
The Kansas City Metropolitan Area ranks |8th in America with families live in single, detached houses. Average income per 
an estimated population exceeding 867,000—a gain of more than household is $5,763—total consumer spendable income exceeds one 
sag the 1950 ge A ay — << in the Kansas and a half billion dollars annually. 

i tropolitan Area, Kansas City is headed for ° ° ° 
ONE MILLION FASTI ” Gigantic Transportation Network 

» ila Kansas City is served by 12 major trunk line railroads, 6 airlines, 

High Degree of Self-Sufficiency 14 bus MS acind 147 truck lines. By rail, 160 daily passenger 
Kansas City has a self-contained and highly diversified economy, units and 257 freight movements serve the community. Air 
contributing to permanence and dependability of buying power. traffic exceeds 850,000 passengers annually. Total freight 
Wheat, tobacco, potatoes, livestock, corn, cotton, oil, coal and tonnage, rail and truck, in and out of Kansas City, has increased 
minerals combine to provide stable, year-in-year-out income. 46% in ten years. 


Outstanding Buying Power 

Eighteenth in population, the Kansas City Metropolitan Area is 
15th in retail sales ($1,209,883,000), I 1th in wholesale sales 
($3,805,882,000), 9th in bank clearings ($18,446,675,265), 10th in 


retail drug sales ($61,097,000), I5th in automotive sales 4-County Coverage! 


($208,043,000)—quality of market 20% above national average. 

ere “9 THE KANSAS CITY STAR 
Mammoth Retail Outlet blankets the 4-county Kansas City metro- 
In Kansas City there are more than 8,000 retail stores with sales politan area, including four major urban com- 
totaling over a billion dollars annually. 50,000 persons are munities—Kansas City, Mo., Kansas City, Kan., 


employed in retail business with annual payroll of 150 million dollars. 
Retain City retail trade has increased 246% over a !0-year Independence, Mo., and North Kansas City, Mo. 


period. Distribution in the Kansas City market is quickly attainable. 
Four grocery organizations do 64% of the dollar volume—- 
three drug chains 65%. 


THE KANSAS CITY STAR 
Morning—344,012 Evening—352,295 Sunday—372,118 


1729 Grand Ave. 202 S. State St 15 E. 40th St, 
KANSAS CITY | i, ison 1200 CHICAGO Flame 9-0532 NEW YORK ad Hill 3-6161 
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Summary of Data for Metropolitan County Areas—(Cont'd) 


See explanation of “Standard Metropolitan County Areas,” pages 184, 185 


SALES AND 
POPULATION Lagos ane RETAIL SALES—1953 ADVERTIS- 
ESTIMATES D> JSAM ING 
1/1/54 ESTIMATES- —1953 ESTIMATES CONTROL 
FIVE STORE GROUPS 
Urban- } | n of dollars—add 000) 
Total | % Fami- | ized | Buying ‘a 
(thou- | of lies | Popu- | | } { Power 
sands) | U.S.A. (thou- | lation} —( SA. i 000) | U.S.A. | General | Furn.- | Auto- Quota | In- 
sands — | | Food | Mdse. | House- | ive | dex 
sands | | i 


. Lorain-Elyria (Lo- 
rain Co., Ohio) 161.7, .1011 47.5, 113.8 a .1150| 1,749 5,955) ’ - 1080) 3,912 51,448 13,420 9,548 34,443) 5, 082) 
Los Angeles (Los | 
Angeles and Orange | | 
Cos., Cal.) .| 4,990.8 3.1188 1,747.0 4864.2) 9,611,258 3.9068 1,926 5,502] 6. 3.8851 3,826/1, 560,565) 753, 198 468, 268)1, 378 ,881 229,314) 

. Louisville (Jefferson | } 
Co., Ky.; Clark and | 
Floyd Cos., Ind.). 611.6; .3823, 186.3) 512.0] 1,003,317; .4078 1,640/5,385) 687,492 -3997| 3,690) 162,983 75,757, 35,843 151,410) 27,678) 

. Lubbock (Lubbock } 

Co., Texas)... 133.4, .0834 38.0 105.9) 242,534 .09861,8186,382) 179,881, .1045 4,734, 27,048, 23,364 9,614 54,636) 

. Macon (Bibb and | } | | | | 
Houston Cos., Ga.). 149.2) .0832) 42.8) 117.3] 192,124 .0781,1,288:4,489) 118,715 .0690 2,774 28,758 14,229 6,151 24,795 3,693] 

. Madison (Dane Co., 
Wis.).. 179.6) .1123 51.4, 123.9 335,747, .1365 1,869 6,532 214,618, .1248 4,175 42,000 22,237 8,875 36,592 7,600 

. Manchester (Hills- 
borough Co., N. H.) 162.0) .1012 49.1) 128.1 240,111, + .0976/1,482.4,89° 177,888 .1034, 3,623 53,955 11,149 13,365) 25,623 3,707 

. Memphis (Shelby | | | 
Co., Tenn.).... 515.5 .3221) 148.8) 445. 784,496) .3188) 1 ,522/5,272 619,545 .3601, 4,164 114,467) 139,552) 28, 531) 145,418) 17,089) 

. Miami (Dade Co., | | | 
Fla.)... ; 652.3 .4076 203.4 623.6] 1,191,757) .4844|1,827,5,853] 880,496 .5117, 4,325, 174,020 75,924 55,664) 156,938) 42,069 
Middletown, Ohio 

| | 


(See Schedule 60) 
waukee Co., Wis.) : 274.6) 875.6] 1,765, .7178|1,944 6,430] 1,211, 156) saa 4,411} 279,439} 190,528 
| 
| 


. Milwaukee (Mil- } 

. Minneapolis-St. 
| | 

-| 1,182.0| .7387, 362.4|1072.4 2,116,727) -8604)|1,791 5,841) 1,521,623, .8845) 4,199 313, 572| —— 72,885 


| 


259.6 .1622) 72.9) 209.0 331,130 -1346|1,276/4,542] 223,288) .1298) 3,063) 57,772 25,602) 11,716 


| 
149.0; .0931, 42.4) 119.3] 197,946) .08041,328\4,669} 143,788 . . 30, 37€) ? 8,359 32,844) 3,747) 
| | 


| 


| 


97.4, .0608 30.9, 64.1) 159,531 0849 1,638 5, 163 98,226 . , 21 ,632| | 6 409 20,910 ne 
| | 
342.9 .2142 98.4) 276.4) 614,247 .2091,1,500|5,226] 374,430) . | 3, 79, 254) , 21,502} 87,967) 10,506 


. New Haven-Water- | 
bury (New Haven | dl 
Co., Conn.)...... 574.8, 3593, 171.6] 515.0] 1,093,416, .4444/1,902/6, 741,510] .4310, 4,321|- 197,094 1 45,475 22,2 

. New Orleans (Jef- 
ferson, Orleans and | | 
St. Bernard Parish- | 
es, La.)............] 760.3} .4751) 225.3) 736.4] 1,168,134) .4749|1,536/5,185] 787,405, .4577| 3,495, 168,899} 119,453) 45,478] 107,760] 31,071 

. New York-N. E. New | | 

13,680.0) 8.54904, 256.4 13229.6)26, 662,778 10.8376|1,949 6,264]16,332,668) 9.4930 


| bicofon | 
and Westchester | | | 
Cos., N. Y.) . «+. ]10,063.4) 6.2889) 3, 160.7/9787.2/19, 666,644) 7.9942) 1,954'6,222/12,211,315| 7.9976, 3,863 3,406,698|1,059,537 779,313|1,278, 166 289,210) 
b. (Bergen, Essex, 
Hudson, Middlesex, 
Morris, Passaic, 


3.1174, s0,00 1,376, 050/1 ,051 ,512|1,949, 109 se 9.9766 


| 


} | 

| 
| 
| 


3,616.6 


} 
| 
| 
} | 
sd | 


| 
(See Schedule 61) 
100. tNorfolk-Ports- | } 
mouth (Norfolk, 
Va.; Norfolk, South 
Norfolk anc’ Ports- | 

mouth Independ- | | | Fil al 
ent Citice, Va.)....] 516.8] .3230 Gen 456.9} | .3336/1,588/5,688] 490,800| .2852) 3,399 120,767 

| & 


|3442.4) 6,996, 132) 2. ath 934/6, - 4,121,353 2.3954| 3,761|1,179,396| 316,513) 272,197 
| 
| 
| 


Ark. (See Schedule 

81) 

Norwalk, Conn. } 

(See Schedule 19) 
¢Although in the official government definitions the Norfolk-Portsmouth and the Hampton-Newport News- Warwick areas are treated separately, for many marketing 
purposes the two areas constitute a single integrated market. © SM, 1954. 
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new magic.\. 


= ..in norfolk 


AH america’s miracle market 
‘gl 4 
\ 

ae 


Y 
iA 


PRE 


Up goes our power . .. Up goes our tower . . . Up goes 
the sales potential for your advertising dollars in this 
heavily concentrated five-city market (Norfolk, Ports- 
mouth, Hampton, Warwick, Newport News and con- 
tiguous areas in Virginia and North Carolina). 

380,120 Increase in Population — $461,899,900 Increase 
in Buying Power — $312,856,700 Increase in Retail Sales 
With our New 100,000 Watts Maximum Power and 1,049 
Ft. Maximum Tower Height. 

' CHANNEL 3 Now, more than ever, established, dominant WTAR-TV 
is your soundest and most economical buy . . . AT NO 
INCREASE IN COST WTAR-TV GIVES YOU THIS IN- 
CREASED COVERAGE IN AMERICA’S MIRACLE MARKET. 


VAR rman Market- 


NORFOLK 
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Summary of Data for Metropolitan County Areas—(Cont’d) 


See explanation of “Standard Metropolitan County Areas,” pages 184, 185 


“SALES AND 
TION EFFECTIVE BUYING RETAIL SALES—1953 ADVERTIS- 


y ESrimares NCOME 
@ SVD EstimaTes—t9ss BY) estimates 


NG 
CONTROL 


FIVE STORE GROUPS | 
Urban- (in thousands of dollars—add 000) 
Total % Fami- | ized rer eee Ves ak * Buying Qual- 
(thou- | of lies | Popu- of Cap- } | Power | ity 
sands) | U.S.A. | (thou- | lation U.S.A. | ita | General | Furn.- | Auto- Quota | In- 
sands) | (thou- } ily | Mdse. | House- | motive dex 
sands) | | Radio 


. Ogden (Weber Co., | 
Utah) . -0597) 27.9) 82.1 139,936; .0569)1,464)5, ’ 8,793 6,872 


Oakland, Cal. (See | | 
Schedule 130) 

. Oklahoma City 
Oklahoma Co., | 
Okla.)...... .3| 2264) 117.4] 318.1 .2470/1 ,677| 112,080 
maha (Pottawat- | 
tamie Co., lowa; 
Douglas and Sarpy | 
Cos., Neb.).... A ‘ 120.3) 338.7] : -2709)1,713 4 52,318 109,324 
Ontario, Cal. (See 
Schedule 128) 

. Orlando (Orange | 
Co., Fla.) . d 44.2) 97.0) , =“ 410 

. Peoria (Peoria and | | 
Tazewell Cos., Ill.) ; 83.4) 201.4 

. Philadelphia (Bur- | 
lington, Camden, 
and Gloucester 
Cos., N. J.; Bucks, | 
Chester, Delaware, 
Montgomery, and | 
Philadelphia Cos., | 
ae -0| 2. 1,139.7/3391.6] 6,889, 2.8006! 1762/6, 045) 4,434,793) 2. ,891/1,101,232) 617,223 J 285/113, 600) 

. Phoenix (Maricopa | 
Co., Ariz.) .. A é 121.2) 300.1] 616,518} .2506/1,496/5,087] 483,516) . x 99,684) 48,832 ) A 16,568 

. Pittsburgh (Alle- | 
gheny, Beaver, 
Washington and 
Westmoreland 
Cos., Pa.) 2,249.5) 1. : 3 706, . A 2,613,013 

. Pittsfield (Berk- 
shire Co., Mass.) 135.4) . . a , ¢ 151,547 
Port Arthur, Texas 
(See Schedule 15) 
Portland (Cumber- . 
land Co., Me.).... 5 ‘ i . ‘ ° ; ‘ 4,171 

. Portland (Clacka- 
mas, Multnomah 
and Washington 
Cos., Ore.; Clark 
Co., Wash.)...... . d . . ,329, e 216,197 47,421 
Portsmouth, Va. 
(See Schedule 100) 

. Providence - Paw - 
tucket (Bristol, 
Kent and Provi- 
dence Cos., R. |.) J ° : . , 088, 1,545/5, a é 3,514) y 68,685 

. Pueblo (Pueblo 
Co., Colo.) .... . d : R 1,352/4, 5 d 3,607 ‘ 15,836 

L Racine (RacineCo., 
| eee x d " y J p 1,880/6, ‘ - 4,292 , 545) 9,565 

, Raleigh (WakeCo., | 
4 | ae . d 5 J d 1,405|5, y A 3,990 ‘ 17,444 

. Reading (Berks 


1,719 ? . 3,885 ° 27,324 


414,751). R aan 2417 


167,374). : 13,493] 31,110} 4,628] .092%| 105 
© SM, 1954. 
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What Every Sales Manager Should Know: 
The River Really Splits This Valley! 


The Delaware Valley—thriving, 
wealthy industrial empire—is ac- 
tually split down the middle. Why 
do we point out the obvious? Be- 
cause in order to mount the sales 
offensive this rich market deserves, 
you have to cover both sides. If 
you try to do the job with a Phila- 
delphia daily alone, you'll neglect 
a large part of the $7.5 billion 
Effective Buying Power concen- 
trated across the river! 


The reason is that virtually every- 
one on the New Jersey side reads 
one of these two papers — THE 
TRENTON Times and THE CAMDEN 
Courter-Post. At best, Philadel- 
phia dailies give you only second- 
ary coverage here. 


Philadelphia retailers themselves 
know that only the local paper 
does the job in Camden. They use 
THe CAMDEN CourieER-Post to the 
tune of 114 million lines a year. 
And of the top 100 national news- 
paper advertisers, 73 use THE 
Courter-Post, 71 use THE TREN- 
TON Times! 


That’s why you need three papers 
to cover the Delaware Valley— 
a Philadelphia daily on the west. 
and the two key local newspapers 
on the east. And on the New Jersey 
side, you'll be buying both for only 
57¢ a line! Remember that here 
especially, “all business and selling 
are local.” 


CAMDEN 


COURIER-POST 


Established 1875 


TRENTON 


TIMES 


Established 1883 


The TRENTON area ssa.ssCi¥and trading zone population: 


383,557 (1950 Census) ...up 24% since 1940 


Comparative coverage in city zone households: 


Circulation 
TRENTON TIMES (E) 30,461 
Philadelphia Evening Daily 
Philadelphia Morning Daily 
A. B. C. circulation breakdown (6 Months Ending 9/30/53) 
city & 
City Trading Trading 
Total Zone Zone Zone Other 


TRENTON TIMES (E) 61,971 30,461 30,301 60,762 1,209 
TRENTON TIMES. 


ADVERTISER (S) 60,030 29,118 28,959 58,077 1,953 
ROP color available 


It pays to 
cross the aaa. 
Delaware! 


PHILADELPHIA 


The C AMDEN area City and trading zone population: 


565,634 (1950 Census) ... up 21% since 1940 


Comparative coverage in city zone households: 


Circulation 


% Coverage 
CAMDEN COURIER-POST (E) .. 34,635 86.9 , 
Philadelphia Evening Daily 282 28.3 
Philadelphia Morning Daily od 40.9 
A. B. C. circulation breakdown (6 Months Ending 9/30/53) 
Ci 
City Trading Toulon 
Total Zone Zone Zone Other 


CAMDEN COURIER. 
POST (E) seoe GB552 34,635 31,759 66,394 2,138 


ROP color available 


Represented Nationally: GEORGE A, McDEVITT CO., Inc. - New York + Chicago - Philadelphia - Detroit 
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Summary of Data for Metropolitan County Areas—(Cont'd) 


See — of ‘ ‘Standard imams County Areas,” pages 184, 185 


SALES AND 
POPULATION avons Epes RETAIL SALES—1953 ADVERTIS- 


“we ING 
BY) JH] ESTIMATES—1953 @D ESTIMATES CONTROL 


| | 5 | FIVE STORE GROUPS 
Urban-' } | (in thousands of dollars—add 000) 

Fa Fami- lized | _ Net % | Per | Per , mae Buying |Qual- 
|P ‘opu-| Dollars of | eer | ity 


| 
Fam-' of Per | Power 
sands) | U Ba (thow- lation} (add | U.S.A! ita | ily ) S.A. | General | Furn.- | Auto- Quota | In- 
000) i Mdse. | temne- motive | Drug dex 
adio 


. Rochester (Mon- | 
roe Co., N. Y.) ' = 161.8) 450.4 810! .3865|1,845)5,876 3833] 4,075| 159,848) 83,674] 38,478] 132,804) 18,725) 
Rock Island, Il. | 
(See Schedule 36 ca 4 
. Rockford (Winne- | 
bago Co., Ii.) 6). 52.7| 137.6 ; .1220|1 ,823/5,694 ' : 54,723] 24,528! 
Rome, N. Y. (See vias 
Schedule 153) 
. Sacramento (Sac- 
ramento Co., Cal. . 106.7} 265.5 .2587|1,893/5,965] 390,016) .2267/ 3, -703| 38,925) j : -2394| 114 
. Saginaw (Saginaw | | | 
Co., Mich.) | . 48.1) 115.4 ; .1009 1,508 5,162] 196,620) .1142) 4, ,620, 18,754) : ; .1053} 102 
. St. Joseph (Bu- | | } } 
chanan Co., Mo.) Al. 31.9) 84.7) .0617 1,528'4,761] 95,619). 913} 9, ’ ; .0600| 97 
. St. Louis (St. Louis | | 
City, St. Charles, 
and St. Louis Cos., | | 
Mo.; Madison, and | 
St. Clair Cos., tll.) 3} 1. 560.4)1633.7} 3,154, .2823|1,757|5,629) 2,031,927| 1. 493,392 | 119, j .2199) 109 
| | 
| 


See ae 


j 


St. Paul, Minn. 
(See Schedule 92) 
St. Petersburg, Fla. 
(See Schedule 147) 
. Salt Lake City 
(Salt Lake Co., 
Utah) s ° 88.4) 259.2 482,614, . 1,607 5,459) e ‘ 74,412 
San Angelo (Tom 
Green Co., Texas) . ° 20.3, 62.1 113,626) . 1,644/5,597 ° ’ 15,212 
. San Antonio (Bexar 
Co., Texas) . . 143.2) 489.2] 772,357) . 1,440/5, 394 . ° -829| 122,872 
. San Bernardino- } } | 
Riverside - Ontario | 
Riverside and San | 
Bernardino Cos., | | | | | 
Cal.) a) . 178.7, 349.9] 784,752) .3190|1,437/4,391 ,808) . 3,357) a ’ . ’ 18,611 
. San Diego (San | 
Diego Co., Cal.) -1|  .4500) 240.1) 599.8] 1,316,011) .5349/1,828/5,481 ,008| .4505) 3,228 ; ; . 125) 24,168 
San Francisco- | 
Oakland (Alameda, | 
| 
Contra Costa, 
Marin, San Fran- 
cisco, San Mateo, } } | 
Solano Cos., Cal.). | 2,493.0) 1. 838. 9/2306 . 0} 2.1320|2, 104|6,252] 3,088, : -681| 783,818 ,558} 210,246) 
. San Jose (Santa | 
Clara Co., Cal.) 7 108.5) 262.5 J -2503)1,771|5,676' ‘ e .928| 97,956! ,695| 26,784 
Savannah (Chat- 
kg 
| 


ham Co., Ga.) ww" 47.4) 136.8) -0860)1, 41,410] 10,213 
Schenectady, N. Y. 
(See Schedule 2) 

. Scranton (Lacka- 
wanna Co., Pa.) i | 72.3) 230.3 ! F ‘ | ' 168). 3,308) 

. Seattle (King Co., | } | | 
Wash.) 2. 268.8) 689.8 840). .020/5, ; , 3,537 
Shreveport (Bossi- | 
er and Caddo Par- 
ishes, La.) |. 66.9| 166.8] 333,099| .1354|1,457/4, 979 d ’ 3,774) 

. Sioux City (Wood- | 
bury Co., lowa) : 34.8) 89.7) .0763|1,719)5, 399) : 4,318 

. Sioux Falls (Min- | 
nehaha Co., S. D’) = 23.21 58.2 ’ a i as 394). 4,026 15,865) 

| 


. South Bend (St. 


| 
3,659 86, 777| 


. Spokane (Spokane } 
Co., Wash.) . . 78.6) 199.3 ° - 1737) 1 ,800/5,434 
. Springfield (Sanga- } 
mon Co., til.) . ° 44.6 ° . 0853/1 ,697/5, 147 185,818) . 4,166 37,595) 
. Springfield - Holy- | 
oke (Hanpden, | 
and Hampshire | | | 
3112 1,609/5, 503 On Ate P 3,894; 138,957) 31,275) 91,813) 17, ‘ | 104 


| 
| 
Joseph Co., Ind.) ° : 68.2) 187.9 -1834 as it -668) . 4,467} 63,423) 


| 
| 


.0614 1,368,4,0 114,378) .0665| 3,083, 19,561) 12, 6,970) 28,528 0644) 93 


| 


| i 
-0802'1,683/5,468} 131,606! . 3,646) 30.571 : , 25,118 0778) 106 
© SM, 1954. 
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Birmingham ware 


Boston —WEE! 
Charlotte —wsT 


Chicago —WBBM 


Jacksonville —WMBR 


Los Angeles— KNX 
Minneapolis-St. Paul—wcco 
New York—WCBS e 
Philadelphia —WwCAU 
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St. Louis —KMOX 
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Summary of Data for Metropolitan County Areas—(Cont'd) 


See explanation of “Standard Metropolitan County Areas,” pages 184, 185 


SALES AND 
RETAIL SALES—1953 ADVERTIS- 


ING 
ESTIMATES CONTROL 
FIVE STORE GROUPS 


Urban- (in thousands of doilars—add 000) 
Total % Fami- | ized 1 Per | Per ‘ 


Ay ok a - EF ag Ta 
T' IN’ 
BY) 1/1/54 JM ESTIMATES—1953 


ate _| Buying |Qual- 
thou- | of | ties | Popu- of | Cap-| Fam- Power | ity 


sands) | U.S.A. | (thou- | lation | U.S.A.| ita | ily General | Furn.- | Auto- Quota | In- 
sands) (thou- 000 | i House- | motive | Drug dex 
sands) Radio 
Stamford, Conn. | | | | 
(See Schedule 19) ee | 
Steubenville, Ohio | | 
(See Schedule 157) 
. Stockten (San Joa- 
quin Co., Cal.)... . ° | 69.6) 159.9) 
Superior,Wis. (See | 
Schedule 43) | | 
. Syracuse (Onon- 


| | | 
j | | 
| 


| 
- 1509) 1,631 5,332 ° ° 19,448, 17,455 


daga Co., N. Y.).. ‘ . 110.8) 297.5 


. Tacoma (Pierce 
Co., Wash.)....... 
. Tampa-St. Peters- 
burg (Hillsborough 
and Pinellas Cos., 


93.1| 207.7 
| 


| .2116|1,692/5, 591 


} | 
-2526| 1 ,692/5,610 ° 51,357) 


28,968) 


WD ici. 1) .3070) 4] 675,818] .2748|1,376/4,283] 546,652] . . .287| ; 101,725 
. Terre Haute (Vigo 


Co., Ind.)..... .8|  .0680) ’ .0| 175,770} .0714/1,616|4,883] 127,662) . " 949} i 27,619 

. Toledo (Lucas Co., | 
841,297) .3420|2,037/6,593] 570,096) . ‘ 127,616 

. Topeka (Shawnee } 

Co., Kans.)...... T . 207,236} .0843/1,727/5,220] 120,505) . , ‘ 24,115 

. Trenton (Mercer | | 

Co., N. J.).. .2| .1563) 5 452,693) .1840/1,8096,609] 342,164] . " 357) 61,309 

Troy, N. Y. (See 

Schedule 2) | 


. Tulsa (Tulsa Co., 


SE Pe s p 8 ld 502,135) .2041/1,822|5, 661 ° ° " , 604) 10,918) 
. Utica-Rome (Her- | | 
kimer and Oneida | | 


Cos., N. Y.)..... : e . 432,519 .1758|1,485)4,854 ° 6,460 
. Waco (McLennan | | 


194,940 amid 4,709 A ‘ ,078) | 4,285 


Warwick, Va. (See 
Schedule 61) 


© SM, 1954.: 


“Figures are from the best source we know of, namely 
May 10, 1953 Survey of Buying Power issue of SALES 
MANAGEMENT magazine. These figures are reproduced 
by express permission of the publisher and in our opinion 


represent the most generally accepted data of this nature 


currently available.” 


From analysis of all metropolitan areas by eleven 
leading Chicago advertising agencies-—consolidating 
newspaper coverage figures with Survey of Buying 
Power data. 


SALES MANAGEMENT 


MONROE 
h (Mich } © 
Fo? 


FULTON 
WILUAMS 


DEFIANCE 


bee a me HENRY 


PUTNAM 
ANCOCK 


3rd in Number of Families 

3rd in Effective Buying Income 
3rd in Food Sales 

3rd in Household Furnishings Sales 
3rd in Automotive Sales 

3rd in Drug Sales 

3rd in Liquor Sales 

3rd in Total Retail Sales 


ee effectively reached ONLY by 
the Toledo Blade and Times... 
with o« 3rd highest circulation among Ohio’s daily newspapers, 


@ 84% market coverage. 
@ 3rd lowest milline of all Ohio’s newspapers. 


When you think of Ohio Our new 1954 Market Map sent on request 


| TOLEDO >.., BLADE 
TOLEDO »....., TIMES 


Represented by 
MOLONEY, REGAN, and STHMITT, INC. 


New York ¢ Chicago ¢ Detroit ¢ Boston « Philadelphia « San Francisco 
Kansas City « Los Angeles « Dallas * Miami 


SOURCES OF DATA: 
@ Sales Management Survey of Buying Power (1954) 
@ Ohio Department of Liquor Control 
@ Michigan Liquor Control Commission @ U.S. Bureau of the Census 


@ Newspaper Rates and Data (SRDS) 
MAY 10, 1954 


Summary of Data for Metropolitan County Areas—(Cont'd) 


See explanation of “Standard Metropolitan County Areas,” pages 184, 185 


SALESJAND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1953 ADVERTIS- 
SM ESTIMATES SM INCOME ING 
1/1/54 ESTIMATES—1953 ESTIMATES CONTROL 
| | FIVE STORE GROUPS 
| Urban- | (in thousands of dollars—add 000) 
Total | % | Fami- | ized Net % Per | Per Buying, Qual- 
(thou- of | ties |Popu-| Dollars | of | Cap-| Fam- Power | ity 
sands) | U.S.A. | (thou- | lation (add U.S.A.| ita | ily .S. ; Auto- Quota | In- 
} sands) A 000) i Food ; 3 motive | Drug dex 
sands 


155. Washington (Dis- 
trict of Columbia, 
Montgomery, and 
Prince Georges 
Cos., Md.; Arling- 
ton and Fairfax 
Cos., Va. Alexan- 
dria and Falls 
Church Independ- | 
ent Cities, Va.) 1,655.6) 1.0347, 476.7/1454.8] 3,460,127) 1.4065|2, 09017, 259] erates 1.1782| 4,252) 458,869) 
Waterbury, Conn. | | 
See Schedule 97 | 

. Waterloo (Black | 
Hawk Co., lowa). a 33.3) 91.8 191 , 762) oe iS he .0756| 3.001) sae 
. Wheeling-Steuben- | | 
ville (Brooke, Han- | 
cock, Marshall and | } 
Ohio Cos., W. Va.; ae 
Belmont and Jef- 
ferson Cos., Ohio) F 101.8) 214.6] 525,247) souls stile.inn é | 3,018 ses 18,516; 53,286) 7,007) 
. Wichita (Sedg- | 
wick Co., Kans. ° | 95.4) 254.0) 508,536, .2067/1,776)5,331 zz 3,674; 64,337) 19,756; 85,416) 10,914 
. Wichita Falls | 
(Wichita Co.,Texas d 32.4, 99.3] 206,328 .0839)1,722'6.368 é 4,016, 24,244 36,666; 4,123 
. Wilkes-Barre- 
Hazleton (Luzerne | 
Co., Pa.) & é 107.7, 317.7] 510,463) .2075/1,348 4,740) ‘ 3,448) 99,281 6,959 
. Wilmington (New | | 
Castle Co., Del.; | | 
Salem Co., N. J.). ° | 85.1) 224.5) 510,245) .2074)1,749 5,996) z . 2163) 
. Winston-Salem | } | 
(Forsyth Co.,N.C.) d 44.0| 106.2} 231,746! .0942|1,459/5, 267 | 0749) 2,930) 27,132) 17,407 , 3,883) 
. Worcester (Wor- } | 
cester Co., Mass.) ME 165.9; 428.2} 852,765) .3466/1,514 5,140) ,004, .3464) 3,593 168,370) 45,004 
. York (York Co., Pa.) ‘ 64.2) 113.5) 331,828) .1349)1,570)5, 169 ’ - 1459) 3,910| 61,936) 23,843 
Youngstown (Ma- } | 
honing and Trum- 
bull Cos., Ohio; | | | 
Mercer Co., Pa.) 548.7) . 157.7| 394.0] 945,660! .3843|1,723)5, 997) 641,519) -3730| 4,068) 169,505) beehane 3727 


4,374) 82,905) 39,750) 8,626 


| 


cal Reisen Sa Shs Te Es Pe SS: A Ee cece 
Total Above Metropoli- | | \81- J | , 
tan Areas 93 085 .5|58.1722 28452.5| 253.3) 166691 ,021/67.7560|1, 791 5, 112105, 785/65. 1599) 3,940|26964 774 3323535] 65.0608) 112 
© SM, 1954. 


25 Years of Service 


With this issue the Survey of Buying Power is 25 years old, but frankly, we're not interested 


in birthday cakes and candles and silver trimmings. Instead, we’re mighty proud of our rec- 
ord of service during those years. Mighty proud, too, of that quarter-century of priceless ex- 
perience . . . They were years of growth. Of testing, improving, foolproofing our techniques. 
Of increasing acceptance by companies, people and groups who depend on reliable population, 
income and sales data to get their campaigns and projects off the ground. Of steadily com- 


pounding prestige as the country’s No. 1 source of market data. 


SALES MANAGEMENT 


| 


WTOP Radio 


Represented by 


CBS Radio Spot baics 


WTOP-TV 
Represented by 
CBS 


Television Spot Sales 


Washington, D. C.= 
where money is made! 


Inside the Bureau of Engraving and 
outside ...everywhere you look they’re 
making money in- Washington. We've 
got the highest major-market family 
income in the nation here—a lovely 
green $7,259 per family! That's 40% 
higher than the national average and 
considerably higher even than our own 


tecord high of last year. 


What's inside Treasury you can’t take 
with you... but your share of the 
treasure outside is here for the asking— 
if you ask for it over WTOP RADIO 
(Washington's most listened-to radio 
station) and wrop-tv (Washington's 
most-watched télevision station). For 
these Washington Post-CBS stations 
deliver more potential customers each 
week for your sales messages than any 
other radio and/or television stations 


in the Washington metropoHhtan area. 


SOURCES 
Pee 
"A Sales Management 
May 1954 
(top % metropohtar 
' 

; areas’; Pulse and 
a Tele € 

[ Jan -Dec 19 


Ds 


. Battle Creek (Cal- 


. Boise 


. Brownsville - Har - 


. Burlington 


. Butte- Anaconda 


. Champaign - Ur- 


. Colorado Springs 
. Cumberland (Alle- 
. Danville (Vermil- 


. Danville 


188. 
189. 
190. Eugene (Lane Co., 


. Everett (Snohom- 


. Fayetteville (Cum- 


. Fort Lauderdale 


L Abilene (Texter 
. Alexandria (Ra- 
. Anderson (Madi- 
. Ann Arbor (Wash- 
. Appleton (Outa- 


. Auburn (Cayuga 


. Bangor (Penobscot 


. Bakersfield (Kern 


. Bellingham (What- 
. Billings 


. Biloxi-Gulfport 


. Fargo (Cass Co., 


Potential Metropolitan County Areas 


See explanation of “Potential Metropolitan County Areas,” 


pages 184, 185 


Co., Texas) 

pides Parish, La.) 
son Co., Ind.).... 
tenaw Co., Mich.). 
gamie Co., Wis.) 


Co., N. Y.) 
Auburn, Maine 
(See Schedule 204 


Co., Maine) 
Co., Cal.) 


houn Co., Mich.).. . 
Beacon, N. Y. (See 
Schedule 217) 


com Co., Wash.) 
(Yellow- 
stone Co., Mont.) 


(Harrison Co., 


Lean Co., Ill.) .. 
(Ada and 
Canyon Cos., ida.) 


lingen - McAllen 
(Cameron and Hi- 
dalgo Cos., Texas). 
(Chit- 
tenden Co., Vt.) . . 


(Deer Lodge, Silver 
Bow Cos., Mont.). 


bana (Champaign 
Co., i.) .... 


(El Paso Co.,Colo.) 
gany Co., Md.) 


lion Co., Hil.) 
(Pittsyl- 
vania Co., Danville 
Independent City, 
Va.) 
Elkhart 
Co., Ind.) 
Elmira (Chemung 
Co., N. Y.)...... 


(Elkhart 


Ore.) 

ish Co., Wash.) 

3 | ere 
beriand Co., N. C.). 
(Broward Co., Fla.) 
Great Falls (Cas- 


cade Co., Mont.). 
Gulfport, Miss. 


POPULATION 
SM we 


EFFECTIVE ae 


BY 


INCOM 
ESTIMATES—1953 


RETAIL SALES—1953 


JM 


ESTIMATES 


SALES AND 
ADVERTIS- 
ING 
CONTROL 


(See Schedule 177) 


oO, 


of 
U.S.A. 


137,542 
456 , 988 


209, 398) 


1,397 


95,496 
113, 180) 


| 


157,247 
| 
| 

129,799 
| 

196,719 


| 
| 
| 


315,904| 


208 , 396 
144,986 
10,63 
137,817 
| 
116,088) 
157,400 
140,421 
245,843 
181,002 
112,492 
158,747 
179,921 


110,781 


/1,436/4,244 
} | 
-0460/1,785 5,314 


.0639'1,365'5, 139} 
| 
-0528|1.671/5,276 


.0799| 1448/4, 673 
| 


-1284; 943'3,919 


.0350|1,331/4,928 
| | 
ee 

.0472!1, es 963 
| 
| 

oess!1,74 6,616 

.0589| 1,590 4,785 


.0445|1,171'4,016 


-0560) 1,586 4,887) 


| 
| 
0075)1, = 


06391, 1.40 


-0571|1,515'4,842 


| 


.0999| 1 ,671/5,253 
.0735!1,550/4,, 582 


we 
case 823 6,355) 
064s, wee. 587 


oul 516/4,837 


| 
0451/1 = ot 
| 


100,757 


78 ,038 


82,497 


76,214 


111,384 


157,944 


20,288] 
108, 181 
| 
- 
18.8 
119,241) 
152,421 
126, 252 
91,596 
87,399 
153,366 


75,807 


-0410) 3,013 


.0745| 4,068 
057) 3,264| 
0467) 2,941 


-0611) 3,730) 


1478) 3,155 


.0444| 4,361) 


| 


FIVE STORE GROUPS 


(in thousands of dollars—add 000) 


Mase. 


General 


| 
| 
| 
| 


Furn.- 
House- 
Radio 


Auto- 
motive 


30,499 
73, ” 


42,436] 


58,621 


19,637 
19,328 


24,596) 13,624 


21,321 8,663 
24,314 8,480 
22,651, 12,915 
20,882 
24,911 
26,273 
35,409 
32,655 
10,890 
18,347 
33,928 


14,939 


6,393) 


4,286 
5,247 
6,194 


7,273 


30,920 
19, 166 
25,970 
28,130 
17,208 


11,812 


55, 869 


14,637 


15,927 


27,401 


17,080 


11,190 


20,541 


e2 8 


Be: 
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SALES MANAGEMENT 


Potential Metropolitan County Areas—(Cont'd) 


See explanation of “Potential Metropolitan County Areas,” pages 184, 185 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES—1953 ADVERTIS- 
BYP 1/1/54 BYP ESTIMATES—1953 BYP estimates 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


General 
Mase. 


196. Hagerstown | 
(Washington Co., | 
24.6) 39.7] 113,621} .0462|1,337\4,619 y é 7,565 


Harlingen, Texas 
(See Schedule 180 
Hutchinson (Reno 
Co., Kans.).... ‘ 2 é 88,925) .0361|1,579)4,755 i d | 14,342 


. Jamestown (Chau- 
tauqua Co., N. Y. d 5 205,763) .0837|1,454/4, 406 174,401) 43,928 33,151 
. Joplin (Jasper and | } } 
Newton Cos., Mo.) ; : .1] 132,611] .0538/1,206|3,536] 103,528. 21,819 ; 28,898 
. La Crosse (La 
Crosse Co., Wis.) ; d 3 111,615). 1,570/5,366] 92,352) . . 22,140 15,744 
. Lafayette (Tippe- 
canoe Co., Ind.) . J y ; 139,733) . 1,717|6,023 87,010) . 19,013 15,113 
. Lake Charles (Cal- 
casieu Parish, La.) i t . 165,875) . 1,536/5, 368 104,309) . 22,896 25,578 
. Las Vegas (Clark 
Co., Nev.)....... ie 3 ! 145,464). 1,987|6,190} 84,308] . 17,498 22,230 
. Lewiston-Auburn 
(Androscoggin Co., 
Maine) ‘ A ° ° 123,235) . 1,476)|5 , 030) 99,449) . 28 462 18, 288 
Lynchburg (Lynch- 
burg Independent 
City, Campbell Co., 
Va.) J F ° ° ° 1,316 
McAllen, Texas 
(See Schedule 180) 
. Mansfield (Rich- 
land Co., Ohio)... j F : . e 116,368 
. Monroe-West 
Monroe (Quachita d 
Parish, La.)...... . J x ¢ R 102,827 
. Muskegon (Mus- 
kegon Co., Mich.) d ‘ ° 165,319 
. Newark (Licking 
Co., Ohio). ..... : J i ; J 76 ,646 
Newburgh, N. Y. 
(See Schedule 217) 
. New London-Nor- 
wich (New London 
Co., Conn.)....... J . ‘ 1,674 186 , 408 
. New Castle (Law- 
rence Co., Pa.). .. 2 J 1,590 109,512 
Norwich, Conn. 
(See Schedule 210) 
Oshkosh (Winne- 
bago Co., Wis.)... 8}. i q 1,584 116,160) . 29,639 8,165 
. Paducah (Mc- 
Cracken Co., Ky.). t d A ¢ é 1,320 82,620) . 17,115 10,317 
. Pensacola (Escam- 
bia Co., Fla.).... - ‘ ° d 1,232! 115,551). 28,512} 10,431 
. Port Huron (St. 
Clair Co., Mich.). : 7 ‘ J 1,438 111,150). 30,081 8,859 
. Portsmouth (Scio- 
to Co., Ohio) . a ‘ A J 1,210 86,640) . 22,156) 10,261 
. Poughkeepsie- 
Newburgh-Beacon 
(Dutehess and 
Orange Cos., N. Y.). . J : 457,584) . 1,524/5,31 ° 114,210 66,492 
. Quincy(Adams 
oe | ae v d s A 92,517, . 1,349)4, 149 B 15,606 14,157 
. Reno (Washoe Co., 
RIESE -1] .036 3 y 131,053) .053.|2,217/6,619 : 15,428 20,010 
. Richmond (Wayne 
Gn, RD. ccs. 5s Oo}. 4) 465. 116,703) . 1,599/5,21 J 18,375 20,629 
221. Salem (Marion Co., 
RR : , d 153,720) .0625|1,4174, F 26 , 162 35,136 
222. Santa Barbara | 
(Santa BarbaraCo., | 


223. Sheboygan (She- 
boygan Co., Wis.).. z ‘ . . 134,242 


| 


.0546|1.619)5, .0562| 3,808} 19,864 16,851 


See ’ . a .0815) 1832/5, 552 -0871| 4,150} 32,497 28 ,387 


MAY 10, 1954 


SALES AND 

PULATION EFFECTIVE BUYING RETAIL SALES—1953 ADVERTIS- 

ESTIMATES SM INCOME GD ING 

1/1/54 ESTIMATES—1953 ESTIMATES CONTROL 
FIVE STORE GROUFS | 

(in thousands of dollars—add 00C) 

Nett | &% Per Per 7a Buying |Quai- 
thou- lies |Poou-| Dollars | of | Cap- Fam- | er | | | | Power | ity 
sands) | U.S.A. | (thou- | lation oy U.S.A.| ita | ily ) } 


General | Furn.- | Auto- | Quota | In- 
| Mdse. | House- | motive dex 
| Radio | 


. Spartanburg (Spar- | | | | 

burg Co., $.C.)... x F 9) ° .0758) 1, 209' 4, 559) ‘ | 17,017) ° 84 
. Texarkana (Miller 

Co., Ark.; Bowie | | | } | | 

Co., Texas)....... .0644| 5) 50. | 0454/1 ,083/3, 656 , : 17,354 
. Tucson (Pima Co., 

Ariz.) a ‘ 6) ‘ ,605,  .1214)1,565)5,371 -1233) 3,814) ,402) 35,814 
. Tyler (Smith Co., } | 

Texas) ‘ d 7} x 3 -0420| 1,336 4,551 7 -0498) 3,773 4 | 26,108 

| 


| 


Urbana, Ill. (See Pal 
Schedule 183) | | 
. Watertown (Jeffer- | 
son Co., N. Y.) .1) .0544) 27.0) 40.1 865). é 3,952 : 10,710 
West Monroe, La. 
(See Scheduie 207) | 
. West Palm Beach 
(Paim Beach Co., | 
Fla)... , 43.1} 103.3 .0774|1,415|4,416 -1087| 4,339} 39,295; 39,931 
. Wilmington (New | 
HanoverCo.,N.C.) 6. 20.0! 52.5) ! .0343)1,195|4,219 .0449| 3,859! 18,031 15,248 
. Williamsport (Ly- | | 
coming Co., Pa). . 9} .0649) 31.8) 68.8 .0603| 1429/4, 669 -0632| 3,419} 30,193 21,762 
. Yakima (Yakima 4 
Co., Wash.)...... co 45.4) 69.4 | ,08031,362/4,354 .0921) 3,491 36,540 
233. Zanesville (Mus- | | = | 
kingum Co., Ohio) % he 23.5) 42.1 .778| .0434/1,403/4,544 Fd . . 15,921 
Total Potential Metro- | | 
politan Areas........] 7,316.0 4.6722/2,172.3/4453.5/10,778,969 4.3811 1.473)4,962] 8,078,451) 4.6956) 3,719) 1,870,845) 794,461; 429,872|1,700,634 4.5136 
-| | 
304 255,610 14706, 6,760, 308|22%52, 580 69.5744 
| | 


s RM Cahill reteaay | 
| ere 

Total All Metropolitan 

100401 .5|62.7444) | 

| | 


30624.8/85- —|177469,990|72. 1371/1, 768|5, 795|120,184,236 69.8555 
| 706.8 | 

U. S. Total .....]160019.7) (100) |47560.3|106,- 
| 339.3 


246016,136 (100) (1,537/5,173)172048,349| (100) 3,617 40894, 290 19189,015 9, 166,874 33489,.986) 4838004 (100) 
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For PROFITABLE Selection of Markets 


Since a market is only as good as your chances of selling it, its basic market data should be “weight- 
ed” by such factors as available coverage and the local media’s command on the interest of readers, 
listeners and viewers. That’s why a study of the advertisements in this issue should be a must. 

They not only show the net worth of the market . . . in terms of your selling chances . . . but they 
frequently bring to light significant and helpful comparisons that might otherwise remain hidden 
in the basic Survey data. And they .also spotlight local developments that emphasize the market’s 


continuing growth. 


For a realistic appraisal . . . and profitable selections . . . be sure to study both the Survey data 


and the advertisements. 


SALES MANAGEMENT 


Sales in 7 Store Groups for Metropolitan County Areas 


Estimates, 1953, for the 233 Standard and Potential Areas 


ESTIMATES RETAIL SALES, 1953 


(in thousands of dollars) 
CITY AND STATE 


Eating and 
Drinking Places | Apparel Stores 


| Lumber Yards 
| Gasoline Service | and Building 
| 


SSSUuseeaRe 


SBRz2BR 


Stations Materials ara Stores Jewelry Stores 


Akron (Ohio). .... 45,022 22,562 | 40,083 9,903 4,762 
Albany-Schenectady- Trey N. Y) 61,676 63,978 | 24,846 6,076 , 6,990 
Albuquerque (N. M.) 14,622 13,411 14,276 1,261 
Allentown-Bethlehem-Easton (Pa.) 39,567 37,544 | 28,539 6,859 
Altoona (Pa.).. - a 8,353 | 8,398 | 4,283 | 2,573 
Amarillo (Tex.). trees 9,567 14,627. | ° 

Asheville (N.C.)........ 5,587 6,938 ‘ 1,349 
Atlanta (Ga.).......... : 55,369 53,588 | | t | 9,365 
Atlantic City (N. J.).... 33,212 16,369 5,296 ° 

Augusta (Ga.)............ 9,151 8,770 | 4,668 2,706 


Austin (Tex.)........... 13,764 12,579 | 16,845 2,304 
Baltimore (Mid.)........ 159,038 91,752 38,015 13,585 
Baton Rouge (La.)....... 12,542 10,602 | 10,023 3,134 
Bay City (Mich.)........ , 8,180 6,338 4,838 1,726 
Beaumont-Port Arthur (Tex.) 16,821 16,446 17,205 | 2,014 
Binghamton (N. Y.)......... 17,081 11,908 5,564 | 1,218 
Birmingham (Ala.)............... 38,081 42,371 11,890 | 5,688 
Boston (Mass.) 291,837 226,736 | 99,410 | 34,200 
Bridgeport- Stamford-Norwalk (Conn.) .. 50,718 54,742 41,213 | 15,080 
Brockton (Mass.).............. 15,859 18,307 9,994 


130,919 89,759 55,623 
30,380 F 19,618 

8,151 x | 8,948 
; 7,331 : 6,568 
Charleston (W. Va.)..... ; 16,563 : | 9,516 
Charlotte (N. C.) 12,343 J 11.486 
Chattanooga (Tenn.)... ota ‘ 17,291 J 10,580 
Chicago (Ill.)......... ; 737,336 é 218,750 
Cincinnati (Ohio)..... a 118,411 46 ,831 
Cleveland (Ohio) + 190,855 . 103,103 


Columbia (S. C.).... 9,055 J | 1,145 
Columbus (Ga.)..... ‘ 8,374 . 4 ° 

Columbus (Ohio)... . aera 55,632 J 29,243 
Corpus Christi (Tex.)................. 14,794 
Dallas (Tex.) 67,616 
Davenport-Rock Island-Moline (lowa-tll. ) 30,396 
Dayton (Ohio) be 55,755 
Decatur (Ill.)............ 10,818 6,455 
Denver (Colo.)..... Be 60,906 41,636 
Des Moines (lowa).. .. , 19,736 18,664 


Detrolt (Mich.)................ 332,803 277 ,549 
Dubuque (lowa) . 7,361 3,477 
Duluth-Superior (Minn.-Wisc.). .. .. 20,138 19,328 
4,943 6,803 
16,581 15,112 
19,313 18,672 
Evansville (Ind.)............. ‘ 15,978 | 20,048 
Fall River-New Bedford (Mase.).. bia 26,740 | 27,430 
Flint (Mich.).............. ‘Sa 24,386 =| 22,475 
Fort Smith (Ark.). . eres Ae 3,990 4,722 


Fort Wayne (Iind.) eeaveecibees 20,717 15,772 
Fort Worth (Tex.) ‘ : 35,721 23,096 
Fresno (Cal.)..... : 26 ,308 21,281 
Gadeden (Ala.)............ 5 2,691 4,947 
Galveston (Tex.)..... big 15,119 9,060 
Grand Rapids (Mich.)................ “(22,481 27,483 
Green Bay (Wis.)................-. ; ad 11,388 8,435 
Greensboro-High Point ‘N.C.)....... ee 10,400 17,125 
Io niccgutsiwaws deans c0gexen 6,811 9,393 
Hamilton-Middietown (Ohio) ane 17,101 13,816 


Hampton-Newport News-Warwick (Va.).. . . 8,916 10,666 
Harrisburg (Pa.). .. 28,393 27,514 
Hartford-New Britain (Conn.)........ . 61,271 57,453 
79,974 83,069 
Huntington-Ashland (W. et ee eee i 12,552 16,382 
Indianapolis (Ind.).. 58,716 53,874 
Jackson (Mich.)...... ere ¥ 10,283 8,105 


10, 1954 


in 7 Store Groups for Metropolitan County Areas—(Cont'd) 


Estimates, 1953, for th 


@D ESTIMATES RETAIL SALES, 1953 
(in thousands of dollars) 
CITY AND STATE 


Lumber Yards 
Eating and Gasoline Service | and Building 
Drinking Places | Apparel Stores Stations Materials Hardware Stores Jewelry Stores 


| 


Jackson (Miss.) . a 12,480 9,863 5,635 2,455 
Jacksonville (Fla.) A 25,651 23,039 15,332 4,908 
Johnstown (Pa.) 10,819 14,340 ¢ ° ° 2,312 
Kalamazoo (Mich. . ’ | 10,417 | 13,537 y 1,585 
Kansas City (Mo.) , 73,052 | 56,583 , 12,674 
Kenosha (Wisc.) R | 6,120 5,045 ° 768 
Knoxville (Tenn.) ‘ 15,648 | 21,950 : : 3,659 
Lancaster (Pa.) ’ | 12,242 13,588 ° 2.411 
Lansing (Mich.) - } 16,678 20,197 \ 2,948 
Laredo (Tex.) ’ | 7,488 2,134 510 


Lexington (Ky.) : 4 12,385 6,669 
Lima (Ohio)... ; . 6,174 7,169 
Lincoln (Nebr.) . , a 11,031 10,430 
Little Rock-North Little Rock (Ark.)......... ’ 10,449 15,565 
Lorain-Elyria (Ohio) ; sa oven 8,473 11,060 
Los Angeles (Cal. ; 367 , 268 455 , 307 
Louisville (Ky.) . P 56 , 594 37,091 
Lubbock (Tex.) , ‘ 9,637 11,612 
Macon (Ga.) a , | 9,062 8,043 
Madison (Wisc.) ‘ ’ | 12,051 13,244 


SSSFSS2Sss AsaePANASssSs 


Manchester (N. H. , i 11,688 8,085 
Memphis (Tenn.) ‘ ‘ 37,488 25,635 
Miami (Fia.).... ‘fan t 69,985 49,847 
Milwaukee (Wisc.)...... Pe 117,916 85,364 54,890 
Minneapolis-St. Paul (Minn.) xa 113,387 84,144 82,059 
Mobile (Ala.). . . a 13,990 15,802 13,387 
Montgomery (Ala. 9,858 11,111 8,702 
Muncie (ind.).... ; 5,979 5,255 6,173 
Nashville (Tenn.) . . betes 21,635 28,042 24,133 
New Haven-Waterbury (Conn.)........... , 63,674 65,176 43,578 


88 
89 
90 
91 
92 
93 
34 
95 
96 
97 


0 eer ere 86,882 71,938 36,655 
New York-N. E. New Jersey (N. Y.-N. J.).... 1,900,706 1,744,756 655,795 
Norfolk-Portsmouth (Va.)........ ed 38,472 41,908 25,734 
Ogden (Utah)... cua 6,560 7,230 6,982 
Oklahoma City (Okla.) 25, 587 25,478 24,433 
Omaha (Nebr.).. .. , 39,145 28,955 23,504 
Orlando (Fla.).... ; 11,225 9,242 9,843 
Peoria (Ill.).. ; 26,943 13,171 17,767 
Philadelphia (Pa.) ; 393,782 307,727 168,277 
Phoenix (Ariz.) 38,494 22,063 33,789 


Pittsburgh (Pa.) a 214,607 157 ,046 132,890 
Pittsfield (Mass.) . 10,466 9,030 6,143 
Portiand (Me.) : 10,578 15,621 13,040 
Portiand (Ore.) j 67,470 39, 366 57,940 
Providence-Pawtucket (R. |.) 59,956 62,764 39,388 
Pueblo (Colo.)...... var 7,759 3,656 6,400 
Racine (Wisc.) biog 12,058 8,030 8,710 
Raleigh (N. C.) som 8,215 10,849 9,686 
Reading (Pa.) . 20,747 19,475 15,811 
Richmond (Va.) as 27,461 24,530 25,724 


Roanoke (Va.). . ; oa 9,199 16,192 10,680 
Rochester (N. Y.) “a 51,505 47,874 32,404 
Rockford (1i1.) . : 20,976 12,800 14,899 
Sacramento (Cal.) ‘ 36,704 24,085 22,063 
Saginaw (Mich.) 13,147 14,667 13,642 
St. Joseph (Mo.) ; 6,410 6,773 4,244 
St. Louis (Mo.). . we bs 179,105 126 ,583 116,150 
Salt Lake City (Utah) * “x 23,887 21,480 23,723 
San Angelo (Tex.) Bera te, eae da 4,232 2,928 4,434 
San Antonio (Tex.) . cots ; ‘ 37,105 37,443 28,221 


San Bernardino (Cal.) . - 48,931 21,847 57,732 
San Diego (Cal.).... ‘ 58,880 40,446 48 ,561 20, 006 
San Francisco-Oakland (Cal.) . es 329, 968 222,691 167,860 67,053 
San Jose (Cal.). . ; spats ome 31,253 30,294 28 , 285 7,989 4,854 
Savannah (Ga.) ie ‘ 11,890 12,811 12,110 993 4,146 
Scranton (Pa.).. rasapeeserert oat 20,681 21,587 10,326 1,241 5,380 
Seattle (Wash.) . ‘3 : 79,137 52,078 60,328 12,615 25,601 
Shreveport (La.) . ee 16,163 17,430 10,837 2,456 6,502 
Sioux City (lowa) ‘ 9,428 7,622 7.014 3,398 1,905 


SALES MANAGEMENT 


A BILLION DOLLAR 
MARKET FOR FOOD... 


and a top market 
of new customers 
for all products 


used in the home 


Here are a few market facts on 
Modern Romances, the magazine that delivers 
America’s youngest married woman 


audience, and sells your products 


rn * 3 : to young families! 


FOOD SALES 
Modern Romances food sales potential in the 233 metropolitan county areas 
Modern Romances food sales potential in the non-metropolitan county areas 374,434,000 


Total Modern Romances food sales potential $1,051,869,000 


FURNITURE, HOUSEHOLD PRODUCTS and RADIO-TV SALES 


Modern Romances furniture, household products, radio-TV sales potential in 
the 233 metropolitan county areas $160,059,000 


Modern Romances furniture, household products, radio-TV sales potential in non-metropolitan county areas 88,474,000 
Total Modern Romances furniture, household products and radio-TV sales potential $248,533,000 


FOR COUNTY BY COUNTY BREAKDOWN OF FOOD, FURNITURE, HOUSEHOLD PRODUCTS AND RADIO-TV SALES POTENTIALS sec nex: page 


cenowrtwn- 


—— = 
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ctady-Troy (N.Y.) 
Albuquerque (N.M.) 
Allentown-Bethiehem-Easton (Pa.) 
Altoona (Pa.) 
Amarillo (Texas) 
Asheville (N.C.) 
Atlanta (Ga.) 
Atlantic City (NJ.) 
Augusta (Ga.) 
Austin (Texas) 
Baltimore (Md.) 
Baton Rouge (La.) 
Bay City (Mich.) 
Beaumont-Port Arthur (Texas) 
Binghamton (N.Y.) 
Birmingham (Ala.) 
Boston (Mass.) 
Bridgeport-Stamford-Norwalk (Conn.) 
Brockton (Mass.) 
Buffalo (N.Y.) 
Canton (Ohio) 
Cedar Rapids (lowa) 
Charlestown (S.C.) 
Charlestown (W.Va.) 
Charlotte (N.C.) 
Chattanooga (Tenn.) 
Chicago (II1.) 
Cincinnati (Ohio) 
Cleveland (Ohio) 
Columbia (S.C.) 
Columbus (Ga.) 
Columbus (Ohio) 
Corpus Christi (Texas) 
Dallas (Texas) 
Davenport-Rock Island-Moline (Ill.) 
Dayton (Ohio) 
Decatur (Il!.) 
Denver (Colo.) 
Des Moines (lowa) 
Detroit (Mich.) 
Dubuque (lowa) 
Duluth-Superior (Minn.-Wis.) 
Durham (N.C.) 
El Paso (Texas) 
Erie (Pa.) 
Evansville (Ind.) 
Fall River-New Bedford (Mass.) 
Flint (Mich.) 
Fort Smith (Ark.) 
Fort Wayne (Ind.) 
Fort Worth (Texas) 
Fresno (Cal.) 
Gadsden (Ala.) 
Galveston (Texas) 
Grand Rapids (Mich.) 
Green Bay (Wis.) 
Greensboro-High Point (N.C.) 
Greenville (S.C.) 


~SSBPasearsscss 


Hi Middletown (Ohio) 
Hampton-Newport News-Warwick (Va.) 
Harrisburg (Pa.) 

Hartford-New Britain (Conn.) 

Houston (Texas) 

Huntington-Ashland (W.Va.-Ky.) 


Indianapolis (Ind.) 
Jackson (Mich.) 
Jackson (Miss.) 
Jacksonville (Fla.) 
Johnstown (Pa.) 
Kalamazoo (Mich.) 
Kansas City (Mo.) 
Kenosha (Wis.) 
Knoxville (Tenn.) 
Lancaster (Pa.) 
Lansing (Mich.) 
Laredo (Texas) 
Lexington (Ky.) 

Lima (Ohio) 

Lincoln (Neb.) 

Little Rock-North Little Rock (Ark.) 
Lorain-Elyria (Ohio) 
Los Angeles (Cal.) 
Louisville (Ky.) 
Lubbock (Texas) 
Macon (Ga.) 

Madison (Wis.) 
Manchester (N.H.) 
Memphis (Tenn.) 
Miami (Fia.) 
Milwaukee (Wis.) 
Minneapolis-St. Pau! (Minn.) 
Mobile (Ala.) 
Montgomery (Ala.) 
Muncie (ind.) 
Nashville (Tenn.) 

New Haven-Waterbury (Conn.) 
New Orleans (La.) 
New York-N.E. New Jersey (N.Y.-NJ.) 
Norfolk-Portsmouth (Va.) 
Ogden (Utah) 
Oklahoma City (Okla.) 
Omaha (Neb.) 
Orlando (Fia.) 

Peor'a (ill.) 
Philadelphia (Pa.) 
Phoenix (Ariz.) 
Pittsburgh (Pa.) 
Pittsfield (Mass.) 
Portland (Maine) 
Portland (Ore.) 
Providence (R.i.) 
Pueblo (Colo.) 

Racine (Wis.) 

Raleigh (N.C.) 
Reading (Pa.) 
Richmond (Va.) 
Roanoke (Va.) 


Furniture 
Food Household 
Redie-TV 


Rochester (N.Y.) 

Rockford (Ill.) 

Sacramento (Cal.) 

Saginaw (Mich.) 

St. Joseph (Mo.) 

St. Louis (Mo.) 

Salt Lake City (Utah) 

San Angelo (Texas) 

San Antonio (Texas) 

San Bernardino-Riverside-Ontario (Cal.) 
San Diego (Cal.) 

San Francisco-Oakland (Cal.) 
San Jose (Cal.) 

Savannah (Ga.) 

Scranton (Pa.) 

Seattle (Wash.) 

Shreveport (La.) 

Sioux City (lowa) 

Sioux Falls (S.D.) 

South Bend (ind.) 
Spokane (Wash.) 
Springfield (Ill.) 
Springfield-Holyoke (Mass.) 
Springfield (Mo.) 
Springfield (Ohio) 
Stockton (Cal.) 

Syracuse (N.Y.) 

Tacoma (Wash.) 

Tampo-St. Petersburg (Fla.) 
Terre Haute (Ind.) 

Toledo (Ohio) 

Topeka (Kans.) 

Trenton (N.J.) 

Tulsa (Okla.) 

Utica-Rome (N.Y.) 

Waco (Texas) 

Washington (D.C.) 
Waterloo (lowa) 
Wheeling-Steubenville (W.Va.-Ohio) 
Wichita (Kans.) 

Wichita Falls (Texas) 
Wilkes-Barre-Hazleton (Pa.) 
Wilmington (Del.) 
Winston-Salem (N.C.) 
Worcester (Mass.) 

York (Pa.) 

Youngstown (Ohio) 
Abilene (Texas) 
Alexandria (La.) 

Anderson (Ind.) 

Ann Arbor (Mich.) 
Appleton (Wis.) 

Auburn (N.Y.) 

Bangor (Me.) 

Bakersfield (Cal.) 

Battle Creek (Mich.) 
Bellingham (Wash.) 
Billings (Mont.) 
Biloxi-Gulfport (Miss.) 


(thousands) 


$ 5435 
2408 
2086 


Bloomington (Ill.) 

Boise (Idaho) 
Brownsville-Harlingen-McAllen (Texas) 
Burlington (Vt.) 
Butte-Anaconda (Mont.) 
Champaign-Urbana (Il. 
Colorado Springs (Colo.) 
Cumberland (Md.) 
Danville (Ill.) 

Danville (Va.) 

Elkhart (ind.) 

Elmira (N.Y.) 

Eugene (Ore.) 

Everett (Wash.) 

Fargo (N.D.) 

Fayetteville (N.C.) 

Fort Lauderdale (Fla.) 
Great Falls (Mont.) 


Hagerstown (Md.) 
Hutchinson (Kans.) 


Jamestown (N.Y.) 
Joplin (Mo.) 

La Crosse (Wis.) 
Lafayette (ind.) 

Lake Charles (La.) 

Las Vegas (Nev.) 
Lewiston-Auburn (Me.) 
Lynchburg (Va.) 
Mansfield (Ohio) 
Monroe-West Monroe (La.) 
Muskegon (Mich.) 
Newark (Ohio) 

New London-Norwich (Conn.) 
New Castle (Pa.) 
Oshkosh (Wis.) 
Paducah (Ky.) 
Pensacola (Fla.) 

Port Huron (Mich.) 
Portsmouth (Ohio) 
Poughkeepsie-Newburgh-Beacon (N.Y.) 
Quincy (Ill.) 

Reno (Nev.) 

Richmond (ind.) 

Salem (Ore.) 

Santa Barbara (Cal.) 
Sheboygan (Wis.) 
Spartanburg (S.C.) 
Texarkana (Ark.-Texas) 
Tucson (Ariz.) 

Tyler (Texas) 
Watertown (N.Y.) 
West Palm Beach (Fia.) 
Wilmington (N.C.) 
Williamsport (Pa.) 
Yakima (Wash.) 


233 | Zanesville (Ohio) 


(thousands)| (thousands) 
$717 $168 


Total in 233 Metropolitan County Areas 
Total in Non-Metropolitan County Areas 
Total U.S. 


720,068 $677,435 $160,059 
394,973 $374,434 $88,474 
1,115,041 $1,051,869 $248,533 


Your Biggest Market is The Young Married Market! .. . 


Your greatest source of new customers is the young married market... the 
millions of young families which have come into being in the past few years. 


These young families are growing, and their needs and wants increase as 
the families become larger. They have more mouths to feed, more people to 
clothe, more furniture, appliances and home products to buy. They’re just 
starting out as families, and their new homes have to be filled from cellar 
to attic with the countless products needed to turn a house into a home. Best 
of all, because they’re young they haven’t yet formed hard and fast brand- 
buying habits. That means you can sell them your products more easily than 
you can sell older families. 


How Can You Reach Young Families? 


You’ll find the key to the young married market in Modern Romances, the 
magazine that delivers America’s youngest married woman audience. The 
women who read this magazine have a median age of only 27.3, but 73.7% 
are already married, and there are children in 68% of all Modern Romances 
households! Although Modern Romances readers are young (third youngest 
median age among all magazines, and more than 64% of all readers are under 
35 years old), they’re definitely a family market! 


A profitable market, too! Besides being your best source of new customers, 
they’re your newest source of best customers! Their median family incomes 
are the highest in the entire romance field, for one thing...and their families 
are bigger for another. As a matter of fact, their 380 people per 100 families 
puts them among the top three of all magazines in this respect. 


Add to that the fact that 45% already own their own homes, and the fact that 
25% spend more than $40 each week on food, and you get some idea of how 
the Modern Romances market supplies you with new and profitable customers 
for your products. 


Look at the two previous pages, and you’ll get a “dollars-and-sense” picture 
of why it will pay you to sell the Modern Romances market! 


Modern Romances 


America’s Youngest Married Woman Audience 


DELL PUBLISHING COMPANY, INC., 261 FIFTH AVENUE, NEW YORK 16, N. Y. 


Sales in 7 Store Groups for Metropolitan County Areas—(Cont’d) 
Estimates, 1953, for the 233 Standard and Potential Areas 


JIM ESTIMATES RETAIL SALES, 1953 
(in thousands of dollars) 
AREA CITY AND STATE i rt st 
Lumber Yards 
Eating and Gasoline Service| and Building Liquor Stores 
Drinking Places | Apparel Stores Stations Materials Hardware Stores (Package) Jewelry Stores 
at i (ct RG EE 5,373 5,551 4,877 ° ¥ 1,579 902 
138 South Bend (Ind.)...... ee ‘ 21,150 20,621 20,102 18,895 2,410 2,747 2,484 
139 Spokane (Wash.)...... Sivisideaetsat cad 19,057 13,459 17,408 9,594 2,443 5,105 3,401 
140 Es civcsccvagescoctctavadese 17,146 10,797 12,189 9,998 1,749 1,461 1,623 
141 Springfield-Holyoke (Mass.)................ 40,449 36,311 29,072 19,421 ° 12,498 4,326 
142 Springfield (Mo.)........... bance 5,805 7,624 6,726 6,090 1,051 1,974 1,149 
143 Springfield (Ohio)............ ee 9,535 6,587 8,930 7,543 982 2,706 1,523 
144 Stockton (Cal.)..... ey igwmonw’ 25,879 16,098 16,486 12,549 3,504 2,712 3,566 
145 = Syracuse (N. Y.). aSeleteitamenren 42,491 28,243 22,505 17,523 3,931 5,172 4,690 
146 Tacoma (Wash.).. . ietksesenetenes 18,940 11,346 16,193 8,080 2,741 5,955 3,707 
147 Tampa-St. Petersburg (Fla.)................ 45,595 28,084 34,790 32,492 5,868 10,589 5,319 
148 ID os occcbeccaundcseasd eas 9,270 5,664 7,245 3,964 942 531 1,874 
149 _ EE A eae Seer ; 62,720 30,314 35,821 20,942 4,781 11,581 7,732 
150 EE, iccicvutstseuatatesvenabhace 7,062 6,783 8,501 6,678 1,266 6 895 
151 EEE et eer ee! 82,920 27,939 16,236 12,395 2,137 5,921 3,357 
152 EE ae ee ee 21,643 23,476 22,171 24,655 2,874 t 3,702 
153 8 ee 28,011 21,590 21,405 10,419 4,272 4,178 3,231 
154 ncudivws sadadhedeosdndaad nen 9,957 7,769 10,311 11,405 635 t 1,929 
155 MR GI Gd onc cccctnccecdccccscese 164,015 146 ,457 101 ,962 60,308 17,663 106 , 988 21,720 
156 SES, oe eee 8,034 6,701 7,803 6,161 877 "2,266 907 
157 Wheeling-Steubenville (W. Va.-Ohio)...... . 26,599 22,180 20,150 16,569 5,058 8,492 4,102 
158 IR va an5. a neigs «neeedue vcsusune 22,144 22,934 23,108 21,356 2,477 ° 4,875 
WU IOI ooo nin sc cic ccc cccceees 7,518 7,530 9,400 7,325 764 7,510 1,964 
160 Wilkes-Barre-Hazieton (Pa.)............... 29,360 24,354 16,224 12,697 4,194 7,706 3,558 
WHE Weta GEAR)... nc cccccsccscccsce. 25,584 29,881 25,317 16,663 4,994 11,932 3,603 
162 Winston-Salem (N.C.)...................55. 7,270 14,378 7,048 5,878 1,096 S 1,439 
163 EERE 3 ene nes 50,593 44,661 35,554 24,645 8,922 12,493 5,134 
164 RR eee <M uaree enna 12,206 13,166 12,929 6,687 1,177 2,337 1,989 
165 Youngstown (Ohio)........................- 46 522 40,601 39,977 29,892 16,338 12,921 8,433 
Total Above Metropolitan Areas.............. 9,589,966 7,942,343 5,844,774 4,187,037 1,109,707 2,476 ,464 1,132,891 
4 ea ee oe Se ee 13,109,857 | 10,152,950 10 ,462 ,008 7,684 453 2,652 ,088 3,282,369 1,510,999 
Potential Metropolitan County A 

166 SD cn ccncccsessccvsscccduneees 3,028 | 3,839 5,678 e ” t 1,271 
167 ccc n sc cicreeebeuneusewss 4,253 3,161 5,835 . 1,888 bd 
168 ING 5 os ocrus e soescteereneeaien 7,139 5,353 7,471 5,636 1,459 560 1,392 
169 rates se2<cebasveleseews 9,232 9,691 12,466 9,263 2,324 1,537 1,704 
170 I 5 nc60dusywivorneneteEneeed 7,389 4,844 6,182 ° ° 958 960 
171 EE WE ctawednccccccebenceeebesons 5,916 4,463 4,469 ° ° 955 1,119 
172 in chained beads anses eieewe 5,280 6,418 8,033 1,511 1,766 3,678 936 
173 I. «cc swoon guicvesdeyedinnde on 24,495 11,795 23,938 13,298 1,818 6,475 2,699 
174 re 11,432 9,185 13,267 6,908 2,026 1,493 1,848 
175 ED 1 ococcscevasetgukent obs 5,436 3,500 5,063 . a 1,348 877 
176 iin aaarccee- chine baleeiee ewtvae 8,363 6,675 6,763 6,208 4,750 510 846 
177 Biloxi-Gulfport (Miss.)..................... 7,622 4,296 5,312 4,255 t 782 
178 i, <r. lccdccgenbboawess went 7,694 6,766 9,550 ° sa 802 1,261 
179 i ase nyneelanebelente 8,751 3,713 10,768 ° od ° 1,153 
180 Brownsville-Harlingen-McAlien (Tex.)....... 13,691 11,011 14,432 17,405 4,601 2,390 1,876 
181 Ro ncctalisanan vanes weeaeeetee 4,042 4,382 3,943 4,447 857 1,615 632 
182 Butte-Anaconda (Mont.)................... 9,326 3,243 3,311 2,673 527 435 463 
183 Champaign-Urbana (Ill.).................... 11,284 6,915 8,945 bd a 1,390 1,348 
184 Colorado Springs (Colo.)................... 7,139 6,034 7,062 ° . 1,538 1,065 
185 ST ID cee cevavesedesccavarese 6,052 6,479 5,006 2,325 * 1,299 900 
Te vc ndis cncatnaceotickccaneucs 6,824 4,925 7,301 3,670 1,828 938 973 
| Se ee eee 3,502 4,450 5,951 * - ° an 
188 incccabisvercckownesseesewes ‘ 5,437 5,044 8,662 6,922 3,585 333 1,055 
189 TEE nc contveesusshnetsbecanbece 9,614 10,128 7,196 5,967 3,411 1,387 1,208 
i | Re ne renee 9,166 _ 6,266 12,687 7,617 1,563 ° 2,191 
191 a i Sia aie Aaah eel a ae 8,031 4,005 8,689 6,682 1,719 2,790 906 
192 PME sc cvs decavecsisvtesesensssenes 7,439 6,085 4,074 ° ° 1,022 1,104 
ao, 8k err 4,075 4,870 7,258 ° . . 567 
194 Fort Lauderdale (Fla.)................-0005- 14,951 9,997 9,685 10,117 2,284 3,972 843 
195 Great Falls (Mont.)..... ie aad 7,675 3.570 4,127 4,618 2.881 1,829 577 

® Withheld to avoid disclosure. t Liquor not legalized. © SM, 1954. 
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| ESTIMATES RETAIL SALES, 1953 
(in thousands of dollars) 
CITY AND STATE anemic 
Lumber Yards 
Eatingand | | Gasoline Service | and Building 
Drinking Places | Apparel Stores | Stations Materials Hardware Stores Jewelry Stores 


Hagerstown (Md.) 5,347 2 
Hutchinson (Kans.) , | . 3,120 ° ° 3,693 
Jamestown (N. Y.) Bithe nan ‘ A | 8,573 . ’ 3,978 
Joplin (Mo.) : | 4,148 ° 
La Crosse (Wisc.) ities Savsnees " 5,152 , ° 
Lafayette (Ind.).................. \ | 5,780 y ° 
Lake Charles (La.) . cUabeenvecccusal , 4,351 
La Vegas (Nev.) er | : 3,246 
Lewiston-Auburn (Me.). inion . 6,415 
Lynchburg (Va.) 

Mansfield (Ohio) 


Monroe-West Monroe (La.) 

Muskegon (Mich.) . . 

Newark (Ohio) ; 
New London-Norwich (Conn.)...... 
PR nnncs caconccsdecdes 
Oshkosh (Wisc.) 

Paducah (Ky.) 

Pensacola (Fla.)........ 

Port Huron (Mich.).. 

Portsmouth (Ohio) 


“aw 
—_— _ 


— 


Poughkeepsie-Newburgh- 
Quiney (Ill.)............ 
Reno (Nev.) 

Richmond (Ind.) 

Salem (Ore.)....... 
Santa Barbara (Cal.) 
Sheboygan (Wisc.). . 
Spartanburg (S. C.) 
Texarkana (Tex.-Ark.). . 
Tucson (Ariz.)....... 


88 BR2885283 


388 888838822 
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Tyler (Tex.).... 

Watertown (N. Y.) mad 
West Palm Beach (Fla.)................... 
Wilmington (N. C.) 

Williamsport (Pa.) 

Yakima (Wash.) 

Zanesville (Ohio)... 


222 
223 
224 
225 
226 
227 
228 
229 
230 
231 
232 
233 


Total Potential Metropolitan Areas | ; | ; ; | 298,680 | 73,782 


Total All Metropolitan Areas............... | 10, 154,976 8,375,101 | 6,380, | 4,485,687 y | 1,206 ,683 
U. S. Total ....... 18,100,857 | 10,182,950 | 10,462,008 | 7,684,453 652. | 1,510,999 


* Withheld to avoid disclosure. + Liquor not legalized. tSum does not include withheld or negligible data. © SM, 1954. 
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Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 
tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 
be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


SALES MANAGEMENT 


Family Sales for 233 Metropolitan County Areas 


G7 Estimates, 1953, for Thirteen Categories 


AREA 


10, 1954 


* Withheld to avoid disclosure. 
MAY 


+ Liquor not legalized. 


| | Eating Lumber 
| | Furn.- | | and | Apparel | Gasoline | Yards and 
Retail Food | General | House- | Auto- Drugs | Drinking | Stores | Service | Buildings) 
Mase. Radio motive Places | Stations | Material 
1. Akron n (Ohio) : bat 4,022 1,039 605 172 884 106 339 170 248 302 75 
2. Albany-Schenectady-Troy N. Y.) 4,205 970 591 224 722 73 360 374 216 145 36 
3. Albuquerque (N. M.) ' 3,809 786 343 304 764 1144 283 259 291 276 24 
4. Allentown-Bethiehem-Easton (Pa.) 4,021 1,029 386 277 761 7 299 284 236 216 52 
5. Altoona (Pa.) 3,251 997 359 247 515 65 202 203 177 104 62 28 
6. Amarillo (Texas) 5,248 875 338 322 1,383 176 291 445 413 ° ° 
7. Asheville (N. C.) 3,327 692 503 184 625 118 160 198 220 136 39 28 
8. Atlanta (Ga.) 4,213 785 907 188 887 138 261 253 244 126 J4 53 
9. Atlantic City (N. J.) 4,806 1,181 238 235 538 144 746 368 203 119 ° 152 
10. Augusta (Ga.)....... 2,787 652 386 143 575 70 182 146 188 78 45 36 
Austin (Texas). . . 3,946 813 389 209 879 154 286 261 211 349 48 60 
. Baltimore (Md.). 3,705 993 612 184 529 125 382 220 168 91 33 46 
. Baton Rouge (La.) 636 452 208 742 121 226 191 232 180 56 42 
Bay City (Mich.) 1,004 435 262 667 136 296 230 353 175 63 3e 
. Beaumont-Port Arthur (Texas) 922 462 281 948 128 261 255 204 267 31 49 
Binghamton (N. Y.) 897 503 229 706 91 291 203 183 95 21 38 
Birmingham (Ala.) 867 | «2 207 747 89 222 247 191 69 33 62 
Boston (Mass.) 1,054 491 177 546 N7 336 261 159 115 39 40 
. Bridgeport-Stamford-Norwalk (Conn.) 1,369 311 286 904 142 314 339 266 255 93 40 
. Brockton (Mass.) 952 179 148 525 83 256 247 190 161 55 19 
. Buffalo (N. Y.) 1,043 544 204 833 103 380 260 207 161 56 32 
Canton (Ohio) 989 408 248 742 92 338 254 242 218 73 53 
. Cedar Rapids (iowa). . 752 500 277 955 144 229 251 259 251 74 Ry 
. Charlesten (S.C.).... 798 265 193 709 94 153 233 195 137 ° 30 
. Charleston (W. Va.)... 799 560 211 706 77 186 223 199 107 26 37 
. Charlotte (N. C.) 836 625 240 905 119 209 298 * 260 195 3 44 
- Chattanooga (Tenn.).......... 864 445 254 775 115 233 238 257 143 69 45 
. Chicago (il.).... 940 746 202 696 125 411 335 184 122 39 43 
. Cincinnati (Ohio). . 969 486 181 677 1 391 237 192 155 36 35 
. Cleveland (Ohio) 1,171 612 220 813 140 408 254 240 220 46 37 
. Columbia (S. C.) 785 442 250 1,196 131 216 344 304 27 146 50 
. Columbus (Ga.) 685 308 193 707 70 177 229 185 . 25 46 
. Columbus (Ohio)..... 867 600 207 780 124 339 247 229 178 48 49 
. Corpus Christi (Texas) d 851 396 246 1,019 126 268 223 202 183 46 108 
Dallas (Texas) s 4,695 869 878 247 1,029 152 300 263 228 275 19 59 
Davenport-Rock Island-Moline 
(lowa-lll.) 4,114 873 518 189 900 117 395 175 260 202 37 36 
Dayton (Ohio) 4,180 997 563 197 788 145 368 246 274 128 35 39 
Decatur (Ill.) 3,963 840 536 214 895 86 314 187 313 17 75 63 
Eee 3,883 781 668 190 829 156 282 193 226 178 27 43 
Des Moines (iowa) 4,411 817 613 239 1,079 130 255 241 231 165 44 42 
Detroit (Mich.).. .. 4,523 1,022 548 210 1,183 176 343 286 272 181 44 42 38 
Dubuque (lowa)..... elas 4,569 899 735 172 866 71 364 172 206 ° 91 31 
Duluth-Superior (Minn.-Wisc.) 3,541 913 385 168 771 87 249 239 204 117 48 63 29 
Durham (N.C.)... 4,125 760 561 287 828 130 173 238 240 226 41 ° 49 
El Paso (Texas)... 4,326 927 666 267 979 152 293 267 196 234 28 73 62 
Erie (Pa.).. 4,423 1,120 460 264 875 87 282 272 241 191 54 115 37 
Evansville (Ind. ) ots 3,663 791 424 232 713 128 289 363 200 119 25 33 4 
. Fall River-New Bedford (Mass.) 3,248 968 228 213 480 107 222 228 175 127 31 60 31 
aa cece sus dcene 4,539 1,119 376 224 1,145 162 279 257 365 247 71 40 31 
Fort Smith (Ark.). 4,206 706 581 176 1,331 114 199 235 263 = ° 144 47 
Fort Wayne (ind.) 4,308 909 665 240 884 128 335 255 295 104 28 29 40 
Fort Worth (Texas) 4,141 760 972 174 802 124 252 163 225 303 12 92 45 
Fresno (Cal.)... 4,035 923 302 232 782 106 282 228 275 263 76 50 39 
2 ee ee 2,915 754 321 193 766 78 96 176 154 2 P t 35 
Gzlveston (Texas) . ie 3,964 901 359 271 688 151 395 237 222 303 30 97 45 
Grand Rapids (Mich.).............. 4,271 1,014 525 230 782 186 235 287 299 187 55 22 33 
. Green Bay (Wisc.)......... a 4,257 876 556 271 767 107 393 291 273 231 55 23 35 
. Greensboro-High Point (N.C.).. 4,744 904 1,127 310 887 118 187 309 284 122 62 ° 56 
. Greenville (S. C.).. sae 3,556 751 | 448 247 849 102 137 189 217 233 87 84 39 
Hamilton-Middletown (Ohio) Kenmecs% 4,165 1,126 282 241 823 101 368 297 267 219 82 90 43 
Hampton-Newport News- 
Warwick (Va.).. 3,499 875 359 213 823 107 195 233 178 4 ° ° 
. Harrisburg (Pa.).. vane 3,811 859 418 225 749 112 309 299 297 140 69 33 
. Hartford-New Britain (Conn. ). stSicweed 4,601 1,139 538 243 867 143 358 336 275 196 64 . 
SO ee 4,056 959 464 277 893 122 271 262 224 315 26 56 
Huntington-Ashiand (W. Va.-Ky.). .. 2,888 67 345 166 627 81 174 228 148 82 58 26 
1954. 
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“Mr. Seigel, As one of the 


nation’s busiest and most successiul 
executives, what specifically do you get out 


of each issue of Boot and Shoe Recorder 
that well repays the time you spend in 
reading it?’ 


continues: 


“On the personal side, the pictures of shoe 
industry figures which accompany many of 
the stories and articles give me the feeling 
that I am constantly renewing acquaintance 
with old and valued friends whom I could 
see in no other way.” 


Boot and Shoe 


Recorder] 


A CHILTON @ PUBLICATION 


“For over a period of many years I 
have reviewed and studied each issue of the Boot and 
Shoe Recorder as I have received it. I look forward to 
getting the news, and to keeping posted as to what is 
going on all over America in the shoe business. The key 
stories from top people in our industry are of vital 
interest to me. I truly feel that I gain valuable knowledge 
from these articles which is important to me in running 


a great and growing business.” 


says: Paul M. Seigel PRESIDENT 
INNES SHOE COMPANY 


VAN NUYS CALIF. 


SALES MANAGEMENT 


Per Family Sales for 233 Metropolitan County Areas—(Cont'd) 


G7) Estimates, 1953, for Thirteen Categories 


ESTIMATES RETAIL SALES—1953 


~ | Lumber | 
| Furn.- Apparel | Gasoline |Yards and) Hard- 
Retail Food | General | House- | Auto- Drugs | eats Stores | Service | Building | ware 


Sales | Mdse. | Radio | motive | | Places Materials| Stores 


| 
Indianapolis (Ind.)..... .. 4428 | 818 707 1,009 | 309 


Jackson (Mich.)......... ¥ | 1,080 431 939 
Jackson (Miss.)........... 3,606 | 619 613 1,015 
Jacksonville (Fla.). .. . ; 3,882 | 928 410 
Johnstown (Pa.)..... ° 863 531 


Kalamazoo (Mich.). . : oat 4,046 
Kansas City (Mo.). 
Kenosha (Wisc.).. 
Knoxville (Tenn.) 
Lancaster (Pa.).... 
Lansing (Mich.)..... 


aN S2B888 


= 


SSR ANS 3; 


Lexington (Ky.) 
Lima (Ohio).. 
Lincoln (Nebr.) 


Little Rock-North Little Rock (Ark.) . 
Lorain-Elyria (Ohio)... . 

Los Angeles (Cal.) 

Louisville (Ky.) 

Lubbock (Texas) . . 

Macon (Ga.)....... 

Madison (Wisc.) . 

Manchester (N. H.) 

Memphis (Tenn.) 

Miami (Fla.) . . 


Milwaukee (Wisc.) : ; 
Minneapolis-St. Paul (Minn.). . 
Mobile (Ala.)...... 

Montgomery (Ala.) 

Muncie (ind.)...... 

Nashville (Tenn.).. ‘ 

New Haven-Waterbury (Conn. ). 

New Orleans (La.) 4 

New York-N. E. New Jersey (N. YN. 5.) 
Norfolk-Portsmouth (Va.) 


SSSssessas 


Ogden (Utah) . 
Oklahoma City (Okla.). . 
Omaha (Nebr.).. 
Orlando (Fla.)..... 
Peoria (Ill.).... : 
Philadelphia (Pa.). . . 
Phoenix (Ariz.)...... 
Pittsburgh (Pa.) .. 
Pittsfield (Mass.) 
Portland (Maine) 


2sixessesss 


Portiand (Ore.) ; . 
Providence-Pawtucket (R. I. ). Beracdcces 
Pueblo (Colo.) ReneS sa 
Racine (Wisc.)....... 

Raleigh (N. C.).. 

Reading (Pa.). . 

Richmond (Va.) 

Roanoke (Va.) 

Rochester (N. Y.) 

Rockford (I11.) 


Sacramento (Cal.)....... 

Saginaw (Mich.)..... 
ER ccc cbtscckmeses 
St. Louis (Mo.)....... 

Salt Lake City (Utah) . 

San Angelo (Texas) 

San Antonio (Texas). . . 

San Bernardino (Cal.). . 
IDS chp cen s 00. cendne ee 
San Francisco-Oakland (Cal.)....... 


SER, ccdeccestendebbanes 
Savannah (Ga.)................ bed | 687 
reer 433 


* Withheld to avoid disclosure. + Liquor not legalized. 


MAY 10, 1954 


Per Family Sales for 233 Metropolitan County Areas—(Cont'd) 


Estimates, 1953, for Thirteen Categories 


ESTIMATES RETAIL SALES—1953 


Eating Lumber | 
Furn.- and Apparel Gasoline |Yards and| Hard- 
Retail General House- Auto- Drugs Drinking | Stores | Service Building | ware | Jewelry 
Mdse. | Radio | motive Places Stations | Materials, Stores 


Seattle (Wash. ; 172 224 | «(03 | 
Shreveport (La.) ; 220 162 | 237 | 
Sioux City (lowa) ’ | 154 335 
Sioux Falls (S. D.) | | | | ° 

South Bend (Ind.) Y 277 
Spokane (Wash.) 122 
Springfield (1M. | 224 


Springfield-Holyoke (Mass. 
Springfield (Mo. 
Springfield (Ohio 
Stockton (Cal.) 
Syracuse (N. Y.) 
Tacoma (Wash.) ee a 
Tampa-St. Petersburg (Fla.).... 
Terre Haute (Ind.) 

. Toledo (Ohio) 
Topeka (Kans.) 


Trenton (N. J.) 
Tulsa ( Okla.) 
Utica-Rome (N. Y.) 
Waco (Texas).... 
Washington (D.C... 


Wichita (Kans.). . . , , 
Wichita Falls (Texas) 
Wilkes-Barre-Hazileton (Pa.) 


Wilmington (Del.) 
Winston-Salem (N. C. 
Worcester (Mass. ) , , | 271 

York (Pa.) seodeeumares x | $871 731 
Youngstown (Ohio - F 438 816 


Abilene (Texas vawee : ° 119 144 

Alexandria (La.) | 81 155 115 
Anderson (ind.) ; : | | 109 201 151 
Ann Arbor (Mich. ‘ , 172 227 238 
Appleton (Wisc.) : | et | 302 | 198 


Auburn (N. Y.) 
Bangor (Maine) 
Bakersfield (Cal.) 
Battle Creek (Mich. 
Bellingham (Wash.) 
Billings (Mont.) 
Biloxi-Gulfport (Miss. 
Bloomington (lil. 
Boise (ida.). .. ‘ 
Brownsville-Harlingen- 
McAllen (Texas) 


2 
& 
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Burlington (Vt.) 
Butte-Anaconda (Mont.) 

. Champaign Urbana (Iil.) elas 
Colorado Springs (Colo.)........ 


Dar-ville (1il.)... 
Danville (Va.).... 
Elkhart (Ind.).... 


Fayetteville (N.C.)................. 
* Withheld to avoid disclosure. + Liquor not legalized. 
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214 SALES MANAGEMENT 


Per Family Sales for 233 Metropolitan County Areas—(Cont'd) 


G7) Estimates, 1953, for Thirteen Categories 


bY, M ESTIMATES RETAIL SALES—1953 
AREA Oa EB TRE pubes Pe an PSE gh na - Ly eating te SL 
| | | | Eating | Lumber | Liquor 
| | Furn- | | and | Apparel | Gasoline |Yards and) Hard- | Stores 
Retail Food | General | House- | Auto- Drugs Drinking | Stores | Service | Building | ware (Pack- | Jewelry 
Sales | | Mdse. | Radio | motive | Places | | Stations Materials} Stores | age) Stores 

194, Fort Lauderdale (Fla.)......... 4,123 | 912 239 21 | 72 | 184 «| «402 269 260 272 61 107 23 
195. Great Falls (Mont.)................ 3,969 | 782 495 230 | 9852 | 75 402 | «(187 216 «=| = «(242 151 96 30 
196, Hagerstown (Md.)................. 3,292 | 888 308 218 | 584 | 83 249 | 217 195 ° ° 67 26 
197. Hutchinson (Kans.)................ 4,027 767 815 | =«228 1,110 122 | 172 167 275 287 197 S 30 
198. Jamestown (N. Y.) 3,734 | 941 297 | 168 | 710 | 74 ~=6|~Cf 250 | 184 216 139 oa 34 32 
199. Joplin (Mo... 2,761 | 582 200 | «(17 | 7 75 «|= «187 111 210 ° * | 103 19 
200. La Crosse (Wisc.) 4,440 1,064 563 227 757 91 434 248 264 ® ° 32 45 

| 
201. Lafayette (ind.) 3,750 820 382 | 186 651 | 143 292 249 238 ° a | 26 41 
202. Lake Charles (La.) 3,376 741 374 149 828 76 2,14 235 333 45 69 34 
203. Las Vegas (Nev.) ae 3,588 745 341 160 946 122 451 138 323 265 a. 4 88 34 
204. Lewiston-Auburn (Maine)....... 4,059 1,162 390 211 746 80 | 175 262 184 154 ” 76 42 
205. Lynchburg (Va.) 4,260 829 674 205 | #8588 | 161 =| 222 161 231 ve } a | 78 21 
206. Mansfield (Ohio) ean bunaee 3,945 831 500 218 774 8 | 337 185 290 7 ws 61 46 
207. Monroe-West Monroe (La.)....... 4,302 714 444 322 1,384 114 233 | 332 227 ° ° ° ° 
208. Muskegon (Mich.)............. 4,082 1,184 446 198 soo | 6143: «| «282 «| «(165 329 206 48 43 44 
209. Newark (Ohio) jubeieia 3,275 798 198 132 570 | 66 | 222 134 283 157 175 84 33 
210. New London-Norwich (Conn.)....... 4,061 1,160 203 | 204 692 108 =| 283 | 248 289 251 56 124 28 
211. New Castle (Pa.) 3,477 963 294 250 | 653 73 190 | 221 221 162 93 56 54 
212. Oshkosh (Wisc.) 4,033 1,029 284 198 | 860 92 348 190 231 215 44 31 27 
213. Paducah (Ky.) 2,849 | 590 356 138 «| ~=«(789 105 —C | ts«é0800 | 204 135 126 48 57 31 
214. Pensacola (Fia.) 3,201 | 790 | 289 | 135 862 97 | 262 211 | (184 83 Ye 56 
215. Port Huron (Mich.) 3,705 1,003 | 295 150 788 | 101 | Ss 258 181 =| ~= s(281 277 10 CO} 32 32 
216. Portsmouth (Ohio) 3,209 821 | 380 187 649 78 | = (238 168 231 . ° 72 24 
217. Poughkeepsie-Newburgh- | | | | | 

Beacon (N. Y. 4,560 1,326 | 339 | 208 772, | ~ = 100 389 | 264 253 243 71 58 37 

218. Quincy (lil. 3,244 700 | 370 | 126 635 90 } 302 138 214 218 161 12 Ki) 
219. Reno (Nev.) 4,687 779 458 275 1,011 | 307 | 5858 276 278 . ° 19 65 
220. Richmond (Ind. 4,026 820 364 222 921 116 237 | 256 277 ° af 36 59 

| | 
221. Salem (Ore. 3,962 | 788 | =«(423 244 1,058 92 215 | 173 265 169 62 ns 37 
222. Santa Barbara (Cal.).. 4,150 900 | 178 246 786 129 | 31 | 267 286 214 137 96 31 
223. Sheboygan (Wisc. 3,808 732 | 608 | 158 663 7 «| 32 | «(130 213 239 102 ° 28 
224. Spartanburg (S. C. 3,366 765 416 | 216 790 es 301 234 182 47 94 20 
225. Texarkana (Texas-Ark.) 2,799 | 665 291 | #124 «| #569 78 | (162 | 180 243 ° . ° . 
226. Tucson (Ariz.) 3,814 874 4g | (259 «|| (64a 17 | 257 | 196 208 359 a ee 42 
227. Tyler (Texas) 3,773 735 400 242 1,150 129 | (108 214 229 mn ° | t 46 
228. Watertown (N. Y. 3,952 876 397 182 779 98 291 «=| «200 228 140 52 | 44 30 
229. West Palm Beach (Fla.)... 4,339 912 279 303 926 138 415 356 252 291 ° 127 47 
230. Wilmington (N.C.)...... 3,859 902 350 192 762 124 212 244 281 ? ° | ° 49 
231. Williamsport (Pa. 3,419 949 345 190 684 79 247 ~|~—=«(251 227 3 | 39 | 44 27 
232. Yakima (Wash. 3,491 797 336 151 805 94 195 104 247 149 84 51 24 
233. Zanesville (Ohio) 3,089 683 251 198 677 8 | 235 | 160 | 229 ° | ° 52 38 
* Withheld to avoid disclosure. + Liquor not legalized. © SM, 1954. 


Your City: One of the 400? 


This year’s Survey extends the “Leading Cities” list from 200 to 400—so that 


you will now be able to determine at a glance how a specific city ranks . . . among 


the top 400 . . . in population, income, reiail sales, and in food, general merchan- 


dise, furniture-household-radio, automotive and drug sales. See “Leading Cities” 


section, pages, 153-182. 
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Population Ranking of Metropolitan County Areas 
Estimates, 1/1/54, for POPULATION in Descending Order 


POPULA- 
TION 

CITY and STATE 1/1/54 

(thousands) 


CITY and STATE i CITY and STATE 


Fort Lauderdale (Fla.).___. 
Champaign-Urbana (lil.) 
Springfield (Ohio) . 

Everett (Wash.) 

Racine (Wisc.).. 
Fayetteville (N. C.) 


New York-N. E. New ay . | Wichita (Kans.) 
(N. Y.-N. J.) Tulsa (Okla.) 
Chicago (11!.) Bakersfield (Cal ) 
Los Angeles (Cal.) Peoria (1il.) 
Philadelphia (Pa.) Mobile (Ala.) . . 
Detroit (Mich.) Duluth-Superior (Minn. -Wis.) 


Boston (Mass.) 
Sen Franciaco-Oakland (Cal. Reading (Pa.)........ 
Chattanooga (Tenn.) 


Pittsburgh (Pa. boo 
Huntington-Ashiand | 

| 

| 


= 


~-—§N NN WW 2 Ow 


SES82 S228ENRRSE Fs 


£23228 
88333: 


Jackson (Mich.). 
Biloxi-Gulfport (Miss. ) 


rr 


3 
eo 
ewaon-oeoeo 


ow 


St. Louis (We). : 
Washington (D. C.) (W. Va.-Ky.) . . 
Trenton (N. J.). . 


Scranton (Pa.).. 
Davenport-Rock Island- 
Moline (lowa-tli.) sas 
Lancaster (Pa.) | 
Spokane (Wash.) 
Des Moines (iowa) 


SE 88 BER858 


La} 
& 
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Cleveland (Ohio) 

Baltimore (Md.) 
Minneapolis-St. Paul (Minn.) 
Buffalo (N. Y.) 

Houston (Tex.). . 

Cincinnati (Ohio) 
Milwaukee (Wisc.) 

Kansas City (Mo.) 

Seattle (Wash.)... 

Portiand (Ore.). .. 


Santa Bar ara (Cal.)... 
Sioux City (lowa).. . 
Terre Haute (ind.) . 


s 
=wne 


~_— = 
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Durham (N.C.)..... 

Lake Charies (La.). . 

New Castie (Pa.) ' 
Waterloo (lowa)...... 
Danville (Va.)........ 
Decatur (Hll.)........ 
Bangor (Ma‘ne)........... 
Green Bay (Wisc.)....... 
Amarillo (Texas) 
Williamsport (Pa.) 


Sr oewounoan 


New Orleans (La.) 

Atlanta (Ga.)... 

Dallas (Texas) 

San Diego (Cal.) 
Providence-Pawtucket (8 1.) 
Denver (Colo.) 

Miami (Fia.).... 

Louisville (Ky.). .. 
Birmingham (Ala.) 
Indianapolis (ind.). 


Beaumont- Port Arthur (Tex.) 

Charlotte (N. C.).. 

York (Pa.)...... 

Little Rock-North Little 
Rock (Ark.).... 


SSSNNNBBE 


Lexington (Ky.) ; 
Texarkana (Texas-Ark.) 
Pueblo (Colo.). .. 
Gadsden (Ala.) 
Alexandria (La.) 

St. Joseph (Mo.) 


28 
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Corpus Christi (Texas) 
Brockton (Mass.)...... . 
Fort Wayne (Ind.)....... 


| 
Greensboro-High Point (N.C. )| 
| 
| 


Hartford-New Britain (Conn.) 


& 
3 
N 
ww 
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New ee 
(Conn.)...... Scan 
Worcester ( Mass.) . a 
Youngstown (Ohio). . 
San Bernardino(Cal.) 
Columbus (Ohio) 
Bridgeport-Stamford- 
Norwalk (Conn.)...... 
Albany-Schenectady-Troy 
(N. Y.) ; 
San Antonio (Texas) 
Norfolk-Portsmouth (Va.) . . 


Memphis (Tenn.). . . 
Rochester (N. Y.) 

Dayton (Ohio)... } 
Tampa-St. Petersburg (Fla.) | 
Springfield-Holyoke (Mass.) | 
Fort Worth (Texas) eo 
Allentown-Bethiehem- 
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Baton Rouge (La.)....... 
Binghamton (N. Y.)..... 

Tucson (Ariz.) 

Lansing (Mich.)......... 
Columbus (Ga.)......... 
Albuquerque (N. M.) 


Austin (Texas) 
Madison (Wisc.). . . 
Greenville (S. C.).. 
Evansville (Ind.).. . 
Charleston (S. C.) 
Hampton-Newport News- 
Warwick (Va.) 
Portland (Maine) 
Rockford (1l.). . 
Saginaw (Mich.).. .. 
Columbia (S. C.)... 


Manchester (N. H.) 


~ eT Tee 
#222933 
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Port Huron (Mich.) 
Mansfield (Ohio) 
Muncie (Ind.).. 
Oshkosh (Wisc.) 


—“SO@Onneonon oseo-a 


Ogden (Utah) 

Bay City (Mich.) 
Cumberland (Md.) 
Lima (Ohio).... 

Elmira (N. Y.). . 
Colorado Springs (Colo.) 
Portsmouth (Ohio) 
Elkhart (ind.).. 
Paducah (Ky.). 
Watertown (N. Y.) 


Danville (1.) 

Appleton (Wisc.) 
Hagerstown (Md.) : 
Lewiston-Auburn (Maine) 


$ 8338 


Easton (Pa.).. 
Akron (Ohio)... 
Toledo (Ohio) 
Phoenix (Ariz.).. 


Lorain-Elyria (Ohio) - | Sheboygan (Wisc.) 
Hamilton-Middletown (Ohio) | . - | Lafayette (Ind.) 
Savannah (Ga.) , a . | Monroe-Wes* Monroe (La.) | 
Winston-Salem (N. C.) | 8 ° Kenosha (Wisc.). . | 
Jackson (Miss.).. . i + | Lynchburg (Va.) 
New London-Norwich (Conn. )| 0 | Bloomington (I1.) 
Spartanburg (S.C.).... e 
Ann Arbor (Mich.) 5 . | Tyler (Texas) 
Macon (Ga.). .. . - | Zanesville (Ohio) 
. Dubuque (lowa).. 
Montgomery (A'a.) n b Newark (Ohio)... 
Eugene (Ore.).. . a 7 - | Sioux Falls (S. D.) 
Raleigh (N.C.).... | * - | Las Vegas (Nev.) 
Yakima (Wash.).. . b Richmond (Ind.) 
Orando (Fla.)..... 0 | . | Auburn (N. Y.) 
Jamestown (N.Y.). . § . | Abilene (Texas) 
Roanoke (Va.) 5 - | LaCrosse (Wisc.) 
Atlantic City (N. J.) 
Kalamazoo (Mich.) a - | Wilmington (N. C.) 
Waco (Texas)..... 3 | . | San Angelo (Texas) 
Quincy (Itl.).... 
Altoona (Pa.)..... | 6 | . | Butte-Anaconda (Mont.) 
Boise (!da.)....... 2 | “ Bellingham (Wash.) 
Pittsfield (Mass.)... 4 | - | Burlington (Vt.).. 
Springfield (11.).. | er . Fort Smith (Ark.).... 
West Palm Beach (Fla.) .. J - | Billings (Mont.)... 
Muskegon (Mich.) . . | r . | Fargo (N. D.)... 
Pensacola (Fia.) 8 | - | Laredo (Texas).... 
Battle Creek (Mich.) 
Lubbock (Texas). . | 4 | . | Reno (Nev.)..... 
Asheville (N. C.) ‘2 - | Great Falls (Mont.). 
| Hutchinson (Kans.) 
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Fall River-New Bedford 
(Mass.) . ae 
Omaha (Nebr.)... .. | 
Wilkes-Barre-Hazieton (Pa.) 
Syracuse (N. Y.) 
Oklahoma City (Okla.) 
Richmond (Va.) 
Knoxville (Tenn.).. . 
Jacksonville (Fla.) 
Wheeling-Steubenville 
(W. Va.-Ohio) . . . 
San Jose. . 
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Nashville (Tenn.). . 
Sacramento (Cal). . 
Brownsville-Harlingen- 
McAllen (Texas) 
Charleston (W. Va.) 
Grand Rapids (Mich.) 
Tacoma (Wash.) 
Harrisburg (Pa.) 
Canton (Ohio). . . 
Fresno (Cal.).. . . 
Salt Lake City (Utah) 
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Galveston (Texas)... . 


Total Above Metropolitan Areas 100,401.5 
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Wichita Fa Is (Texas). ° 
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SALES MANAGEMENT 


The South’s Top 20 Metropolitan 
Markets In Retail Sales 


Ranked In Order of 1953 Retail Sales Performance 


Source: Sales Management 
Survey of Buying Power, 


May ,10, 1954. , VA. 


*-State's Leading Metropolitan County Area RICHMOND ‘ 
o-Subordinate Metropolitan County Area x LOUISVILLE MOUTH * 


NORFOLK-PORTS 


KY. we 


GREENSBORO 
KNOXVILLE 2 


VILLE © 
NASH TENN. © CHARLOTTE 


MEMPHIS ya TANOOCAS 
* 


COLUMBIA 
5.C. 


ATLANTA 


BIRMINGHAM 


GREENSBORO 
© SHREVEPORT GA ranks 14th in the 
‘ SOUTH—and Ist 


LA. <ufeo?. im the CAROLINAS 
) ypcxsO In Retail Sales! 


BATON ROUGE ° 
NEW ORLEANS 


FLA. 
y \ 


° 
TAMPA-ST. PETERSBURG 
"9 


Rank City 1953 Sales Rank City 1953 Sales 

| Atlanta, Ga. $893,493,000 11 Nashville, Tenn. 374,430,000 

2 Miami, Fla. 880,496,000 12 Knoxville, Tenn. 330,440,000 : 
3 New Orleans, La. 787,405,000 13 Chattanooga, Tenn. 283,010,000 MIAMI 4 
4 Louisville, Ky. 687,492,000 14 GREENSBORO.N.C. 263,304,000 

5 Birmingham, Ala. 621,372,000 15 Charlotte, N. C. 261,722,000 

& Memphis, Tenn. 619,545,000 16 Shreveport, La. 252,472,000 

7 Tampa-St. Pete., Fla. 546,652,000 17 Little Rock, Ark. 229,850,000 

8 Norfolk, Va. 490,500,000 18 Mobile, Ala. 223,288,000 

9 Richmond, Va. 414,751,000 19 Baton Rouge, La. 184,356,000 
10 Jacksonville, Fla. 388,945,000 20 Columbia, S. C. 179,064,000 


over 100,000 


CIRCULATION DAILY! Greensboro 


over 400, 000 TAGE! Record 
J 


GREENSBORO, NORTH CAROLINA 
R E a D E R S D A I L Y! Represented Nationally by Jann & Kelley, Inc. 


The Nation’s 100 Metro 


*-State's Leading Metropolitan County Area 
o-Subordinate Metropolitan County Area 


Rank City 1953 Sales 
| New York, N. Y. * $16,332,668,000 
2 Chicago, Ill. * 7,765,484,000 
3 Los Angeles, Cal. * 6,684,284,000 
4 Philadelphia, Pa. * 4,434,793,000 
5 Detroit, Mich. * 4,386,177,000 
& Boston, Mass. * 3,392,889,000 
7 San Frn.-Oakland, Cal. o 3,088,294,000 
8 Pittsburgh, Pa. o 2,613,013,000 
9 Cleveland, O. * 2,069,086,000 
10 St. Louis, Mo. * 2,031,927,000 
11 Washington, D. C. * 2,027,037,000 
12 Baltimore, Md. * 1,543,684,000 
13 Minn.-St. Paul, Minn. * —1,521,623,000 
14 Buffalo, N. Y. o | ,434,206,000 
15 Kansas City, Mo. * 1,265,276,000 
16 Milwaukee, Wisc. * 1,211,156,000 
17 Houston, Tex. * 1,195,425,000 
18 Cincinnati, Ohio o 1,130,683,000 
19 Dallas, Texas o 1,057,736,000 

20 Portland, Ore. * 964,856,000 
2! Seattle, Wash. * 950,768,000 
22 Atlanta, Ga. * 893,493,000 
23 Miami, Fla. * 880,496,000 
24 Indianapolis, Ind. * 841 ,320.000 
25 Denver, Colo. * 838,363,000 
26 Hford-N. Britain, Conn. * 787,685,000 
27 New Orleans, La. * 787,405,000 
28 Bdgpt-StmfdeNor, Conn. o 784,836,000 
29 San Diego, Cal. o 775,008,000 
30 Providence, R. |. * 749,097,000 
31 N. Haven;:Wbury, Conn. o 741,510,000 
32 Albny-Schty-Trey, N. Y. o 719,560,000 
33 Louisville, Ky. * 687,492,000 
34 Rochester, N. Y. o 659,341,000 
35 Columbus, Ohio o 658,130,000 
36 Youngstown, Ohio o 641,519,000 
37 Dayton, Ohio o 632,922,000 
38 Birmingham, Ala. * 621,372,000 
39 Memphis, Tenn. * 619,545,000 
40 San Bernardino, Cal. o 599,808,000 
41 Worcester, Mass. o 596,004,000 
42 Fort Worth, Texas o 585,990,000 
43 Toledo, Ohio o 570,096,000 
44 San Antonio, Texas o 548,268,000 
45 Tampa-St. Ptsburg, Fla. o 546,652,000 
46 Spgfld-Holyoke, Mass. 0 541,612,000 
47 Akron, Ohio o 534,490,000 
48 AllntncBeth-Estn, Pa. o 531,539,000 
49 Norfolk-Ptsmouth, Va. * 490,500,000 
50 Phoenix, Ariz. * 483,516,000 
51 Omaha, Nebr. * 466,665,000 
52 Syracuse, N. Y. o 432,072,000 
53 Oklahoma City, Okla. * 427,648,000 
54 San Jose, Cal. o 426,139,000 
55 Richmond, Va. o 414,751,000 
56 Grand Rapids, Mich. o 408,760,000 
57 Flint, Mich. o 396,744,000 
58 Pgkpsie-Nbrg-Ben, N. Y. o 392,608,000 
59 F. Rvr.-N. Bedfd, Mass. o 390,443,000 
60 Sacramento, Cal. o 390,016,000 
61 Jacksonville, Fla. o 388,945,000 
62 Fresno, Cal. o 376,431,000 
63 Nashville, -Tenn. o 374,430,000 
64 Wilmington, De’. * 372,250,000 
65 Wilkes. BarrecHiztn, Pa. o 371,389,000 
66 Canton, Ohio o 359,085,000 
67 Salt Lake City, Utah * 359,046,000 
68 Wichita, Kans. * 350,480,000 
69 Harrisburg, Pa. o 350,266,000 
70 Tulsa, Okla. o 349,020,000 
71 Trenton, N. J. * 342,164,000 

Des Moines, lowa * 341,880,000 
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. . .and Ist in the CAROLINAS! 


Rank City 1953 Sales 
73 Knoxville, Tenn. o $330,440,000 
74 Utica-Rome, N. Y. o 327,795,000 


75 Dvnpt-Rk. |.-Moline, Ill o 316,386,000 
76 Wheeling-Stebv., W. Va. * 317,264,000 


77 South Bend, Ind. o 304,668,000 
78 Erie, Pa. o 303,452,000 
79 Reading, Pa. o 302,610,000 
80 Peoria, Ill. o 300,046,000 
81 Charleston, W. Va. o 299,887,000 
82 Bakersfield, Cal. o 298,239,000 
83 Spokane, Wash. o 287,576,000 
84 Duluth-Superior, Minn. o 286,807.000 
85 Tacoma, Wash. o 284,336,000 
86 Chattanooga, Tenn. o 283,010,000 


Rank City 


87 Lansing, Mich. o 

88 Lancaster, Pa. o 

89 Fort Wayne, Ind. o 

90 Bmont-Pt. Arthur, Tex o 
91 GREENSBORO, N. C, * 
92 Stockton, Cal. o 

93 Charlotte, N. C. o 


1953 Sales 
$275,964,000 
270,566,000 
266,640,000 
265,843,000 
263,304,000 
262,839,000 
261,722,000 


94 Brns.-Hring.-McAln., Tex. o 254,272,000 


95 Johnstown, Pa. o 
96 Shreveport, La. o 
97 York, Pa. o 

98 El Paso, Tex. o 
99 Scranton, Pa. o 
100 Rockford, Ill. o 


252,771,000 
252,472,000 
251,024,000 
244,866,000 
239,168,000 
233,928,000 


opolitan County Areas 


d In Order Of 1953 Retail Sales 


Source: Sales Management Survey of Buying Power, May 10, 1954 
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OVER 100, 000 


CIRCULATION DAILY’ Greensboro 


OVER 400, 000 News and Kecord 


READERS DAILY! MR nnctent-<osnite rveyte CAROLINA 
epresented Nationally by Jann & Kelley, Inc. 


Families Ranking of Metropolitan County Areas 


G7) Estimates, 1/1/54, for Number of FAMILIES in Descending Order 


| FAMILIES | FAMILIES | FAMILIES 
1/1/54 | Rank | Code 1/1/54 | Rank | Code | 1/1/54 
CITY and STATE | @D in Num-| CITY and STATE } | in Num- CITY and STATE | 
Group ber | Group ber SM 
—_ (thousands) (thousands) | 
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New York N. E. New Jersey | 


(N. Y.-N, J.) ; 
Chicago (1ll.).... 


Los Angeles (Cal.)..........| 


Duluth-Superior (Minn.-Wis.) 


Bakersfield (Cal).......... 
Brownsville-Harlingen- 
McAllen (Texas) .... 


Santa Barbara (Cal.) 
Pensacola (Fla.) 
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Cleveland (Ohio) 
Baltimore (Md.)....... 
Minneapolis-St. Paul ( Minn. 
Buffalo (N. Y. 

Cincinnati (Ohio) 

Kansas City (Mo.).. 
Houston (Texas 
Milwaukee (Wisc. 

Seattle (Wash. 

Portland (Ore. 


San Diego (Cal. 

New Orleans (La. 

Dallas (Texas) 

Denver (Colo.) 
Providence-Pawiucket ( R. 1.) 
Atlanta (Ga.) 

Miami (Fla. 

Indianapolis (Ind.) 
Louisville (Ky.) 

San Bernardino (Cal.) 


New Haven-Waterbury 
(Conn. 

Birmingham (Ala.) 

Hartford-New Britain ( (Conn.) 

Albany-Schenectady-Troy 


(N.Y 
Worcester (Mass.) 
Columbus (Ohio 
Rochester (N. Y.) 
Bridgeport-Stamford- 
Norwalk (Conn.) 


Tampa-St. Petersburg (Fa) | 


Youngstown (Ohio) 


Dayton (Ohio) 

Memphis (Tenn. 

Norfolk-Portsmouth (Va.) 

San Antonio (Texas) 

Fort Worth (Texas) 

Springfield-Holyoke (Mass. 

Akron (Ohio) ine 
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Easton (Pa.) 

Toledo (Ohio) 

Phoenix (Ariz. 


Omaha (Nebr.)... 

Fall River-New Bedford 
Mass.) 

Oklahoma City (Okla.) 

Syracuse (N. Y. 

San Jose (Cal. : 

Wilkes-Barre-Hazleton (Pa. 

Sacramento (Cal.) 

Wheeling-Steubenville- 
(W. Va.-Ohio) 

Richmond (Va 

Jacksonville (Fla.) 


Nashville (Tenn.) 
Knoxville (Tenn.) 
Grand Rapids ( Mich.) 
Wichita (Kans. 
Fresno (Cal.) 

Tacoma (Wash.) 
Harrisburg (Pa.) 
Canton (Ohio). ..... 
Utica-Rome (N. Y.) 
Charleston (W. Va.) 
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Moline (lowa-lll.) 
Chattanooga (Tenn. 
Mobile (Ala.) 
Scranton (Pa.) 
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(W. Va.-Ky.). . 
Lancaster (Pa.) 
Stockton (Cal.) 


Erie (Pa.) 
Trenton (N. J. 
South Bend (ind. 
Shreveport (La.). . 
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Little Rock-North Little 
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Corpus Christi (Texas) 
Rockford (Ill.) 
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Manchester (N. H.) . 
Austin (Texas)........ 
Saginaw (Mich.)....... 
Charleston (S.C.)... 
Lorain-Elyria (Ohio) 
Savannah (Ga.). . 


Columbus (Ga.)..... 

Eugene (Ore. 

Jamestown (N. Y.)... 
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Hampton-Newport News- 
Warwick (Va.) 

Yakima (Wash.). 
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Orlando (Fla.). . 
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Decatur (1ll.) ...... 
Jackson (Mich.) 
Waterloo (lowa) 
Salem (Ore.) 
Amarillo (Texas 
Wichita Falls (Texas) 


St. Joseph (Mo.)..... 
Williamsport (Pa.) ind 
Champaign-Urbana (Ill. ). cn 
New Castle (Pa.) 
Muncie (ind.) 
Lake Charles (La.).........! 
Biloxi-Gulfport (Miss.) .. iar 
Texarkana (Texas-Ark.) | 
Colorado Springs (Colo.) . . 
Lexington (Ky.)......... al 


Port Huron (Mich.).........| 
Mansfield (Ohio) 

Pueblo (Colo.). . . 
Paducah (Ky.).......... 
| 8 ee 
Green Bay (Wisc.)....... 
ee 
Oshkosh (Wisc.)...... 
Elkhart (Ind.) 

Lima (Ohio) . 


Durham (N. C.).. 
Danville (1l.)... 
Gadsden (Ala.) 
Ogden (Utah 

Bay City (Mich. 
Alexandria (La.) 
Cumberland (Md. 
Watertown (N. Y. 
Portsmouth (Ohio 
Danville (Va.) 


Sheboygan (Wisc.) 
Bloomington (lil. 
Hagerstown (Md.) 
Kenosha (Wisc. 
Lewiston-Auburn (Me.) 
Appleton (Wisc. 
Fayetteville (N. C.) 
Monroe-West Monroe (La. 
Las Vegas (Nev.) 
Zanesville (Ohio). 


Butte-Anaconda (Mont. 
Newark (Ohio) 
Lafayette (Ind. 

Sioux Falls (S. D.) 
Tyler (Texas 
Bellingham (Wash. 
Richmond (Ind.) 
Quincy (I1.) 

Auburn (N. Y.) 

Billings (Mont. 


Lynchburg (Va.) 
Abilene (Texas) 

La Crosse (Wisc.) 7 
San Angelo (Texas)... 
Dubuque (lowa) 

Fort Smith (Ark.) 
Wilmington (N. C.).. 
Reno (Nev.)......... 
Great Falls (Mont.) 
Hutchinsow (Kans. 
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Fargo (N. D.) 
Burlington (Vt.)... 
Laredo (Texas) 


Tulsa (Okia.) 

Salt Lake City (Utah 

Flint (Mich.) Lubbock (Texas) 

Poughkeepsie-Newburgh- 5 Joplin (Mo.)... . 
Beacon (N. Y.) Fort Lauderdale (Fia.) . 

Wilmington (Del.) Springfield (Mo.) 

Peoria (1'1.) Raleigh (N. C.) 
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GL PER FAMILY RETAIL SALES 


CAROLINAS! Come Easier in the Growing 
. J GREENSBORO 
SOUTH! . 

Metropolitan County Market 
RANKS (070 INU. S. FAMILIES! 


The Same Rank As In 1953 Survey! 


wu.s. PER FAMILY INCOME! 


A Jump of 32 Places — 97th In 1953 Survey! 


wus. RETAIL SALES! 


A Jump of 2 Places—93rd In 1953 Survey! 


jwms( Jo Joes PER FAMILY SALES! 


A Jump of | Place—8th in 1953 Survey! 
... AND Ist IN THE SOUTH IN PER FAMILY SALES! 


PER FAMILY RETAIL SALES RANK 
IN THE NATION _ IN THE CAROLINAS 


Carolinas 


U. S. 

Rank Rank 
| Amarillo, Tex. | GREENSBORO, N. C. 
2 Fargo, N. Dak. 2 Charlotte; N. C. 

3 Trenton, N. J. 3 Columbia, S. C. 

4 Lansing, Mich. 4 Durham, N. C. 

5 Bridgep.-Stamf.-Nor., Conn. 5 Raleigh, N. ,C. 

6 Atlantic City, N. J. & Greenville, S. C. 

7 GREENSBORO, N. C. 7 Asheville, N. C. 

8 Lubbock, Tex. 8 Charleston, S. C. 

9 Dallas, Tex. 9 Winston-Salem, N. C. 


All Figures from Sales Management Survey of Buying Power, May 10, 1954 


OVER 100,000 . Greensboro 


CIRCULATION DAILY! 


OVER 400,000 News and Record 


GREENSBORO, NORTH CAROLINA 


R z A D E R S D A | L y! Represented Nationally by Jann & Kelley, Inc. 


MAY 10, 1954 


Dollar Volume Ranking of Metropolitan County Areas 


CITY and STATE 


(N. Y.-N. J.) 
Chicago (ill... .. 
Los Angeles (Cal.) 
Philadelphia (Pa.) 
Detroit (Mich.) . 
Boston (Mass.) 
San Francisco-Oakiand (Cal.) 
Pittsburgh, Pa. | 
Cleveland (Ohio) 
St. Louis (Mo.) 


Washington (D. C.). 
Baltimore (Md.).... 
Minneapolis-St. Paul (Minn.) 
Buffalo (N. Y. 

Kansas City (Mo.) 
Milwaukee (Wisc. ) 

Houston (Texas) 

Cincinnati (Ohio) 

Dallas (Texas) 

Portland (Ore.) 


Seattle (Wash.) 

Atlanta (Ga.)... 

Miami (Fia.) 

Indianapolis (Ind.) 

Denver (Colo.) 
Hartford-New Britain (Conn.) 


Providence-Pawtucket (R. 1.) 


New Haven-Waterbury 
(Conn.) ‘ 
Albany-Schenectady-Troy 
(N. Y.) 
Louisville (Ky.) 
Rochester (N. Y.) 
Columbus (Ohio) 
Youngstown (Ohio) 
Dayton (Ohio)... 
Birmingham (Ala.) 
Memphis (Tenn.) 
San Bernardino (Cal.) 


Worcester (Mass.) 

Fort Worth (Texas) 

Toledo (Ohio) 

San Antonio (Texas) | 

Tampa-St. Petersburg (Fla.) 

Springfield-Holyoke (Mass.) 

Akron (Ohio) . . 

Allentown-Bethlehem- 
Easton (Pa.) 

Norfolk-Portsmouth (Va.) 

Phoenix (Ariz. 


Omaha (Nebr.) 

Syracuse (N. Y. 

Oklahoma City (Okla. 

San Jose (Cal. 

Richmond (Va. 

Grand Rapids (Mich. 

Flint (Mich.) 

Poughkeepsie-Newburgh- 
Beacon (N. Y. 

Fall River-New Bedford 
(Mass.) 

Sacramento (Cal. 


Jacksonville (Fla.) 

Fresno (Cal.) 

Nashville (Tenn.) 
Wilmington (Del.) 
Wilkes-Barre-Hazieton (Pa.) 
Canton (Ohio) | 
Salt Lake City (Utah) 
Wichita (Kans.) 

Harrisburg (Pa.) 

Tulsa (Okla.)...... 


Trenton ‘N. J.).... 
Des Moines (lowa) 
Knoxville (Tenn.). .. 
Utica-Rome (N. Y.) 
Davenport-Rock Istand- 
Moline (lowa-ill.) 
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Code 
Num- 


CITY and STATE 


Wheeling-Steubenville 
(W. Va.-Ohio) 

South Bend (ind. 

Erie (Pa.).. 

Reading (Pa.)..... 

Peoria (Ill.) 


Charleston (W. Va.) 
Bakersfield (Cal.) 
Spokane (Wash.) 
Duluth-Superior 
(Minn.-Wisc.). .. . . 
Tacoma (Wash.).... 
Chattanooga (Tenn.) 
Lansing (Mich.).. 
Lancaster (Pa.).... 
Fort Wayne (Ind.) 
Beaumont-Port Arthur (Tex.) 


Greensboro-High Point(N.C.) 
Stockton (Cal.)........ 
Charlotte (N. C.) 
Brownsville-Harlingen- 
McAllen (Texas) . 
Johnstown (Pa.).... 
Shreveport (La.)... . 
York (Pa.) ; 
El Paso (Texas)... 
Scranton (Pa.). . 
Rockford (1ll.).... 


Little Rock- 

North Little Rock (Ark.). 
Mobile (Ala.)........ 
Binghamton (N. Y.) 
Madison (Wisc. 

Atlantic City (N. J. 
Corpus Christi (Texas) 
Tucson (Ariz.).......... 
Portland (Me.) 
Huntington-Ashland 

(W. Va.-Ky.) 
Evansville (Ind.) 


Brockton (Mass.) 
Albuquerque (N. M.) 
Saginaw (Mich.) 
Hamilton-Middletown (Ohio 
Austin (Texas) 

West Paim Beach (Fla.) 
New London-Norwich (Conn. 
Springfield (1ll.) 
Lorain-Elyria (Ohio) 

Baton Rouge (La.) 


Lubbock (Texas 
Columbia (S. C. 
Manchester (N. H. 
Greenville (S. C.) 
Jamestown (N. Y. 
Amarillo (Texas) 
Kalamazoo (Mich. 
Savannah (Ga. 
Battle Creek (Mich. 
Augusta (Ga.) 


Roanoke (Va. 
Muskegon (Mich.) 
Orlando (Fla. 
Ann Arbor (Mich. 
Waco (Texas) 
Hampton-Newport News- 
Warwick (Va. 
Yakima (Wash. 
Cedar Rapids (iowa) 
Boise (Ida.) 
Jackson (Miss. 


Lincoin (Nebr.) 

Fort Lauderdale (Fla.) 
Eugene (Ore.) 
Jackson (Mich.) 
Galveston (Texas) 
Pittsfield (Mass. ) 
Racine (Wisc.) 

Sioux City (lowa). ... 
Santa Barbara (Cal.) 
Charleston (S. C.) 


Raleigh (N. C.) 
Montgomery (Ala.) 
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167,493 


167,374 
165,319 
161,102 
161,000 
160,545 


160,242 
158 ,469 
158 436 
157,944 
156 ,492 


143,788 
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Code 
Num- CITY and STATE 


Lexington (Ky.)........... 
Spartanburg (S. C.) 
| ee 
Columbus (Ga.) 

Altoona (Pa.)............ 
Springfield (Ohio) 

Salem (Ore.) 

Wichita Falls (Texas) 


Waterloo (lowa) ; 
Winston-Salem (N.C.).... 
Champaign-Urbana (Ill.) . 
Terre Haute (Ind.).... 
Everett (Wash.) 

Green Bay (Wisc.). . 
Topeka (Kans.). . 

Bangor (Me.) 

Elmira (N. Y.) 

Macon (Ga.) 118,715 
Durham (N. C.) 
Asheville (N. C.) 
Mansfield (Ohio) 
Oshkosh (Wisc.). . 
Anderson (Ind.). . 
Pensacola (Fla.) 
Elkhart (ind.) 
Springfield (Mo.) 
Lima (Ohio) 
Bloomington (Ill. 


117,968 
116,440 
116,368 
116,160 
116,028 
115,551 
115,445 
114,375 
112,464 
111,384 


Port Huron (Mich.) 
Bay City (Mich.) 
New Castle (Pa.) 
Williamspori (Pa.) 
Watertown (N. Y.) 
Pueblo (Colo.) 
Danville (ill.) 
Ogden (Utah) 

Lake Charles (La.) 
Joplin (Mo.) 


111,150 
110,990 
109,512 
108,718 
106,701 
106 ,057 
105, 181 
104,440 
104,309 
103,528 


Kenosha (Wisc.) 
Monroe-West Monroe (La.) | 
Appleton (Wisc.) 
Lewiston-Auburn (Me.) 
Colorado Springs (Colo.) 
Muncie (Ind.) 

Sheboygan ( Wisc.) 

St. Joseph (Mo.) 

Sioux Falls (S. D.) 

Danville (Va.) 


103,152 
102,827 
100,757 


Reno (Nev.) 

La Crosse (Wisc.) 
Dubuque (lowa) 
Fargo (N. D.) 
Abilene (Texas) 
Lynchburg (Va.) 
Richmond (ind.) 
Fayetteville (N. C.) 
Lafayette (ind.) 
Portsmouth (Ohio). . 


Billings (Mont.) 

Tyler (Texas) 
Texarkana (Texas-Ark.) 
Fort Smith (Ark.) . 

Las Vegas (Nev.) 
Alexandria (La.). 
Paducah (Ky.) 
Bellingham (Wash.) 
Gadsden (Ala.) 
Hagerstown (Md.) 


Cumberland (Md.) 

Auburn (N. Y.).. 

San Angelo (Texas) 
Wilmington (N. C.) 

Newark (Ohio) 

Burlington (Vt.) 
Biloxi-Gulfport (Miss.)... 
Great Falls (Mont.).. 
Hutchinson (Kans.)........ 
Zanesville (Ohio). . 

Quincy (11.) van 
Butte-Anaconda (Mont.). . . 
Laredo (Texas). . 


Total Above Metropolitan Areas. 
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RETAIL SALES 


Come Easier in the Growing 


GREENSBORO 
Metropolitan County Market 


OTHER METROPOLITAN 
COUNTY AREAS! 


Families 1/1/54 

an (000) 
107 55.5 
90 69.6 
80 78.9 
94 66.9 
96 64.2 
87 72.3 
97 64.0 
86 72.9 
88 72.0 
98 62.0 


Families 1/1/54 


Rank (000) 
107 55.5 
101 59.0 
138 42.0 
114 49.6 
118 48.0 
155 36.3 
131 44.0 
191 28.6 
163 35.0 


S605. 


READER 


MAY 10, 1954 


1953 Total 1953 *1953 
Total Retail Retail Over 1952 Over 1948 
Metropolitan Sales Sales Gain Gain 
County Area (000) Rank (000) (000) 
GREENSBORO, N. C. $263,304 91 $19,477 $85,856 
Stockton, Calif. 262,839 92 4,930 60,597 
Johnstown, Pa. 252,771 95 12,712 42,442 
Shreveport, La. 252,472 96 30,069 82,183 
York, Pa. 251,024 97 34,593 78,249 
Scranton, Pa. 239,168 99 6,351 33,900, 
Little Rock, Ark. 229,850 lol 13,011 55,104 
Mobile, Ala. 223,288 102 18,606 63.497 
Huntington-Ashland, W. Va. 207,919 109 — 3,888 33,066 
Brockton, Mass. 198,801 itt — 4,050 83,638 
.... and 6 Other Larger Metropolitan County Area Markets, including Binghamton, N. Y. and Baton Rouge, La. 
: ’ METROPOLITAN 
in the CAROLINAS’ county mankets: 
1953 *1953 
Total Retail Retail Over 1952 Over 1948 
Metropolitan Sales Sales Gain Gain 
County Area (000) Rank (000) (000) 
GREENSBORO, N. C. $263,304 9I $19,477 $85,856 
Charlotte, N. C. 261,722 93 17,072 77,758 
Columbia, S. C. 179,064 122 13,308 58,618 
Greenville, S. C. 176,384 124 6,807 40,557 
Charleston, S. C. 147,084 150 2,912 33,876 
Raleigh, N. C. 144,820 151 3,250 40,722 
Winston-Salem, N. C. 128,940 162 6,101 31,937 
Durham, N. C. 117,968 171 2,647 27,843 
Asheville, N. C. 116,440 172 2,613 24,641 


E 
745,000 RETAIL SALES fran taaie anca 
*U. S. Bureau Census Figures 1948. Ali other figures Sales Management Survey of Buying Power 1954 and 1953. 


over 100,000 


CIRCULATION DAILY! 


\ le re Wo 
OVER 400,000 News and Record 


Greensboro 


GREENSBORO, NORTH CAROLINA 
S D A | L y! Represented Nationally by Jann & Kelley, Inc. 
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Dollar Volume Ranking of Metropolitan County Areas 


GD Estimates, 1953, for FOOD STORE SALES in Descending Order 


Code | 
CITY and STATE Num-| 
r | 


CITY and STATE CITY and STATE 


i 


Charleston (W. Va.) 
Peoria (Iil.). 
Reading (Pa.) 
Tacoma (Wash.).. . 


Boise (Idaho) 

Decatur (1i1.) . 

Amarillo (Texas)... . 
Macon (Ga.).. 

Pensacola (Fla.). se tae 
Lewiston-Auburn (Me.). ny 


we 
2 


New York-N. E. New Jersey 
(N. Y.-N. JL)... 

Chicago (1i1.).. . 

Los Angeles (Cal.) 

Philadelphia (Pa.) 

Detroit (Mich.) . 

Boston (Mass. ) 

San Fransicso-Oakland (Cal. 

Pittsburgh (Pa.) | 

Cleveland (Ohio) 

St. Louis (Mo.) . 


Pry 


o 
= 
nN 


Johnstown (Pa.) 
Scranton (Pa.) , 
Davenport-Rock Island- 
Moline (lowa-tll.) . . 
Lansing (Mich.) 
Wichita (Kans.)...... 
Chattanooga (Tenn.) 
South Bend (Ind.).. 
Des Moines (lowa) 
POD osc chs ec copexses 
Portland (Me.)........ 


#8 8 


g 


Sioux City (lowa) 
Lexington (Ky.)....... 
Kenosha (Wisc.). . . : 
Winston-Salem (N. C.) 


o@woanoqaewn 


— 
#5 


Washington (D. C.) 
Baltimore (Md.) 

Buffalo (N. Y.)...... | 
Minneapolis-St. Paul (Minn.) 


Cedar Rapids (lowa) * es 


Beaumont-Port Arthur wen ) 

Stockton (Cal.) 

Brockton (Mass.) ; 

Brownsville-Harlingen- 
McAllen (Texas)... 

Mobile (Ala.) . . 

Spokane (Wash.)... 

Fort Wayne (Iind.) 

Lancaster (Pa.)... 

Rockford (Ill.)...... 


Raleigh (N.C.). . 
Elmira (N. Y.). 

Salem (Ore.)... . 
Green Bay (Wise. +, 
Topeka (Kans.). . . 
Lincoln (Nebr.). . . 
Lima (Ohio) .. 

Elkhart (ind)... . 
Champaign-Urbana (\il.) 


88 3888 


Kansas City (Mo.) 
Bridgeport-Stamford- 

Norwalk (Conn.)... ‘ 
Portland (Ore.). . : 216,197 


@ 
8 
s 
yao 
=a 
2s8 


#853 


Ze 


Seattle (Wash.) .. | 211,898 
New ee 
(Conn.). ; 197,094 


o 
= 
= 


BERRRRISRS BSSSSSSSSS8 BSSssss 


3 
z 


Dallas ( Texas). 


Providence-Pawtucket (R. |.) 
Hartford-New Britain (Conn.)| 


San Diego (Cal.) 
Miami (Fla.) 
Indianapolis (Ind.) 
Youngstown (Ohio). . 
New Orleans (La.) 


Denver (Colo.) ‘v 
Worcester (Mass.)..... 
Atlanta (Ga.) 
ee Troy 
 - ae 
Louisville (Ky. ). 
Rochester (N. Y.) 
San Bernardino (Cal.) 
Dayton (Ohio).......... 
Birmingham (Ala.) 
Columbus (Ohio) 


Springfield-Holyoke (Mass.) 

Akron (Ohio) a 

Allentown-Bethlehem- 
Easton (Pa.) 

Toledo (Ohio) 

San Antonio (Texas) 

Norfolk-Portsmouth (Va.) 

Fall River-New Bedford 
(Mass.). ... 

Memphis (Tenn.) 


Poug' gh- 
Beacon (N. Y.) 


| 
Tampa-St. Petersburg (Fla.) | 


Fort Worth (Texas) 
Syracuse (N. Y.) 

Phoenix (Ariz.) ‘ 
Wilkes-Barre-Hazieton (Pa.) 
San Jose (Cal.) 

Flint (Mich.) rr 
Grand Rapids (Mich.)... . 
Omaha (Nebr.). . 
Jacksonville (Fia.)... 


Sacramento (Cal.)..... me 


Canton (Ohio).......... 
Wheeling-Steubenville 
(W. Va.-Ohio) 
Richmond (Va.) 
Utica-Rome (N. Y.) 
Fresno (Cal.) , 
Wilmington (Del.).. . 
Trenton (N. J.) ‘ah 
Oklahoma City (Okla.) 
Nashville (Tenn.). . 
Harrisburg (Pa.). . 


— (Tenn.)..... , 
Erie (Pa.). awh 
Salt Lake City (Utah) : 


195,676 
195,575 
195 ,082 
183 ,855 
174,020 
173,881 
169, 505 
168,899 


168 ,662 


168,370 
166,575 


120, 767 


116,376 
114,467 


114,210 
113 ,287 


107,514 


82 S8BeeRne5 


. 
a 
_ 
nN 


Manchester (N. H.) 


New London-Norwich (Conn. 
Shreveport (La.)... . 
Binghamton (N. Y.) 

Atlantic City (N. J.) .. 

El Paso (Texas) 


Hamilton-Middletown (Ohio); 


Lorain-Elyria (Ohio) 
Huntington-Ashland 

(W. Va.-Ky.) 
Greensboro-High Point (N.C.) 
Saginaw (Mich.) . a 


Charlotte (N.C.).......... 
Tucson (Ariz.)........ ‘ 
Muskegon (Mich.)....... 
Corpus Christi (Texas)... 
Jamestown (N. Y.)..... 
Evansville (ind.) 
Little Rock-North 

Little Rock (Ark.) 
Battle Creek (Mich.) 
Madison (Wisc. ) 
Savannah (Ga.) 


Altoona (Pa.). . als 
Albuquerque (N. M.) 
Ann Arbor (Mich.) 
Pittsfield (Mass. ) 
Kalamazoo (Mich ) 
Hampton-Newport News- 
Warwick (Va.) . 
West Palm Beach (Fla.) 
Austin (Texas)... ... 
Augusta (Ga.) 
Charleston (S. C.) 


Roanoke (Va.) 
Springfield (1l.).. 
Racine (Wisc.). ... 
Greenville (S. C.) 
Jackson (Mich.) 
Yakima (Wash.) 
Orlando (Fla.) 
Eugene (Ore.). 
Baton Rouge (La) 
Waco (Texas) 


Galveston (Texas) 
Fort Lauderdale (Fla.) . 
Columbia (S. C.).... 


SLRSSIE 


43, 741 


43,219 
42,436 


SSSSSSS SSsses SS555= =5 
—wor a ow \ — > _ - 
22823223 23828823 S8223 28 


+ 


Mansfield (Ohio) 

Waterloo (iowa)... 
Cumberland (Md.) 

Wichita Falls (Texas) 
Asheville (N.C.)...... 
Pueblo (Colo.)........ 
Watertown (N. Y.)........ 
Lake Charles (La.) . 
Danville (ill.)............. 
Ogden (Utah)... . 
Portsmouth (Ohio). 


La Crosse (Wisc.).... 
Hagerstown (Md.). 

Joplin (Mo.)........ 
Durham (N. C.).. 
Bloomington (Ill.) . . 

Muncie (ind.).. 

Colorado Springs ‘Colo.). . 
Gadsden (Ala.).. 

St. Joseph (Mo.). . eens’ 
Danville (Va.)............. 
Appleton (Wisc... . 
Texarkana (Texas-Ark.) 
Sheboygan (Wisc.)........ 
Burlington (Vt.)......... 
Springfield (Mo.).. . 
Biloxi-Gulfport (Miss.) . 
Butte-Anaconda (Mont.). . 
Alexandria (La.)........... 
Lafayette (ind.)..... 
Newark (Ohio)....... 


Auburn (N. Y.)..... 
Richmond (ind.).. . 
Fayetteville (N. C.) 
Dubuque (lowa) 
Wilmington (N. C.) 
Lynchburg (Va.) 

Las Vegas (Nev.) . 
Bellingham (Wash.). . 
Paducah (Ky.). 
Monroe-West Monroe (La.) 


Tyler (Texas)...... 
Zanesville (Ohio). 
Abilene (Texas). . 

Sioux Falls (S. D.). . 
Quincy (1.)........... 
Reno (Nev.)........ 
Billings (Mont.) 

San Angelo (Texas)..... 
Great Falls (Mont.)..... 
Hutchinson (Kans.).... 


Fort Smith (Ark.)...... 


Fargo (N. D.)........ 


SESSRESRSE 


Lad 
— 
oO 


888 SSSSSRSSR 


oer Wis.) Total Above Metropolitan Areas... 28,835,619 
Bakersfield (Cal.) . . er 


Tulsa (Okla.). | 


38 
BARINYA sss2zgarse 


Port Huron (Mich.)...... | 
Oshkosh (Wise.) 
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FOOD STORE SALES 


|st 


ee 6TH E 


CAROLINAS! 
16 


pe 6THE 


SOUTH! 


Metropolitan 
County Area 


GREENSBORO, N. C. 


Charlotte, N. C. 
Tucson, Ariz. 
Little Rock, Ark. 
Augusta, Ga. 
Baton Rouge, La. 


in the CAROLINAS’ 


Metropolitan 
County Area 


GREENSBORO, N. C. 


Charlotte, N. C. 
Charleston, S. C. 
Greenville, S. C. 
Columbia, S. C. 


Winston-Salem, N. C. 


Raleigh, N. C. 
Asheville, N. C. 
Durham, N. C. 


$132, 919,000 FOOD SALES 


*U. S. Bur s Figures 1948. All other figure 


vex 100,000 


CIRCULATION DAILY! 


over 400,000 


READERS DAILY! 


MAY 10, 1954 


1953 
Food Store 
Sales 
(000) 


$50,190 
49,296 
48,578 
43,219 
39,180 
35,385 


1953 
Food Store 
Sales 
{000) 


$50,190 
49,296 
38,313 
37,269 
32,970 
27,132 
26,551 
24,225 
21,744 


s Sales Management Survey of Bu 


Greensboro 
News and Record 
GREENSBORO, NORTH CAROLINA 


Come Easier in the Growing 


GREENSBORO 


Metropolitan County Market 


OTHER METROPOLITAN 
COUNTY AREAS! 


1953 
Over 1952 


*1953 
Over 1948 
Gain 
(000) 


$16,429 
14,708 
17,039 
10,259 
14,482 
9,430 


Food Store 
Sales ain 
(000) 
$2,330 
1,906 
3,193 
1,262 

— 425 
1,659 


METROPOLITAN 
COUNTY MARKETS! 


1953 
Over 1952 
Gain 
(000) 


$2,330 
1,906 
— 373 
298 
1,573 
517 
— 309 
— 282 4,928 
— 253 4,904 


IN GREENSBORO ABC 
RETAIL TRADING AREA! 


uying Power 1954 and 1953. 


*1953 
Over 1948 
Gain 
(000) 


$16,429 
14,708 
8,385 
7,616 
11,003 
6,790 
7,400 


Food Store 
Sales 


Represented by Jann & Kelley, Inc. 


Dollar Volume Ranking of Metropolitan County Areas 


Estimates, 1953, for GEN’L. ~ MOSE. STORE SALES in pescenting Oe Onder 


Philadelphia (Pa. 

Detroit (Mich.) 

Boston (Mass. ) 

Pittsburgh (Pa.) 

San Francisco-Oakland (Cal. 
Minneapolis-St. Paul (Minn. 
Cleveland (Ohio) 


St. Louis (Mo.) 
Kansas City (Mo. 
Baltimore (Md.) 
Washington (D. C.) 
Dallas (Texas) 
Atlanta (Ga.) 
Milwaukee (Wisc. 
Buffalo (N. Y.) 
Portland (Ore.) 
Seattie (Wash.) 


Cincinnati (Ohio 
Denver (Colo.) 
Memphis (Tenn. ) 
Fort Worth (Texas 
Houston (Texas) 
Indianapolis (Ind.) 
New Orleans (La.) 
Albany-Schenectady-Troy 
(N. Y.) 
Columbus (Ohio) 
Birmingham (Ala.) 


Hartford-New Britain (Conn. 
Dayton (Ohio) 

Rochester (N. Y.) 

Akron (Ohio)... .. 
Tampa-St. Petersburg (Fla.) 


Toledo (Ohio) 

San Antonio (Texas) 
Miami (Fia.) ‘5 
Louisville (Ky.) 
Richmond (Va.) 


Youngstown (Ohio) 


Providence-Pawtucket (R. 1.) | 


San Diego (Cal.)... 


Greensboro-High Point (N.C.)| 


Salt Lake City (Utah) 
Oklahoma City (Okla.) 
Omaha (Nebr.) 
Syracuse (N. Y.)..... 
Allentown-Bethiehem- 
Easton (Pa.).. 
Bridgeport-Stamford- 
Norwalk (Conn.) 


Grand Rapids (Mich.) . 
Charleston (W. Va.) 
Phoenix (Ariz.) 

San Jose (Cal.) 

Nashville (Tenn.) 

Des Moines (lowa) 
Knoxville (Tenn.) i 
Norfolk-Portsmouth (Va. ). 
Springfield-Holyoke (Mass. ) 
San Bernardino (Cal.) 


Worcester (Mass. ) 

New  cathenpesaeid 
(Conn.). . Pebtave 

= (Okla. 3 +F 

ilkes-Barre-Hazieton (Pa.). 

aes (Wash.) 

Johnstown (Pa. 

Fort Wayne (ind.) 

Jacksonville (Fla.) 

Peoria (il.).. 

Davenport-Rock Island- 
Moline (lowa-ili.) 


Wilmington (Del.} 
Wichita (Kans.) 
Little Rock-North Little 


147, 1£9 
144,289 
139,652 
137 ,607 
136 ,887 
134 408 
119,453 


§333 


RSSS SHISSSSSSi 
833 


51,011 
50,350 


50,220 
49,752 


Sess 
£88 


ry 
so 


#azd 82 3S SSLSRLaR 


Code 
Num- 
ber 


CITY AND STATE 


El Paso (Texas) 
Charlotte (N. C.) 
Canton (Ohio) “een 
Chattanooga (Tenn.)....... 


Flint (Mich.) 
Trenton (N. J.). oe 
Wheeling-Steubenville 
(W. Va.-Ohio) 
Erie (Pa.) 
Duluth-Superior (Minn. -Wis. 
Lansing (Mich.) 
Beaumort-PortArthur (Texas 
Binghamton (N. Y.) 
Poughkeepsie-Newburgh- 
Beacon (N. Y. 
Tacoma (Wash.) 


Lincoln (Nebr. 

Fresno (Cal.) 

Fall River-New Bedford 
(Mass.) 

Reading (Pa. 

Tueson (Ariz.) 

Bakersfield (Cal.) 

Jackson (Miss.) 

Brownsville-Harlingen- 
McAllen (Texas) . 

Mobile (Ala. ce 

Utica-Rome (N. Y.) 


Lancaster (Pa.).._. 
Scranton (Pa.) 
Baton Rouge (La.) 
Huntington-Ashland 
(W. Va.-Ky.)... 
Rockford (I1.) 
Shreveport (La.) 
York (Pa.) ‘ 
Evansville (ind.) 
Lubbock (Texas) 
Sioux City (lowa 


Augusta (Ga.) 
Madison (Wisc. 
Greenville (S. C. 
Corpus Christi (Texas) 
Boise (Idaho) 

Terre Haute (ind.) 
Waco (Texas) 
Stockton (Cal.) 
Orlando (Fla.) 
Springfield (111. 


Austin (Texas) 
Saginaw (Mich.) 
Portland (Me.) 
Columbia (S. C.) 
Decatur (Ili.) 
Muskegon (Mich.) 
Savannah (Ga.) 
Cedar Rapids (lowa) 
Albuquerque (N. M. 
Asheville (N. C.). 


Roanoke (Va.) 

Raleigh (N.C.)... 

Winston-Salem (N. C.) 

Lexington (Ky.) 

Eugene (Ore.) ; 

Montgomery (Ala.). . 

Spartanburg (S. C.) > 

Hampton-Newport News- 
Warwick (Va.) 

Green Bay (Wisc.) 

Durham (N. C.) 


Danville (Va.).. 

Pueblo (Colo.) . 
Sheboygan (Wisc.)........ 
Yakima (Wash.) 

Waterloo (lowa 

Dubuque (lowa) we 
Altoona (Pa.).............. 
Jackson (Mich.) 

Mansfield (Ohio) 
Columbus (Ga.) 

Lynchburg (Va.) 

Battle Creek (Mich.) 
Macon (Ga.) 


| GENERAL 


MDSE. 
STORE 
SALES 
(add 000 


37, 14 
36,855 
36,733 
32,953 


32,844 


23,337 


23, 187 
22,237 
22,236 
21,828 
21,648 
21,030 
19,632 
19,448 


Rank 
in 
Group 


CITY AND STATE 


Topeka (Kans.) 

Salem (Ore.) has 
Jamestown (N. Y.) 
Galveston (Texas 
Kalamazoo (Mich.). . 
Champaign-Urbana (III. 
Lima (Ohio) 


Lorain-Elyria (Ohio) 
Hamilton-Middietown (Ohio 
Alexandria (La.) 

Danville (1ll.) 

Springfield (Mo.) 
Springfield (Ohio) 

Everett (Wash.) 

Charleston (S. C.) 
Fayetteville (N. C.) 

Bangor (Me. 


West Palm Beach (Fla. 
Anderson (ind.) 

Bay City (Mich.) 
Sioux Falls (S. D.) 
Pittsfield (Mass.) 
Wichita Falls (Texas 
Abilene (Texas) 

La Crosse (Wisc.) 

Fort Smith (Ark.) 
Lake Charles (La.) 


Fargo (N. D.) 
Manchester (N. H.) 
Brockton (Mass. ) 
Amarillo (Texas) 
Bloomington (IIl.) 
Williamsport (Pa.) 
Joplin (Mo.) 
Watertown (N. Y.) 
Atlantic City (N. J.) 
Muncie (ind.) 


Monroe-West Monroe (La.) 
Appleton (Wisc.) 

Pensacola (Fla.) 

Elmira (N. Y.) 

Paducah (Ky.) . 

Portsmouth (Ohio) 

Ann Arbor (Mich.) 
Hutchinson (Kans.) 

San Angelo (Texas) 

Racine (Wisc.) 


Lewiston-Auburn (Me.) 
Great Falls (Mont.) 

St. Joseph (Mo.) 

New London-Norwich (Conn.) 
New Castle (Pa.) 

Tyler (Texas) 

Reno (Nev.) 

Gadsden (Ala.) 

Fort Lauderdale (Fla.) 
Lafayette (Ind.) 


Texarkana (Texas-Ark.).... 
Port Huron (Mich.)........ 
Ogden (Utah) 

Colorado Springs (Colo. 
Cumberland (Md. 

Elkhart (Ind.) 

Quincy (Hl.).. 

Bellingham (Wash.) 
Oshkosh (Wisc.) 

Richmond (Ind.) 


Burlington (Vt.) 

Las Vegas (Nev.) 
Hagerstown (Md.) 
Laredo (Texas). . 
Wilmington (N. C.) 
Santa Barbara (Cal.) 
Butte-Anaconda (Mont.) 
Billings (Mont.). . 
Kenosha (Wisc.). .. 
Zanesville (Ohio) 
Biloxi- Gulfport (Miss. 
Newark (Ohio). . 
Auburn (N. Y.) 


12,376 


12,027 
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Ww 
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oO 
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Total Above Metropolitan Areas 


14,796 ,838 
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SALES MANAGEMENT 


GENT. MDSE. STORE SALES 


am Come Easier in the Growing 


IN THE 


S|. GREENSBORO 


Metropolitan County Market 


OTHER METROPOLITAN 
COUNTY AREAS! 


1953 1953 *1953 

Families Gen'l Mdse. Gen‘, Mdse. Over 1952 Over 1948 
Families 1/1/54 Metropolitan Store Sales Store Sales Gain Gain 
(000) County Area {000) (000) (000) 
55.5 GREENSBORO, N. C. $62,561 $3,537 $13,575 
88.4 Salt Lake City, Utah 59,278 3,855 9,236 
117.4 Oklahoma City, Okla. 59,262 1,139 8,601 
120.3 Omaha, Neb. 52,318 —2,090 4,794 
110.8 Syracuse, N. Y. 51,357 — 769 3,347 
132.2 Allentown-Bethlehem, Pa. 51,011 2,993 6,425 
121.2 Phoenix, Ariz. 48,832 4,038 12,328 
178.7 San Bernardino, Calif. 45,224 4,137 — 3,192 
165.9 Worcester, Mass. 45,004 —3,452 16,644 
171.6 New Haven-Waterbury, Conn. 44,744 3,314 8,547 


and 54 Other Larger Metropolitan County Area Markets including Des Moines, lowa, Norfolk, Va., and Jacksonville, Fla. 


in the CAROLINAS?’ county MARKETS! 


Families Gen'l Mdse. Gen'l Mdse. Over 1952 Over 1948 
Families 1/1/54 Metropolitan Store Sales Store Sales Gain Gain 


Rank County Area (000) Rank (000) (000) 
107 i GREENSBORO,N.C. $62,561 $ 3,537 $13,575 
101 : Charlotte, N. C. 36,855 1,753 6,689 
114 y Greenville, S. C. 22,236 — 14,735 1,193 
138 F Columbia, S. C. 18,550 —12,847 4,391 
163 . Asheville, N. C. 17,599 —148 1,099 
155 : Raleigh, N. C. 17,444 — 146 2,744 
131 y Winston-Salem, N. C. 17,407 496 2,274 
191 y Durham, N. C. 16,045 —135 1,565 
118 ' Charleston, S. C. 12,719 —25,967 1,510 


$92,891,000 GEN. MDSE. SALES Wy. GREENSBORO ABC 


*U. S. Bureau Census Figures 1948. All other figures Sales Management Survey of Buying Power 1954 and 1953. 


over J 0 0, 0 0 0 Greensboro 


CIRCULATION DAILY! | Niwie aud Mecoid 
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MAY 10, 1954 


Dollar Volume Ranking of Metropolitan County Areas 


Estimates, 1953, bead FURN.-HOUSE.-RADIO STORE SALES, in Descending Order 


CITY and STATE 


New York-N. E. New Jersey 
(N. Y.-N. J.) 
Los Angeles (Cal.) 
Chicago (Il.). . . 
Philadelphia (Pa.) | 
San Francisco-Oakland (Cal.)| 
Detroit (Mich.). . . 
Boston (Mass.) 
(Pa.) 
St. Louis (Mo.) 
Cleveland (Ohio) 


Washington (D. C.) 

Houston (Texas)... 
Baltimore (Md.) 
Minneapolis-St. Paul (Minn.)| 
Buffalo (N. Y.)... 
Milwaukee (Wisc.) 

Kansas City (Mo.) 

Miami (Fia.). . 

Dallas (Texas) 

Cincinnati (Ohio) 


San Diego (Cal.) . 


New Haven-Waterbury 
(Conn.) ae | 
Hartford-New Britain (Conn.)| 
Denver (Colo.) : 
Providence-Pawtucket (R. 1.) 


Atlanta (Ga.) . 


Allentown-Bethlehem- 
Easton (Pa.).. 
Louisville (Ky.) . 
Birmingham (Ala.) 
Columbus (Ohio). 
Youngstown (Ohio). . 
Phoenix (Ariz.).... 
Worcester (Mass.). . . 


yoke (Mass. ) 
San Bernardino (Cal.). . | 
Toledo (Ohio).............. 
Tampa-St. Petersburg (Fla.). 
Sacramento (Cal.). . 
Norfolk-Portsmouth (Va.). 
Dayton (Ohio) . 
Omaha (Nebr.) 
San Antonio (Texas) 
Memphis (Tenn.) 


San Jose (Cal.). . 

Richmond (Va.) 

Oklahoma City (Okia.) 

Fall River-New Bedford 
(Mass.) ... 

Wilmington (Dei.) 

Salt Lake City (Utah) 

Fort Worth (Texas) te 

Wilkes-Barre-Hazieton ( Pa.). 

Akron (Ohio) . 

Knoxville (Tenn.) 


Canton (Ohio)... .. 
Grand — (Mich. Jen cee 


Beaumont-Port Arthur (Tex.) 


Peuena 
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| Rank 
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Code 


Num-| 


CITY and STATE | 


Stockton (Cal.) 

Utica-Rome (N. Y.).. 
Greensboro-High Point (N.C. y 
Peoria (ill.).... } 
Bakersfield (Cal.). . . | 


Fort Wayne (ind.) 
Lancaster (Pa.) ; 
Shreveport (La.)..... 
Rockford (1ll.)..... 
Davenport-Rock Island- 
Moline (lowa-lll.) . . 
Tucson (Ariz.) 
Charlotte (N.C.).... 
Browneville-Harlingen- 
McAllen (Texas) . 
Johnstown (Pa.).... 
Duluth-Superior(Minn.-Wis.) 


Corpus Christi (Texas) 
Roanoke (Va.)... 
Binghamton (N. Y.) 
Spokane (Wash.).. 
Manchester (N. H.) 
West Palm Beach (Fla.) 
Evansville (Ind.). .. 
Greenville (S. C.) 
Huntington-Ashiand 

(W. Va.-Ky.). . . 
Mobile (Ala.) 


Baton Rouge (La.) 
Portland (Me.).. 
Hamilton-Middletown ‘Onio) 
Lansing (Mich.). . 
Little Rock-North Little 
Rock (Ark.)........ 
Fort Lauderdale (Fla.) 
Amarillo (Texas)... . 
Columbia (S. C.) 
Atlantic City (N. J.). 
Galveston (Texas) 


Savannah (Ga.) 
Altoona (Pa.).... 
Kalamazoo (Mich.) 
Austin (Texas)... ... 
Springfield (11.) : 
Cedar Rapids (lowa) 
Hampton-Newport News- 
Warwick (Va.).. 
Lubbock (Texas) | 
Lorain-Elyria (Ohio) 
Orlando (Fla.) 


New London-Norwich (Conn. )| 
Charleston (S. C.). | 
Jackson (Miss.).. . 
Brockton (Mass. ) 

Columbus (Ga.) 
Eugene (Ore.).. . . 

Waco (Texas). . | 
Raleigh (N. C.). Z 
Santa Barbara (Cal. ) 
Waterloo (lowa).. 


Madison (Wisc.). . . 


Jamestown (N. Y.) 


"ea H- R 
STORE 
SALES 
(add 000) 


12,231 


11,938 
11,716 


11,550 
11,445 
11,220 
11,121 
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See £882 


Decatur (1ll.)....... 


Ann Arbor (Mich.). . . 
Bay City (Mich.)..... 
Wichita Falls (Texas). 
Springfield (Ohio)... . . 
Lexington (Ky.)....... 
3 4's ‘ 
Springfield (Mo.)..... 


Jackson (Mich.) 

Terre Haute (ind.).... 
Muncie (ind.).... . 
Asheville (N.C.)... 
Mansfield (Ohio) 
Anderson (Ind.) .. 
Lincoin (Nebr.)....... 


Sioux City (lowa) 
Lima (Ohio).... 


St. Joseph (Mo.) 
Alexandria (La.) . 
Sioux Falls (S. D.) 
Lewisten-Auburn (Me.) 
Bloomington (Il1.). . 
Cumberland (Md.).. . 
Portsmouth (Ohio) . . 
Billings (Mont.).. 
Richmond (ind... . 
Auburn (N. Y.)..... 


Watertown (N. Y.)... 


Burlington (Vt.) ° 
Champaign-Urbana (IIl.) 
La Crosse (Wisc.) 
Zanesville (Dhio) 

Lake Charles ‘La.). 
Kenosha (Wisc.).... 
San Angelo (Texas). 


Port Huron (Mich.) 
Biloxi-Gulfport (Miss.) 
Fayetteville (N. C.).. 
Great Falls (Mont.)_. 
Joplin (Mo.) 
Lynchburg (Va.) 
Lafayette (ind.) 
Abilene (Texas) 
Hutchinson (Kans.) 
Sheboygan (Wisc.). . 


Paducah (Ky.)...... 

Bellingham (Wash.)....... 
Wilmington (N.C.)........ 
Danville (Va.)............. 


Texarkana (Texas- Ark.) 
Butte-Anaconda (Niont.).. . 
Fort Smith (Ark.).......... 
Dubuque (lowa)........... 


Newark (Ohio) 
RS re 
Laredo (Texas) 
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Total Above Metropolitan Areas... . 


.6, 760,308 


© SM, 1954. 


SALES MANAGEMENT 


FURN.-HOUSE.-RADIO STORE SALES 


3 Come Easier in the Growing 


CAROLINAS! GREENSBORO 


ie Metropolitan County Market 


OTHER METROPOLITAN 
COUNTY AREAS! 


1953-Furn.- _ Furn.-House.- 1953 *1953 
Families House.—Radio Radio Store Over 1952 Over 1948 
1/1/54 Metropolitan Store Sales Sales Gain Gain 
(000) County Area 


(000) (000) (000) 
55.5 GREENSBORO, N. C. $17,220 8 $795 $5,163 
83.4 Peoria, Ill. 17,123 268 3,320 
80.8 Bakersfield, Calif., 16,714 —129 4,341 
72.3 Scranton, Pa. 15,092 175 1,965 
93.1 Tacoma, Wash. 14,948 162 3,363 
70.2 Lancaster, Pa. 14,722 —I7! 2,323 
78.9 Johnstown, Pa. 13,733 — 60 2,376 
81.0 Duluth-Superior, Minn.-Wis. 13,570 —107 2,220 


78.6 Spokane, Wash. 13,457 — | 3,171 
72.9 Mobile, Ala. 11,716 67 2,806 


. . and 15 Other Larger Metropolitan County Area Markets including Trenton, N. J. and Shreveport, La. 


in the CAROLINAS?’ copnry makers: 


Families Metropolitan Store Sales Sales Gain Gain 
Rank County Area Rank 


000) ) (00u) 
107 GREENSBORO, N. C. $17'220 83 $5,163 
101 Charlotte, N. C. 14,144 97 4,049 
114 . Greenville, S. C. 12,231 108 2,988 
138 : Columbia, S. C. 10,489 118 3,853 
118 Charleston, S. C. 9,276 132 1,971 
155 Raleigh, N. C. 8,938 138 2,381 
131 . Winston-Salem, N. C. 8,548 146 2,168 
191 Durham, N. C. 8,216 148 1,848 
163 Asheville, N. C. 6,445 174 1,313 


..-$40,440,000 FURN. SALES [,SREENSBORO Apc 


*U. S. Bureau Census Figures 1948. All other figures Sales Management Survey of Buying Power 1954 and 1953. 


OVER 100, 000 Greensboro 


CIRCULATION DAILY! 


lorie Vein ft 
OVER 400,000 News and Kecord 


GREENSBORO, NORTH CAROLINA 
a E a D E R S D A i L y! Represented by Jann & Kelley, Inc. 


MAY 10, 1954 


Dollar Volume Ranking of Metropolitan County Areas 


@ Estimates, 1953, for AUTOMOTIVE DEALERS & STORE SALES in Descending Order 


| AUTOMO- | | | AUTOMO- 

TIVE STORE Rank Code TIVE STORE) Rank Code | 

CITY and STATE SALES in CITY and STATE SALES FF in Num- 
ber 


L (add 000) | Grou ber | (add 000) 


AUTOMO- 
TIVE STORE 
CITY and STATE S$ 


2 
1s 


New York-N. E. New Seresy | 
(N. Y.-N. J.) 


Duluth-Superior (Minn, -Wis.)| | Ann Arbor (Mich.) 


Los Angeles (Cal.) 

Chicago (Ill.)..... 

Detroit (Mich.) . 
Philadelphia (Pa.). ” 

San Francisco-Oakland (Cal. 
Boston (Mass.)...... 
Pittsburgh (Pa.).... 
Washington (D. C.) 

St. Louis (Mo.).... 


Cleveland (Ohio)... . 
Minneapolis-St. Paul (Minn) 
Buffalo (N. Y.)........ 


Kansas City (Mo.)..... 
Milwaukee (Wisc.) 
Dallas (Texas) 
Baltimore (Md.) 
Portiand (Ore.).... 
Cincinnati (Ohio) 


Indianapolis (Ind.) 
Atlanta (Ga.).... 
Denver (Colo.).... 
Seattle (Wash.)... 
San Diego (Cal.) 
Miami (Fia.)..... 
Louisville (Ky.). 
Hartford-New Britain (Conn. 
Bridgeport-Stamford- 
Norwalk (Conn.) 
Memphis (Tenn.) 


Rochester (N. Y.) 


Providence-Pawtucket (R. 1.)) 


Youngstown (Ohio) 

Birmingham (Ala.) 

Columbus (Ohio). 

Toledo (Ohio) 

New Haven-Waterbury 
(Conn.). . és 

Albany-Schenectady-Troy 


Akron (Ohio)... 


Fort Worth (Texas) 

San Antonio (Texas)... .. 
Oklahoma City (Okla.)..... 
Omaha (Nebr.) . es 
New Orleans (La.) 


| 


| 


| 
| 


191,752 
188,126 
178,992 
171,720 
164,125 
156 938 
151,410 
148,474 


146,125 
145,418 


132,804 
132,417 
128 ,605 
127,978 
127,889 
127,616 


124,460 
123,588 


119,296 
117,475 


Co@eeaonoaewn — 


Bakersfield (Cal.)......... 
Trenton (N. J.) . | 
Beaumont-Port Arthur (Tex. 
es. .<..... 
Reading (Pa.).. 
Wilkes-Barre-Hazleton (Pa.). 
Peoria (Hll.)........ 
Little Rock-North Little Rock 
(Ark.) 

Fall River-New Bedford 
(Mass.)..... cae 
Chattanooga (Tenn. As eeant 
Corpus Christi (Texas) 
Brownsville-Harlingen- 

McAllen (Texas) 


E! Paso (Texas) 

Stockton (Cal.) 

Fort Wayne (ind.) 

Lubbock (Texas) 

Utica-Rome (N. Y.) 

Charlotte (N. C.). Sian 

Wheeling-Steubenville 

(W. Va.-Ohio).. . ..| 

Lancaster (Pa.) 

Columbia (S. C.).... 

Greensboro-High Point ( N. Cc. _ 
| 
| 


York (Pa.). wee 
Johnstown (Pa.).. 
Amarillo (Texas) 
Huntington-Ashiand 
(W. Va.-Ky.).... 
Mobile (Ala.)...... 
Jackson (Miss.). . 
Rockford (1ll.)........ 
Austin (Texas)........ 
Greenville (S.C.). . 
Springfield (11.) 


Binghamton (N. Y.).. 

Baton Rouge (La.)... 

Waco (Texas)....... 

West Paim Beach (Fla.) 
Albuquerque (N. M.)...... 
Evansville (ind.).......... 
Saginaw (Mich.).. .. 
Hamilton-Middletown (Ohio) 
Boise (Idaho). ‘ 


Battle Creek (Mich.) 


Hampton-Newport News- 


$ S88 8 sessesua| 


Racine (Wisc.). 
Lincoln (Nebr.). . . 
Terre Haute (ind.) . 
Fort Lauderdale (Fla.) 


Champaign-Urbana (Ill.). . . 
Pittsfield (Mass... . 
Bangor (Me.).... 

Fort Smith (Ark.).... 
Everett (Wash.) 

Galveston (Texas) 

Tyler (Texas)... 

Anderson (ind.). : 
Manchester (N. H.). . 

Lake Charles (La.) 


Winston-Salem (N. C.) 
Elmira (N. Y.) 

Pueblo (Colo.) . 
Springfield (Ohio) 
Sioux Falls (S. D.) 
Waterloo (lowa) 
Macon (Ga.) 

Oshkosh (Wisc.) 
Topeka (Kans.) 
Atlantic City (N. J.) 


Durham (N. C.) 
Port Huron (Mich.) 
Bloomington (Iil.) 
Paducah (Ky.) 
Mansfield (Ohio) 
Fargo (N. D.) 
Green Bay (Wisc.) 
Las Vegas (Nev.) 
Asheville (N. C.) 
Lexington (Ky.) 


Williamsport (Pa.) 
Gadsden (Ala.) .. 
Altoona (Pa.)... 
Watertown (N. Y.). . 
Muncie (ind.).... 
Billings (Mont.) oe 
Hutchinson (Kans.). . 
Richmond (Ind.) 

New Castle (Pa.).. 
Danville (1.) 


Kenosha (Wisc.) 
Reno (Nev.) 
San Angelo (Texas) 


San Bernardino (Cal.) 

Phoenix (Ariz.) 

Tampa-St. Petersburg (Fla.). ) 

Allentown-Bethiehem- 
Easton (Pa.) 

Flint (Mich.) 


Warwick (Va.)...... 
Wichita Falls (Texas) 
Yakima (Wash.)..... 
Madison (Wisc.) . 
Orlando (Fla.) 
Portland (Me.).. 

Tucson (Ariz.)...... 
Kalamazoo (Mich.). 
Salem (Ore.)........ 
Augusta (Ga.).. 


o 
N 
= 


Fayetteville (N. C.) 

St. Joseph (Mo.). 
Alexandria (La.)... 
Lima (Ohio) 

Danville (Va.)...... 
Bay City (Mich.). . 
Lewiston-Auburn (Me.) 


ESRRER! 


Worcester (Mass.) 

Tulsa (Okla.) 
Springfield-Holyoke ( Mass.) 
Jacksonville (Fia.) 
Norfolk-Portsmouth (Va.) . 
Nashville (Tenn.)....... 
Wichita (Kans.) 

Des Moines (iowa) 

San Jose (Cal.). . 

Grand Rapids (Mich.)...... 


Shreveport (La.)..... 
Fresno (Cal.)... . ba 
Sacramento (Cal.)......... 
Syracuse (N. Y.).. é 
Lansing (Mich.) 
Wilmington (Del.).... 
Davenport-Rock Island- 
Moline (lowa-lll.) ...... 


$ 


on 
N 
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Lynchburg (Va.)......... 
P 


ee 


Lorain-Elyria “oN - 
Charleston (S. ean 
Cedar Rapids aly 

Raleigh (N.C.)....... 
Columbus (Ga.)...... 


B85 


16,851 
Great Falls (Mont.)...... 16,282 
Butte-Anaconda (Mont.).. . 15,927 


eo-n 
828 


Muskegon (Mich.)........ 
Savannah (Ga.) 


Zanesville (Ohio).......... 15,921 
15,744 
15,246 
15,113 
14,797 
14,637 
14,518 
pcses 14,364 
4g eee 14,1587 
Newark (Ohio)........... 13,332 


Brockton (Mass.) 
Spartanburg (S.C.)........ 
Jackson (Mich.)........... 
New 
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11,190 
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Total Above Metropolitan Areas... .22,152,580 
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Charleston (W. Va.) . 


Py 
ny 


Santa Barbara (Cal.).. 


SALES MANAGEMENT 


AUTOMOTIVE DEALERS & STORE SALES 


310 Come Easier in the Growing 


CAROLINAS GREENSBORO 


IN THE 


aint” Metropolitan County Market 


OTHER METROPOLITAN 
LEADS Gp urncer AND COUNTY AREAS' 


1953 1953 *1953 
Auto Dirs. Auto Dirs. Over 1952 Over 1948 
Families Metropolitan & Store Sales & Store Sales Gain Gain 


Rank County Area (000) nk (000) (000) 
GREENSBORO, N. C. $49,250 $9,805 $23,244 
York, Pa. 46,949 101 11,653 21,618 
Johnstown, Pa. 45,740 102 6,310 15,307 
Huntington-Ashland, W. Va. 45,150 104 3,868 14,136. 
Mobile, Ala. 45,105 105 7,607 18,341 
Binghamton, N. Y. . 41,466 it 2,078 11,656 
Baton Rouge, La. 41,252 112 8,301 17,926 
Augusta, Ga. 34,571 130 5,013 16,471 
Brockton, Mass. 32,551 141 2,993 18,050 
Scranton, Pa. 31,286 146 4,316 9,365 


' METROPOLITAN 
in the CAROLINAS’ county wankers: 
Pa og Ge a Over 1962 Ont tee 


Metropolitan & Store Sales & Store Sales Gain Gain 
County Area Rank 


(000) (000) (000) 

Charlotte, N. C. $53,382 96 $9,978 $23,859 
Columbia, S. C. 50,250 99 10,029 23,964 
GREENSBORO, N. C. 49,250 100 9,805 23,244 
Greenville, S. C. 42,120 109 7,046 17,459 
Charleston, S. C. 34,047 132 4,917 13,276 
Raleigh, N. C. 33,585 134 4,423 14,140 
Winston-Salem, N. C. 25,531 171 4,437 10,501 
Durham, N. C. 23,689 18l 3,120 9,026 

189 2,881 7,912 


IN GREENSBORO ABC 
RETAIL TRADING AREA! 


*U. S. Bureau Census Figures 1948. All other figures Sales Management Survey of Buying Power 1954 and 1953. 
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ree 18h IO 
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» 400,000 ' News and Record 
OVE 7 GREENSBORO, NORTH CAROLINA 

a E A D E R S D A I L y! Represented Nationally by Jann & Kelley, Inc. 
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Dollar Volume Ranking of Metropolitan County Areas 


1953, for DRUG STORE SALES in Descending Order 


Estimates, 


sé#SsSeze 3| FF 
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SFeF2S SERSESESNS 


CITY and STATE 


~ DRUG 


New York-N. E. New Jersey 
(N. Y.-N. J.) “a 

Los Angeles (Cal.).... 

Chicago (IIl.) 

Detroit (Mich.) 

Philadelphia (Pa.) 

Boston (Mass.). . 

San Francisco-Oakland (Ca) 

Washington (D. C.) 

Pittsburgh (Pa.) 

Cleveland (Ohio) 


* 

~ New York: | 
=| 

| 


St. Louis (Mo. 

Kansas City (Mo.) 
Baltimore (Md.) 
Minneapolis-St. Paul (Minn.) 
Miami (Fla.) 

Houston (Texas) 
Indianapolis (Ind.) 

Buffalo (N. Y. . 

Dallas (Texas) 

Cincinnati (Ohio 


Denver (Colo.) 
Milwaukee (Wisc.) 
New Orleans (La. 
Atlanta (Ga.) 
Louisville (Ky.) : 
Seattle (Wash.) eves 
Hartford-New Britain(Conn.)| 
San Diego (Cal.) 
Providence-Pawtucket (R. 1.) 
Bridgeport-Stamford- | 
Norwalk (Conn.). . . } 
New ew 
(Conn.) | 
Dayton (Ohio | 
Portland (Ore.) | 
Columbus (Ohio } 
Rochester (N. Y.) 
San Bernardino (Cal.) 
Grand Rapids (Mich.). .. . 
Fort Worth (Texas) , 
Tampa-St. Petersburg (Fla.) 
San Antonio (Texas). . 


Memphis (Tenn.) . 
Springfield-Holyoke (Mase) 
Phoenix (Ariz.)...... 
Toledo (Ohio) ; 
Norfoik-Portsmouth (Va.). . 
Oklahoma City (Okla.)...... 
Birmingham (Ala.) 

Omaha (Nebr.) — 
Worcester (Mass.)... . 
Richmond (Va.) 


Jacksonville (Fla.) 

Flint (Mich.) 

Youngstown (Ohio). . .. 

Akron (Ohio). . 

Fall River-New Bedford 
(Mass.) . 

San Jose (Cal.)..... * 

Albany-Schenectady-Troy 
(N. Y.) 

Sacramento (Cal.). .. 

Salt Lake City (Utah) 

Tulsa (Okla.) 


Wichita (Kans.)...... 


33,612 


33,590 
31,304 
31,071 
29,251 
27,678 
26,758 
24,544 
24,168 
24,074 
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| 
Code 


CITY and STATE 


DRUG 


" Laneing (Mich.) 
Beaumont-Port Arthur (Tex.) 
Canton (Ohio).......... 
Shreveport (La.).......... 


South Bend (ind.)........ 

Fort Wayne (ind.) 

Madison (Wisc.)... . 

Tacoma (Wash.). . os 

Little Rock-North Little 
Rock (Ark.).. 

Austin (Texas)... . 

Peoria (Ill.) 

Evansville (Ind.) 

Duluth-Superior (Minn.-Wie.) 

Charlotte (N.C.)........ 


Wheeling-Steubenville 
(W. Va.-Ohio)........... 
Ann Arbor (Mich.) . 
Trenton (N. J.) : ne 
Brownsville-Harlingen- 
McAllen (Texas) ‘ 
Wilkes-Barre-Hazleton (Pa.). 


Corpus Christi (Texas) 
Kalamazoo (Mich.)........ .| 
Charleston (W. Va.)....... 
Baton Rouge (La.)......... } 
Lubbock (Texas) 


Greensboro-High Point(N.C.) 
Utica-Rome (N. Y.)........ 
Saginaw (Mich.). . . 

Atlantic City (N. J.)........ 
Battle Creek (Mich.)....... 
Rockford (1ll.)............. 
Reno (Nev.) 

Springfield (Ill. 

Erie (Pa.).. 

Orlando (Fla.) 


West Palm Beach (Fla.)..... 
Bakersfield (Cal.) i 
Albuquerque (N. M.)...... 
Huntington-Ashiand 

(W. Va.-Ky.) 
Amarillo (Texas) 
Galveston (Texas) 
Muskegon (Mich.) 
Reading (Pa.) 
Jackson (Mich.) 
Fort Lauderdale (Fla.).... 


Stockton (Cal.)..... 
Portland (Me.) = 
Columbia (S. C.).. 
Lexington (Ky.) 

Binghamton (N. Y.).. 
Lincoln (Nebr.). . . 

Brockton (Mass.).. nee 
Cedar Rapids (lowa)....... 
Lorain-Elyria (Ohio) 
Lancaster (Pa.)............ 


Greenville (S$. C.).......... 
Scranton (Pa.) . 
New London-Norwich (Conn. ) 
Savannah (Ga.)..... re 
Hampton-Newport News- 
Warwick (Va.)........... 
St. Joseph (Mo.)........... 
Hamilton-Middletown (Ohio) 
Santa Barbara (Cal.)........ 
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CITY and STATE 


Winston-Salem (N. C.)...... 
Anderson (Ind.) 

Terre Haute (ind.)........ 
Bay City (Mich.) 
Montgomery (Ala.)......... 
Springfield (Mo.) 


Springfield (Ohio)....... " 
Macon (Ga.)............... 
Danville (1il.) 

Elkhart (Ind.) 


Jamestown (N. Y.) 
Lynchburg (Va.)...... 


Lafayette (Ind.) 
Pittsfield (Mass. ) 
Columbus (Ga.) 
Waterloo (lowa) 
Eugene (Ore.) 
Spartanburg (S. C.) 
Green Bay (Wisc.) 
Muncie (ind.) 
Salem (Ore.). . 
Paducah (Ky.).. 


Ogden (Utah) 

Port Huron (Mich.) 
Bloomington (Ill.). . . 
Decatur (Ill.)..... 

Tyler (Texas) 

Las Vegas (Nev.) 

Everett (Wash.) 

Joplin (Mo.) 

Monroe-West Monroe (La.) . 
Fargo (N. D.) 


Altoona (Pa.). . . 

Sioux Falls (S. D.) 

Danville (Va.).... 

Bangor (Me.)... 

Oshkosh (Wisc.) 

Watertown (N. Y.)......... 
Richmond (Ind.). . . . 
Kenosha (Wisc.)......... 
Williamsport (Pa.) 

Abilene (Texas) 


Mansfield (Ohio) 
Wilmington (N. C.) 
Cumberland (Md.) . 

Pueblo (Colo.)............. 
Texarkana (Texas-Ark.) ia 


Billings (Mont.) 
Fort Smith (Ark.) 


Hutchinson (Kans. ) 

New Castle (Pa.). 

San Angelo (Texas)......... 
Biloxi-Gulfport (Miss.) 
Alexandria (La.) 

Gadsden (Ala.)............. 


Hagerstown (Md.).......... 
Zanesville (Ohio) 


Quincy (001.).. 2.2. c eens 
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Total Above Metropolitan Areas. .. 


SALES MANAGEMENT 


, DRUG STORE SALES 


oe  . Come Easier in the Growing 
CAROLINAS! 


GREENSBORO 
Metropolitan County Market 


OTHER METROPOLITAN 
COUNTY AREAS! 


1953 *1953 
Families Drug Store Drug Store Over 1952 Over 1948 


Families 1/1/54 Metropolitan Sales Sales Gain 
(000) County Area (000) Rank (000) 


55.5 GREENSBORO, N. C. $6,551 101 $374 
89.1 Utica-Rome, N. Y. 6,460 102 241 
68.6 Erie, Pa. 5,995 109 285 
80.8 Bakersfield, Calif. 5.925 112 —203 
72.0 Huntington-Ashland, W. Va. 5,841 114 —374 
77.9 Reading, Pa. 5,767 118 43| 
69.6 Stockton, Calif. 5,635 121 —193 
70.2 Lancaster, Pa. 5,079 130 — 31 
72.3 Scranton, Pa. 5,010 132 — 30 
78.9 Johnstown, Pa. 4,062 152 — 24 


. . and 4 Other Larger Metropolitan County Area Markets including Binghamton, N. Y. and Augusta, Ga. 


in the CAROLINAS’ county manxers: 


1/1/54 Metropolitan Sales Gain Gain 
(000) County Area ( Rank (000) 


59.0 Charlotte, N. C. 90 $332 
GREENSBORO, N. C. 101 374 
Columbia, S. C. 123 311 
Greenville, S. C. 131 104 
Charleston, S. C. 142 3 
Raleigh, N. C. 143 — 37 
Asheville, N. C. 151 — 35 
Winston- Salem, N. C. 155 117 
Durham, N. C. 161 =— 3] 


SIG. 013,000 DRUG SALES RETAIL TRADING AREAS 
*U. S. Bureau Census Figures 1948. All other figures Sales Management Survey of Buying Power 1954 and 1953. 


OVER 100, 000 Greensboro 


CIRCULATION DAILY! 


OVER 400, 000 News and Record 


GREENSBORO, NORTH CAROLINA 


READERS DAILY! Represented by Jann & Kelley, Inc. 


MAY 10, 1954 
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Dollar Volume Ranking of Metropolitan County Areas 


bed Estimates, 1953, for Orne NET EFFECTIVE BUYING — in Descending Order 


CITY and STATE 


New York-N. E. New Jersey 
(MN. Y.-N. J.).... 

Chicago (1l.). . 

Los Angeles (Cal.).. 

Philadelphia (Pa.).... 

Detroit (Mich.)...... 

San Francisco-Oakland (Cal.) 

Boston (Mass.). .. 

Pittsburgh (Pa.) 

Washington (D. C.) 

Cleveland (Ohio 


St. Louis (Mo. 

Baltimore (Md.) 
Minneapolis-St. Paul (Minn.) 
Buffalo (N. Y.) 

Houston (Texas) 

Milwaukee (Wisc. 
Cincinnati (Ohio) 

Kansas City (Mo. 

Seattle (Wash.) 

Dallas (Texas) 


Portland (Ore. 

San Diego (Cal. 

Atlanta (Ga.) 

Hartford-New Britain (Conn.) 

Denver (Colo.) 

Bridgeport-Stamford- 
Norwalk (Conn. 

Miami (Fia.) 

New Orleans (La. 

Indianapolis (Ind. 

New Haven-Waterbury 
(Conn.) 


Providence-Pawtucket (R. |. 
Columbus (Ohio) 

Louisville (Ky.). . 

Dayton (Ohio) 


Worcester (Mass.).. 
Tol sdo (Ohio) 
Birmingham (Ala.) 


Norfolk-Portsmouth (Va. 

Fort Worth (Texas) 

Akron (Ohio) . 

San Bernardino (Cal.) 

Memphis (Tenn.) 

San Antonio (Texas) 

Springfield-Holyoke (Mass. 

Allentown-Bethiehem- 
Easton (Pa.) 

Tampa-St. Petersburg (Fla. 

Omaha (Nebr.) 


Sacramento (Cal.) 


Oklahoma City (Okla. 

Fall River-New Bedford 
(Mass... 

Wheeling-Steubenvilie 
(W. Va.-Ohio) . 

Flint (Mich.) 

Tacoma (Wash.). 


Nashville (Tenn.) 

Grand Rapids (Mich. 
Wilkes-Barre-Hazieton (Pa. 
Wilmington (Dei.) 

Wichita (Kans.) 

Tulsa (Okla.) 

Canton (Ohio) . 
Jacksonville (Fia.) 
Harrisburg (Pa.) 

Salt Lake City (Utah) 


Bakersfield (Cal.) 


Estimates | Group 
add 000 
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CiTY and STATE 


Trenton (N. J.).... 
South Bend (ind.). 
Des Moines (iowa) 
Reading (Pa.).. 


Davenport-Rock Island- 
Moline (lowa-til.) 

Utica-Rome (N. Y.) 

Lancaster (Pa.).... 

Spokane (Wash.) 

Duluth-Superior (Minn. -Wis.)| 

Beaumont-Port Arthur o ex.) 

Erie (Pa.). ? 

Fort Wayne (Ind. ). 

Stockton (Cal.) 

Charlotte (N. C.) 


Johnstown (Pa.) 
El Paso (Texas) 
Lansing (Mich.) 
Scranton (Pa.) 
Madison (Wisc.)...... 
Shreveport (La.). . 
Huntington-Ashiand 
(W. Va.-Ky.)...... 
Baton Rouge (La.) 
York (Pa.) 
Mobile (Ala.) 


Chattanooga (Tenn.)....... 

Binghamton (N. Y.) 

Corpus Christi (Texas)... 

Greensboro-High Point (N.C. 

Little Rock-North Little 
Rock (Ark.).... 

Brownsville-Harlingen- 
McAllen (Texas) 

Albuquerque (N. M. 

Rockford (Ill.). . 

Tucson (Ariz.) 

Brockton (Mass.) 


Evansville (ind.) 

Lorain-Elyria (Ohio) 

Hamilton- Middletown (Ohio 

Austin (Texas)... 

Augusia (Ga.)... 

Hampton-Newport News- 
Warwick (Va.). 

New London-Norwich (Conn. 

Greenville (S. C.) 

Portiand (Me.).. 

Columbus (Ga.) 


Saginaw (Mich.). . 
Eugene (Ore.). 

Ann Arbor (Mich.) 
Lubbock (Texas) 
Manchester (N. H.) 
Winston-Salem (N. C.) 
Springfield (111.) 
Kalamazoo (Mich.) 
Lincoin (Nebr.) 
Columbia (S. C.) 


Roanoke (Va.).. 
Jackson (Miss.) 
Galveston (Texas 
Racine (Wisc.) 
Charleston (S. C.) 
Savannah (Ga.) 

Battle Creek (Mich.) 
Champaign-Urbana (Ill. 
Topeka (Kans.) 
Amarillo (Texas 


Wichita Falls (Texas 
Pittsfield (Mass.) 
Jamestown (N. Y.).... 
Raleigh (N. C.). . 
Ailantic City (N. J.) .. 


Muskeaon (Mich)... | 


“oo = 


443,975 
432,519 
429,332 
427,143 
392,757 
383 , 295 
380,357 
371,904 
371,129 
364 , 307 


355,213 
351,803 
349, 139 
337 ,067 
335,747 
333,099 


332,748 
332,237 
331,828 
331,139 


330,813 
324,061 
323,044 
317,666 


316,837 


315,994 
304,269 
300,078 
298,605 
293, 188 


292,948 
282,841 
275,330 
273,127 
272,108 


262,546 
259,423 
258,496 
251,021 
249,390 


248,234 
245,843 
244,845 
242,534 
249,111 
231,746 
229,543 
228,335 
226,739 
225,612 


222,896 
222,435 
213, 248 
218,224 
213,924 
211,441 
209,398 
208 336 
297,236 
206,39 


203,328 


192.557 


Total Above Metropolitan Areas 


| NET E.B. I. 


Estimates 
(add 000) 


192,124 


West Palm Beach (Fla.)._ 
Sioux City (lowa) 


Terre Haute (Ind.)........ 
Jackson (Mich.)........ 


Pensacola (Fla.)..... 


Asheville (N.C.)..... 
Green Bay (Wisc.).. . 
Muncie (ind.)........ 
Fayetteville (N. C.) 
Durham (N.C.)..... 
Elkhart (ind.).... 
Biloxi-Gulfport (Miss.) . 
Lexington (Ky.).... 
Salem (Ore.)...... 

St. Joseph (Mo.)... 


Oshkosh (Wisc.). .. 
Springfield (Mo.) 

Lima (Ohio)..... 
Williamsport (Pa.) 

Las Vegas (Nev.).. 
Colorado Springs (Colo.). . 
Port Huron (Mich.) 
Kenosha (Wisc.) . . 

Elmira (N. Y.).... 

Ogden (Utah) 


Lafayette (ind.).. 
Danville (11.)...... 
Bay City (Mich.) 
Pueblo (Colo.). . 
Bangor (Me.)... 
Sioux Falls (S. D.) 
Sheboygan (Wisc.) 
Joplin (Mo.). . 
Reno (Nev.) 
Appleton (Wisc.) 131,039 
Bloomington (Ill.) 
Lewiston-Auburn (Me.) 
Gadsden (Ala.) 
Watertown (N. Y.) 
Paducah (Ky.) 

Abilene (Texas). 
Dubuque (lowa).. 
Danville (Va.).... 
Richmond (ind.) 
Butte-Anaconda (Mont.) 


129,799 
123,235 
119,982 
119,865 
118,644 
118,593 
117,472 
116,985 
116,703 
116,144 


113,626 
113,621 
113,180 
112,492 
111,615 
111,517 
111,224 
110,781 
119,695 
109,982 


San Angelo (Texas) 
Hagerstown (Md.) 

Billings (Mont.).. . 

Fargo (N. D.)... 

La Crosse (Wisc.) 

Texarkana (Texas-Ark.) 
Newark (Ohio). . 

Great Falls (Mont.) 
Monroe-West Monroe (La.) 
Portsmouth (Ohio). . | 


Cumberland (Md.) 
Alexandria (La.).. 
Zanesville (Ohio) 
Lynchburg (Va.)... 
Tyler (Texas)... 
Auburn (N. Y.) 
Beilingham (Wash.) 
Quincy (ill.)... 
Hutchinson (Kans.) 
Fort Smith (Ark.) . 
Burlington (Vt.).. 
Wilmington (N. C.) 
Laredo (Texas) 


49.210 


177,469,990 


230 
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Per Family Income Ranking of Metropolitan County Areas 


Estimates, 1953, for PER FAMILY INCOME in Descending Order 


NET E. B. |. 
PER FAMILY 


CITY and STATE 
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Champaign-Urbana ( (uM. . 
Trenton (N. J.).. ; 
Toledo (Ohio) 
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Fayetteville (N.C.)........ 
Madison (Wisc.)......... 
Detroit (Mich.)..... ‘ 
Dallas (Texas)............ 
Columbus (Ohio)......... 
Milwaukee (Wisc.)...... 
Lubbock (Texas)... .. 
New -~genmemaaee 

(Conn.) . ; is 
Wichita Falls (Texas). 
Fargo (N. D.) 


88 


Dayton (Ohio)....... 

Houston (Texas)...... 

Amarillo (Texas)...... 

New York-N. E. New Jersey 
(N. Y.-N. J.). 

San Francisco-Oakland | Cal. 

Racine (Wisc.)..... . 

El Paso (Texas) 

Las Vegas (Nev.)...... 

Charlotte (N.C.)..... 

Lansing (Mich.) 


Indianapolis (ind.).... 
Lancaster (Pa.)...... 
Philadelphia (Pa.). .. 
Richmond (Va.)..... 
Lafayette (ind.) 

Ann Arbor (Mich.) 
Fort Wayne (ind.) 
Flint (Mich.) Mt 
Youngstown (Ohio). . 
Wilmington (Del.). . 


= = 
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6 
6 
6 
6, 
6 
6 
6 
5 
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Baton Rouge (La.).. cael 
Sacramento (Cal.). .. 
Lorain-Elyria (Ohio) 
Beaumont-Port Arthur (Tex. )} 
Akron (Ohio) . . 
Hamilton-Middietown (Ohio), 
Albuquerque (N. M.) 
Rochester (N. Y.). 

Mansfield (Ohio) 

Seattle (Wash.) 


oe 
#3 
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Corpus Christi (Texas 

Miami (Fla.) ‘ 

Sioux Falls (S. D.) ). 

Minneapolis-St. Paul (Minn. 

Atlanta (Ga.).. . 

Boston (Mass.) . . 

Dubuque (lowa) 

Great Falls (Mont.) 

Kenosha (Wisc.) ; 

Davenport-Rock Island- 
Moline (lowa-ill.) . . 


EE88 


8223 


Oaaaaana gna 
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Peoria (Iil.) 
Waterloo (lowa)..... 
Des Moines (iowa) 
Hampton-Newport News- 
Warwick (Va.).... 
Greensboro-High Point(N.C. 
Galveston (Texas)... 
Reading (Pa.) 
Rockford (Hil.)...... 
Norfolk-Portsmouth (Va. 
Roanoke (Va.). . 


San Jose (Cal.) 
Austin (Texas) 
Pittsburgh (Pa.) 


Raleigh (N. C.).. 
Green Bay ( Wisc. ). 


Rank 
in 


CITY and STATE 


St. Louis (Mo.)...... 
Abilene (Texas)... . 


Syracuse (N. Y.)....... 
Buffalo (N. Y.)........ 
San Angelo (Texas)... 
Fort Worth (Texas)... 


Lincoin (Nebr.)...... 

Albany-Schenectady-Troy 
+ err 

ty ena { (Mass. ) 

Los Angeles (Cal. 

Elkhart (Ind.)....... 

San Diego (Cal.)..... 


Cedar Rapids (lowa) 
Cincinnati (Ohio)... . 
Baltimore (Md.)....... 
Springfield (Ohio). ... 
Salt Lake City (Utah) 
New Castle (Pa.) 
Spokane (Wash.)..... 
Sioux City (lowa).... 
Kalamazoo (Mich.). . 
San Antonio (Texas). . 


Louisville (Ky.)... 
Harrisburg (Pa.). .. 
Columbia (S. C.)... 
Tucson (Ariz.)...... 
Lake Charles (La.).... 
La Crosse (Wisc.) . . 
Grand Rapids (Mich). 
Appleton (Wisc.) . 
Stockton (Cal.)..... Sawin 
Wichita (Kans.) 


Pi hk =~ —- | 
gh- | 


Beacon ‘(N. __ Eee | 
Billings (Mont.)........... | 


Evansville (ind.) 
Sheboygan (Wisc.).... 
Bloomington (Ill.)...... 
Memphis (Tenn.).. . . 
Columbus (Ga.).. .. 
Oshkosh (Wisc.). . . 
Winston-Salem (N. C.) 


Battle Creek (Mich.) 
Eugene (Ore.)..... 
Nashville (Tenn.) 
Topeka (Kans.) 
Lima (Ohio)...... 
Greenville (S. C.). 
Richmond (ind.) 
Decatur (Il.). . . 
Anderson (ind.). . 
New Orleans (La.) 


Oklahoma City (Okla.) 
FOIE BR). 60.000 
Muncie (ind.)..... 
Saginaw (Mich.). . 
Wheeling-Steubenv ile 
(W. Va.-Ohio) 
Lexington (Ky.).... 
Springfield (11.)..... 
Worcester (Mass.). . . 
Biloxi-Gulfport (Miss.).. 
Jackson (Miss.).... 


Providence-Pawtucket (R. 1.) 
Phoenix (Ariz.).,....... 
Jackson (Mich.)....... 
Portland (Ore.)...... | 
Lewiston-Auburn (Me.) 
Ogden (Utah)..... 


NET E. B. |. 
PER FAMILY 


S258 S&fS82 


CITY and STATE 


Terre Haute (ind.). . 


Utica-Rome (N. Y.)... 
Duluth-Superior(Minn.-Wis. ) 
Elmira (N. Y.)........ 

Fort Lauderdale (Fla.) 
Colorado Springs (Colo.) 

St. Joseph (Mo.).... 

Bangor (Me.)....... 
Hutchinson (Kans.).. 
Muskegon (Mich)... . 
Newark (Ohio) 


Port Huron (Mich.).... 
Wilkes-Barre-Hazieton (Pa. ). 
Brockton (Mass.)....... 
Waco (Texas)........... 
Knoxville (Tenn.).. . 
Pueblo (Colo.)....... 
Asheville (N.C.).... 


Montgomery 
Williamsport (Pa.).. 


Scranton (Pa.) 
Auburn (N. Y.).. 
Monroe-West Monroe a) 
Salem (Ore.)....... 
Huntington-Ashland 

(W. Va.-Ky.).......... 
Hagerstown (Md.)....... 
Atlantic City (N. J.) 


Augusta (Ga.) 

Fall River-New Bedford 
a 

Johnstown (Pa.) baw 


Chattanooga (Tenn.) 


Savannah (Ga.) 
Charleston (S.C.)... 
Altoona (Pa.)....... 7 
Watertown (N. Y.)... 
West Palm Beach (Fia.) 
Fort Smith (Ark.).. . 
Jamestown (N. Y.)... 

San Bernardino (Cal.). 
Danville (Va.)............ 
Yakima (Wash.)...... 
Tampa-St. Petersburg (Fla.) 


Gadsden (Ala.).......... 
Bellingham (Wash.).... . 


Wilmington (N. C.): 
Quincy (HL)... ... 


pS NN eee 


U. S. Per Family Income 


NET E. B. I. 
PER FAMILY 
‘ SM 
Estimates 
5,003 
4,993 
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FLRST in New York fe 21 ‘years 


Again in 1953, The News led all New York newspapers 
in display advertising —for the twenty-first consecutive year! 


Advertisers give The News more advertising volume— 


because The News gives advertisers more dollar volume! 


THE @ NEWS, New York’s Picture Newspaper 


More than twice the circulation, daily or Sunday, of any other newspaper in America... 


220 East 42nd St., New York City ... Tribune Tower, Chicago 
155 Montgomery St., San Francisco... 1127 Wilshire Blvd., Los Angeles 


MAY 10, 1954 


Per Capita Income Ranking of Metropolitan County Areas 


Estimates, 1953, for PER CAPITA INCOME in Descending Order 


[NET E.B. 1. 
|PER CAPITA) Rank | Code 
CITY and STATE i Num- 
Group ber | | ber | 
| Estimates Pre 


Atlanta (Ga.) ecese | 1,699 


Springfield (i1.). . 

Syracuse (N. Y.) 

Tacoma (Wash.) 

Richmond (Va.) 

Decatur (1.). . . 

Baton Rouge (La.) 

Charlotte (N. C.). 
Springfield (Ohio) 

Oklahoma City (Okla.) 

New London-Norwich (Conn.) 


Albuquerque (N. M.) 
Binghamton (N. Y.) 
Bloomington (Ill.) 
Evansville (Ind.).... 
Buffalo (N. Y.) 


| NET E.B. I. | 


NET E. B. |. 
PER CAPITA) Rank 
in 


PER CAPITA 
CITY and STATE CITY and STATE 


Estimates 


Reno (Nev.) 
Bridgeport-Stamford- 
Norwalk (Conn.) 
Hartford-New Britain (Conn. ) 
San Francisco-Oakland (Cal. 
Washington (D. C.)...... 
Chicago (1il.)....... 
Cleveland (Ohio)... . 
Toledo (Ohio)....... 
Seattle (Wash.)..... 
Dallas (Texas). 


Manchester (N.H.)....... 1,482 
Portland (Me.)............ 1,478 
Lewiston-Auburn (Me.)... . 1,476 
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Brockton (Mass.) 
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South Bend (ind.) 
Las Vegas (Nev.) 
Amarillo (Texas). 
Indianapolis (ind.) 
New York-N. ~aenteed 
(N. Y.-N. J)... 
Milwaukee (Wisc.) 
Columbus (Ohio) 
Great Falls (Mont.) 
Los Angeles (Cal.)... 
Houston (Texas). . 
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San Antonio (Texas)... 
Port Huron (Mich.). 

San Bernardino (Cai.)..... . 
Bellingham (Wash.)...... 
Muskegon (Mich.)...... 
Williamsport (Pa.) ro 
Jackson (Miss.)......... 
Jacksonville (Fla.) 
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Dayton (Ohio) 
New Haven-Waterbury 
Conn.) 
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Salem (Ore.)..... 
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Fort Wayne (ind.) 
Racine (Wisc.).... 
Madison (Wisc.) . 
Kansas City (Mo.) 
Rochester (N. Y.) 
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Sheboygan (Wisc.) .. 


Harrisburg (Pa.).......... 
Terre Haute (ind.). . 
Springfield-Holyoke (Mass.). | 


Fort Smith (Ark.) . 

Fall River-New Bedford 
Sioux Falls (S. D.) 
Lansing (Mich.).. . 
Santa Barbara (Cal.)... . . 
San Diego (Cal.)...........! 
Miami (Fia.) 


@ 
23 


Columbia (S. C.).... 
Tampa-St. Petersburg (Fla.). 
Watertown (N. Y.) 
Fayettevilie (N.C.)...... 
Springfield (Mo.). ats 
Biloxi-Gulfport (Miss.) 


997 
987 
981 
966 
949 

944 
938 

933 

926 
908 
903 
902 
896 
893 
889 
887 
880 
, 869 
853 
845 
840 
,837 
832 
828 
827 
823 
823 
822 
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Peoria (Iil.) Danville (1.)......... ; 
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Trenton (N. J.).. 
Akron (Ohio) . . 
Spokane (Wash.)...... 
Davenport-Rock Island- 
Moline (lowa-lll.) 


} 
Minneapolis-St. Paul (Minn.)| 
Billings (Mont.)...... 
Cedar Rapids (lowa) 
Waterloo (lowa). 


Corpus Christi (Texas) 


-—— 


Quincy (Hl... 
Wilkes-Barre-Hazieton (Pa.). ) 
Hagerstown (Md.) 

Tyler (Texas)......... : 
Burlington (Vt.)....... ; 
Savannah (Ga.) 
Montgomery (Ala.) 

Altoona (Pa.).... 

Paducah (Ky.).. 
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Battle Creek (Mich.).. 
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Green Bay (Wisc.) 

Everett (Wash.) 
Providence-Pawtucket (R. \. )| 
New Orleans (La.)..... 
Lake Charles (La.).... 
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Lincoln (Nebr.) 
Lancaster (Pa.) 
Wichita (Kans.) 
Champaign-Urbana (11!.) 


_ 
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= 
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Lynchburg (Va.). 
Huntington-Ashiand 
(W. Va.-Ky.).. 


Mansfield (Ohio) 

San Jose (Cal.) 

Kenosha (Wisc.) 
Beaumont-Port Arthur (Tex.)| 


St. Joseph (Mo.).. . 
E! Paso (Texas) | 
Greensboro-High Point(N.C.) 
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Knoxville (Tenn.) 


Fresno (Cal. -).. bana 


Philadelphia (Pa.) 
Cincinnati (Ohio) 


Mobile (Ala.) . . 
Asheville (N. C.) 
Tharleston (S. C.) 
Pensacola (Fla.) 
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St. Louis (Mo.) 
Albany-Schenectady-Troy 
(N. Y.). 
Wilmington (Del.) 
Elkhart (Ind.) 
Lorain-Elyria (Ohio) 
Portland (Ore.) 
Topeka (Kans.) 
Fort Worth (Texas) 
Youngstown (Ohio) 
Wichita Falts (Texas) 
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Pittsfield (Mass.) 

Memphis (Tenn.) . 

Austin (Texas). . extant 
Hampton-Newport News-_ 
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Johnstown (Pa.). 
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Elmira (N. Y.).. 

Worcester (Mass.) 

pe er gp 
Appieton (Wisc. . . 

Jackson (Mich.).. } 
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Alexandria (La.)...... 
Galveston (Texas) 

Sioux City (lowa) 
Hamilton-Middletown (Ohio) 


Little Rock-North Little 
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Texarkana (Texas-Ark.). 
Brownsville-Harlingen- 

McAllen (Texas) 
Laredo (Texas) 
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Wheeling-Steubenville 
(W. Va.-Ohio).. .. 
Newark (Ohio).... 
Nashville (Tenn.). . . 
Lexington (Ky.)... 
Phoenix (Ariz.) 
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SALES MANAGEMENT 


Ranking of Metropolitan County Areas in 20 Categories 


Retail Sales 


CITY AND STATE 


Per Capita Income 
Per Family Income 


Gasoline Service 


Area 


Population 


Akron (Ohio) 
Albany-Schenectady-Troy (N. Y.) 
Albuquerque (N. M.)... 

| Allentown-Bethiehem-Easton (Pa.) 

Altoona (Pa.) 

Amarillo (Texas) 

Asheville (N.C.)..... 

Atlanta (Ga.) 

Atlantic City (N. J.).. 

Augusta (Ga.). 

Austin (Texas) ; 

Baltimore (Md.).......... 

Baton Rouge (La.) 

Bay City (Mich.).. 

| Beaumont-Port Arthur (Texas) 

Binghamton (N. Y.).... » 

Birmingham (Ala.)................ 

Boston (Mass.)... . 

Bridgeport- Stamford-Norwalk (Conn. ) 

Brockton (Mass.) 

Buffalo (N. Y.)...... 

Canton (Ohio) 

Cedar Rapids (lowa) 

| Charleston (S. C.). 

| Charleston (W. Va.) 

Charlotte (N. C.)... 

Chattanooga (Tenn.) 

Chicago (Ill.)..... 

Cincinnati (Ohio) 

Cleveland (Ohio). . 

Columbia (S. C.).... 

| Columbus (Ga.)............ 

Columbus (Ohio) 

Corpus Christi (Texas) 

Dallas (Texes) 

Davenport-Rock island-Mcline (lowa-lIll.) 

Dayton (Ohio) 

Decatur (IIl.) 

Denver (C:!o.) 

Des Moines (lowa 
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3 Apparel 
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Detroit (Mich.)..... 
Dubuque (lowa) 
Duluth-Supericr (Minn. -Wis.). 
Durham (N. C.) 
El Paso (Texas 
Erie (Pa.). 
Evansville (ind. ) 
Fall River-New Bedford ( (Mass.) 
Flint (Mich.) 
Fort Smith (Ark.) 
Fort Wayne (Iind.) 
Fort Worth (Texas 
Fresno (Cal.) 
Gadsden (Ala.) 
Galveston (Texas) 
Grand Rapids (Mich.) 
Green Bay (Wisc.) 
Greensboro-High Point (N. C.) 
Greenville (S. C.) 
Hamilton-Middletown (Ohio) 
Hampton-Newport News-Warwick (Va. 
Harrisburg (Pa.) 
Hartford-New Britain (Conn.) 
Houston (Texas).. 
| Huntington-Ashland (W. Va. -Ky.) 
Indianapolis (Ind.)....... 
Jackson (Mich.)......... 
Jackson (Miss.)...... 
Jacksonville (Fla.) 
Johnstown (Pa.)..... 
| Kalamazoo (Mich.). 
Kansas City (Mo.) 
Kenosha (Wisc.). .. 
| Knoxville (Tenn.) . . 
75 | Lancaster (Pa.). 
76 | Lansing (Mich.)....... 
77 | Laredo (Texas) 
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124 92 | 98 | 130 
4} 114) 65 77 | 
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Ranking of Metropolitan County Areas in 20 Categories — (Cont'd) 
| | 


CITY AND COUNTY 


Per Capita Income 
Per Family Income 
Per Family Sales 
Eati 

Drinking Places 
Building Materials 
Buying Power 
Quota 


il 


SELSSESSLESSISSSSRSSSS Area 


Lexington (Ky.) 


SSSRSRSSS*SuoBSESSS| Liquor 


Little Rock-North Little Rock (Ark.) 
Lorain-Elyria (Ohio)... . 

Los Angeles (Cal.)............ 
Louisville (Ky.)........ 

Lubbock (Texas) 


— ~_— 
233s 
SB2S8a 


£3 028838) Automotive 


| Memphis (Tenn.). Vaoutksosane 

| Miami (Fla.) 

Milwaukee (Wisc.)........ 

| Minneapolis-St. Paul (Minn.) 

| Mobite (Ala.) .. 

Montgomery (Ala.) 

Muncie (Ind.).. 

Nashville (Tenn.). . 

New Haven-Waterbury (Conn.) 

New Orleans (La.) 

New York-N. E. New Jersey (N. YN. 1)... 

Norfoik-Portsmouth (Va.) 

Ogden (Utah) 

Oklahoma City ( Okia.) 

Omaha (Nebr.) 

Orlando (Fla.) . 

Peoria (Ill.) 

Philadelphia (Pa.) 

| Phoenix (Ariz.) 
Pittsburgh (Pa.) 

| Pittsfield (Mass. 

Portland (Maine) 

Portiand (Ore.) 

Providence-Pawtucket (R. 1.) 

Pueblo (Colo.) 

Racine (Wisc.) 

Raleigh (N. C.) 

Reading (Pa.) 

Richmond (Va.) 

Roanoke (Va.) 

Rochester (N. Y.) 

| Rockford (1l.) 
Sacramento (Cal.) 
Saginaw (Mich.) 
St. Joseph (Mo.) 

| St. Louis (Mo.) 
Salt Lake City (Utah 
San Angelo (Texas) 
San Antonio (Texas) 
San Bernardino (Cal.) 
San Diego (Cal.) 

| San Francisco-Oakland (Cal.) 

San Jose (Cal.) 

Savannah (Ga.) 

Scranton (Pa.) 

Seattle (Wash.) 

Shreveport (La.) 

| Sioux City (lowa) 

| Sioux Falls (S. D.) 

South Bend (ind.) 

Spokane (Wash.) 

Springfield (111.) 

Springfield-Holyoke (Mass.) . 

Springfield (Mo.) 

Springfield (Ohio) 

Stockton (Cal.) 

| Syracuse (N. Y.) 
Tacoma (Wash.)... 

| Tampa-St. Petersburg (Fia.) , 

| Terre Haute (Ind.). . 175 
Toled» (Ohio) 18 
Topeka (Kans.) a aeons 218 
Trenton (N. J.) iieiea | 3 
Tulsa (Okia.) . ‘ sania : | 106 
Utica-Rome (N. Y.)....... 74 | 182 100 

| Waco (Texas)............ 135 | 121 | 140 | 117 | 137 | 113 | 
Washington (D. C.) ee " niai ni wi nl 9 
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Ranking of Metropolitan County Areas in 20 Categories — (Cont'd) 


! | 


CITY AND COUNTY 


Fy 
< 


156 | Waterloo (lowa) 
157 | Wheeling-Steubenville (Va.-Ohio) . 
158 | Wichita (Kans.) 
Wichita Falls (Texas 
Wilkes-Barre-Hazieton (Pa.) 
Wilmington (Del.) 
Winston-Salem (N. C.) 
Worcester (Mass.) 
York (Pa.) 
Youngstown (Ohio) 
Abilene (Texas) 
Alexandria (La.) 
| Anderson (Ind.) 
Ann Arbor (Mich.) 
| Appleton (Wisc.) 
Auburn (N. Y.) 
Bangor (Maine) 
Bakersfield (Cal.) 
Battle Creek (Mich.) 
Bellingham (Wash.) 
Billings (Mont.) 
Biloxi-Gulfport (Miss.) 
| Bloomington (Ill.)....... ; . | we oe 
Boise (Ida.)............ ey 171 
| Brownsville-Harlingen-McAllen (Texas) , | | 128 
Burlington (Vt.)....... ein een | | } } | 219 
Butte-Anaconda (Mont.) meer te | 8 | 123 | 225 
Champaign-Urbana (Ill.) wate : ais 175 | 155 
Colorado Springs (Colo.).. .. : ; | | } me ... | 168 | 179 
Cumberland (Md.).. . . ie | -.. | 178 | 200 
Danville (111.) iednihy.s : | 189 | 188 
Danville (Va.)....... eae ; } Sere a ae 
Elkhart (Ind.)....... Pies . } | | | | 200 | 180 
Elmira (N. Y.).... ‘a ee } | | 176 | 166 
| Eugene (Ore.).... “ oe | con 1 
Everett (Wash.)... pees | 162 | | 125 | 196 
Fargo (N. D.) : Sa, Wine 183 | 176 
Fayetteville (N. C.) salacal AS ee 
Fort Lauderdale (Fla.) e } | | | | ’ 106 | 205 
Great Falls (Mont.) . ‘ | | 141 221 
Hagerstown (Md.) eatg iolnws | | } } | | --. | 162 | 218 
Hutchinson (Kans.) ess Ree dite | j } | | } } | 202 
Jamestown (N. Y. | } 166 | 146 
Joplin (Mo.) | 233 | 190 | 232 | | 215 | bes ase: Re Oe 
La Crosse (Wisc.) j Ses cee | eee | 105 | 194 
Lafayette (ind.) 7 : ies _ | | | | | ee ot 192 
Lake Charles (La.) aoa | | 181 
Las Vegas (Nev. paar tntis | 207 
Lewiston-Auburn (Maine) 
Lynchburg (Va.) 
| Mansfield (Ohio) 
Monroe-West Monroe (La. 
Muskegon (Mich.) 
Newark (Ohio : 
| New London-Norwich (Conn.).. .. 
New Castle (Pa. 
Oshkosh (Wisc.) 
Paducah (Ky. 
Pensacola (Fla.) 
Port Huron (Mich.) 
Portsmouth (Ohio) ' 
Poughkeepsie-Newburgh-Beacon (N. Y.)...... 
Quincy (H1.). 
| Reno (Nev.) 
Richmond (ind.) 
Salem (Ore.) . saneds 
Santa Barbara (Cal.).. oawahea 
| Sheboygan (Wist.)...........ceceeeeeeee cease eae e | 208 | 224 
| Spartanburg (S. C.) | 176 | 
225 | Texarkana (Texas-Ark.)......... 0 ......ece cece eens | 
ET CR oi a acass Hh nh.daRs bedcndseensseesens 
MII a nsscoonce cn Vackevathlasecd neask a 
228 | Watertown (N. Y.) 194 | 196 | 172 
229 | West Palm Beach (Fla.).........................05. | | 171 | 106 | 114} 111 | 91 
230 | Wilmington (N.C.)..............c0ccccevececees : | 225 | 223 | 223 | 202 | 224 | 204 
| 


Per Family income 
Per Family Sales 


Per Capita Income 
Retail Sales 


eae 


| 


231 | Willlamepert (Pa.)..............-cccsscececececeees 152 191 | 199 | 173 | 155 | 180 
123 | 148 180 | 206 | 121 134 


219 | 210 |... 


| 186 | 179 
Oe TI oases ack cote os ete 136 | 144 
233 | Zanesville (Ohio) | 213 | 222 | 230 | 207 | 221 | 220 | 208 
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that moves goods and 


The twelve Chilton publications are a dynamic 
power penetrating deep into the fields they 
serve to influence those who do the buying... 
dynamic power guided by the reins of editorial 
excellence and quality circulation. 


To assure editorial excellence and sustain 


reader interest, Chilton editors set stern stand- 
ards that guarantee Chilton readers news, facts, 
and figures both authentic and timely. And to 
make the most of editorial excellence, Chilton 
insists on quality control of circulation. Chilton 
readers are selected under the most rigid regu- 
lations to make certain the advertiser’s mes- 


SALES MANAGEMENT 


sells services 


sage reaches those who make the buying CHILTON 
decisions. COMPANY 


(1NCORPORATED) 
It’s this combination of editorial excellence and 
quality circulation that make Chilton publica- Chestnut and 56th Streets, Philadelphia 39, Pa. 
tions a dynamic power that moves goods and 100 E. 42nd Street, New York 17, N. Y. 
sells services in the fields Chilton covers. 
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SECTIONS 
AND FIVE STORE GROUPS FIVE STORE GROUPS 
STATES ‘ f £2ve 


PER CAPITA SALES, JM ESTIMATES— 1953 PER FAMILY SALES, ESTIMATES—1953 


Furn.- 
General House- Auto- General 
Mdse. Radio Mdse. 
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Sales in 7 Store Groups by States and Sections 


BYLD estimates RETAIL SALES, 1953 
(in thousands of dollars) 


Eating and Drinking | Gasoline Service Lumber Yards and 
SECTIONS AND STATES Places | Stations — Buildi 


NEW ENGLAND 
Connecticut... . . 
Maine......... 
Massachusetts... . 
New Hampshire _ 
Rhode Island 
Vermont. . . 


a ay we 


New York | 
Pennsylvania . 897, 573, 593 


4,590,714 


EAST — CENTRAL 


Wisconsin 241, 513 


ay 4 NORTH CENTRAL 


North Dakota. 
South Dakota 


SOUTH ATLANTIC 
elaware 


Na82 


—] 
= 
oO 


S38822282 


North Carolina 
South Carolina 


838 
BEBBNes. 


Sseeagyss 


BSSEBSI0~ 
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West Virginia. . 


3 
~ 
. 
os 
a 
so 
8) s 
$\8 
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1,138,598 


EAST SOUTH CENTRAL 
Alabama..... ay: 120,373 } 141,017 
Kentucky SE Bat? ‘ } 127.664 
Mississippi............. 55,672 | 95,753 
Tennessee s ’ 187,769 


& 
PEt 3 


& 
3 


WEST SOUTH CENTRAL 
Arkansas 
Louisiana 
Oklahoma f 
Texas... . ; 446 ,565 589, 857 


978 ,261 
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S| seontEB: 


MOUNTAIN 


$38828 


SBSE288 


— 
— 
oo 


® 
8 
S 


#| sss0288a 
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PACIFIC 
California 


ae 
83 


| 3| &s3 
8| 2/383 
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188,123 
1,510,998 


“Mt 


TOTAL U. S. A. 13,109,857 | 10,152,950 
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SECTIONS 


POPULATION 
@ ESTIMATES 
1/1/54 


and Sections 


Lg Le ~~ _—, 
JM ESTIMATES 1953 


Summary of All Data by States 


RETAIL SALES 
ESTIMATES—1953 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


AND a emis i ) 


Urban- 
STATES ized 


FIVE STORE GROUPS 
in thousands of dollars—add 000 
Net % | Per | Per a 
Poou- Dollars of | Cap- | Fam- 
lation add | U.S.A.| ita | ily 
thou- | 000) | 
sands 

me | 


Qual- 
ity 
In- 
dex 


Buying 
Power 


General Index 


Mase. 


sands Food 


| 
NEW ENGLAND | 
2.143. 3 1.3413 636.1 d 7 i 
904. 2| - 5851 261. . 
4,847. ry 3.0236 
547.9 .3424 
825.1) .5158 
332.1, .2333 


9,053.5) 6.0328 


765,595 
272,625 
1,432,550 


170,491 
232,783 


-5381 

3.1519 
-3289 

4939 


49 
337,922; .2313) 195,774 


11,036,297) 6.4143] 3,029,818} 
| 

| 

| } 


3. 83521!, 827/53, 065) 5,023,759, 3.5929 
11.4793) 1,810) 5,833] 18,893, 171/19. 9324 
6.8979)! ,577/5, 421 11,831,533) 6.8534 


22. 2.2601, 734) 5, 38,537,434 21.2997 


480,489] .1933/1,257/4.412 


142.1 
re 845,021 6. aan. 641) 5,533 


7,472.2 


2,843. 1 1,099,387 1,810,298 


MIDDLE ATLANTIC 
New Jersey 
New York... 
Pennsylvania 


1,002,132 
2,495,943 
2,060, M2 


5,558, 187 


4,574. 8) 9,532,950 
13,443.6) 28,219,931 
7,674. on tea , 987 ,678 


25, 692.7/54, 770, 559 


1,633,591 
5,053,535 
3,024,153 


Q 784 323 


141 ,928) 
436,902]! 
274 ,836 


853,686 


5,248.3 
15,533.3 
10, 758.7 


31,593. 3 


: 423,032 
a 1,731/326 


1,525,442 
3,679,339 


1,580.1 
9.7415) 4,833.1 
§.7234) 3,133.4 


19.7434) 9,543.6] 25 


2,131,194 


EAST NORTH 


9,042.2 
4,197.8 
6,923.4 
8,351.5 
3,564.1 


6.7818 352,349) 6.5934 
725.445 2.7485 
477 ,595| 4.9274 
91830/249| 5.7137 
4,207,734) 2.4457 


38,593,414) 22.4317 


2,437,503| 
1 ,047,015| 
2,042,883| 
2,425,107) 

923 ,490| 


#909. 


530,830 


1,614,891 
494,023 
871,879 

1,113,031 
443,2 


1 2,048,840 
4, 991 
8, 


Wisconsin 2. 2530 


22,807. 7|54,615,359 22.1999 
| | 
WEST NORTH | 

CENTRAL 
lowa 

Kansas 

Minnesota 

Missouri. ... 

Nebraska... 

North Dakota. . 

South Dakota. . 


4,542,004) 1,832,073| 7 


& 
3 


1,310.4) 4,042,374 559, 820 


433, 833| 


138,839 


ani 


fac 


233.2) 


7,833. 7\21, 359, 673 


925,858 


8.6821|1,437/4 


SOUTH ATLANTIC 

549,890] .2235|1,584 
6810) 1,945 

1.8153) 1,348 


8 


= 
at 
n= 
ro 


ware 
District of Columbial 
ss 


one 


1.9257 
-9770 


11.5335 


irginia 
West Virginia... 281,907 


96| 4,019,830 


350,689 
4,578,314 


2: 403,432 
23,533,935 


1,439,263 


19,782,910 


| 2888R88 


| ou 


11,719.68 1,251 


@ | 
= 
= 


2,451,765 


EAST SOUTH 


1,447.1 
1,175.6 
671.5 
1,547.8 


4,842.0 


3,101,153) 1.2305 


1.3306 
-7534 
1.4933 


4.8474 


932|3 2,191,237 282,107 

1,037/3 265,889 

833/3 181,603 

4 411,058 
3, 


1,121,837 


1,094 


3,63), 158 
11,925,499 


1.8533 
4.9737 


1,016 75 8,557,114 2,913, 734 


673.1) 1,897,181 
1,642.1) 3,438,734 
1,230.8] 2,985,485 
5,651.5) 12,642,326 


sl ssare 5|29,871,708| 8 


3212 189,333 
1.3334 
1.2235 
5.3973 


8. 7217 


294,67) 
515,522 
432,022 
2,919,395 


3,231,919 


7,2 
2,150,128 
3,538,697 


5. 1338/1 
8.4338), 


474,182 
782,504 


1,735,192 


1,233,274 213,387) 119,631 


os. 
833 


| Mer reone 


Veoowas 
£33sSss= 
Sar4eowo 

VerVneeou 


48,273 
19,134 
314,805 


4 


41| 3.6213] 1,290,720) 638,259 


8.8182 
1.1791 
1.6468 


20,033,601|11.6441 


73 172048 .349) (100) 
477.758 


3,643,122) 1,524,237 
460,007) 249,408 
658,405) 338,964 
4,761 534) 2,112,609 
40,894 230) 19,189 015 


157,607) 68 176 


976 ,670 
99, 

133 ,332' 

1,209,781 


4,025,415 
9 , 166 ,874|33 489, 986) 4,838 , 004) 
24,611| _83,337|_ 14,24 
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85. 2/29, 670, 392| 
.3/246016 , 136 
793,517 


TOTAL U.S.A..... 
HAWAII. .... 
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(100) 15 537)5.1 


3225/1. 61616 


This is Philadelphia 


Philadelphia, famed for Independence Hall, ice cream, the 
Main Line—and much more—is making a name for itself 
in many new directions. 

Today, Philadelphia is this giant new air terminal, the 
most modern in the nation . . . new steel mills and hundreds 
of other industries, going full blast . . . new homes, dotting 
last year’s fields. Big things are happening all over the 
14-county Greater Philadelphia Market. 

Today, as yesterday, Philadelphia is millions of ambitious 
people, most of whom own their homes and are here to stay. 
Once sold on your product, they'll buy it again and again. 
The Evening and Sunday Bulletin serves this growing 
Market, reflecting the character, needs and interests of the 
busy, prosperous people of the entire region. 

The Bulletin is Philadelphia’s favorite newspaper. Every- 
where, Philadelphians buy it, read it, trust it and respond 
to its advertising. 


The Bulletin is Philadelphia. 


MAY 10, 1954 


In Philadelphia nearly everybody 
reads The Bulletin 


Advertising Offices: Philadelphia, Filbert and Juniper Streets; New York, 
285 Madison Ave.; Chicago, 520 N. Michigan Ave. Representatives: Sawyer 
Ferguson Walker Company in Detroit * Atlanta * Los Angeles * San Francisco 
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Summary of Consumer Spending Units by States and Sections 


G7) Estimates, 1953, of Income Breakdown of Consumer Spending Units 


SECTIONS 
AND 
STATES 


NEW ENGLAND 


MIDDLE ATLANTIC 
New Jersey... 
New York 
Pennsylvania 


EAST NORTH 
CENTRAL 
Iinois 
Indiana 
Michigan 
Ohio 
Wisconsin 


WEST NORTH 
CENTRAL 

lowa 
Kansas 
Minnesota 
Missouri 
Nebraska 
North Dakota 
South Dakota 


SOUTH ATLANTIC 
Delaware 
District of Columbia 
Florida 
Georgia 
Maryland 
North Carolina 
South Carolina 
Virginia... . 
West Virginia 


EAST SOUTH 
CENTRAL 
Alabama 
Kentucky 
Mississippi 
Tennessee 


WEST SOUTH 
CENTRAL 
Arkansas 
Louisiana 
Oklahoma 
Texas 


MOUNTAIN 
Arizona 
Colorado 
Idaho 


New Mexico 
Utah 
Wyoming 


PACIFIC 
California 
Oregon... 
Washington 


TOTAL U. S.A...... 
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| % of Units | % of Dollars 
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NET—INCOME GROUPS, 1953 


| $4000 to $6999 
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THE COUNTY-CITY SECTION 


County Locating Code Numbers on 
State Maps. Every state map has a 
border similar to the Alabama map on 
page 246, with numerals running 
down the sides and letters of the al- 
phabet at the top and bottom. This 
makes possible a locating code which 
is the first figure following the county 
names in the following state-county- 
city tabular section. See, for example, 
Autauga County, Ala. The locating 
code is E4. Look down from E until 
you strike a point which coincides 
with a horizontal line running from 4, 
and there is Autauga County. The 
code indicates the point where the 
name of the county will appear. 

Maps Show Effective Buying In- 
come. Since Effective Buying Income 
is a measuer of ability to buy, rather 
than what has been bought or where 
it has been bought, it is of utmost 
significance in determining where to 
put pressure on the sections of the 
consuming public likely to be most 
responsive to promotion and advertis- 
ing campaigns. Consequently the 
shading on the counties has been 


shifted from the retail sales formula 
to the more realistic Effective Buying 
Income, and the shading shows five 
variations of size groups, ranging from 
the black counties with EBI in excess 
of $150 million to white counties, 
which have less than $15 million. 

The cities shown are those with Net 
Effective Buying Income of $15 mil- 
lion or more in 1950. 

Scale of Miles. As a further refine- 
ment, a scale of miles has been devel- 
oped which is sufficiently precise for 
estimating the distances which sales- 
men must travel to cover territories 
laid out with the aid of potentials as 
disclosed in this Survey of Buying 
Power. 

Population Size Coded for Cities. 
These listed cities are further refined 
by three broad population size groups, 
shown by the size of the type, and by 
these four symbols: e—under 50M; 
H-—50M to 100M; A—over 100M; 
*—multiple city. The shape is the 
determining factor, not the color, 
which varies according to the back- 
ground of the county shading. 


E 


AUDERDALE 


ALABAMA 


PICKENS 


GREENE 


SUMTER 


1950 Net Effective Buying Income 


cs In extess of $150 Million e 


$75 Million to $149.9 Million 


caociaw 


$40 Million to $74.9 Million 


$15 Million to $39.9 Million 


WASHINGTON 


Cities shown are those having net 
Effective Buying Income of $15 million 
ond over 


Scale of Miles 
25 


One inch Equols Approxsimotely 55 Miles 


# Muscle Shools 
Florence 
BSheffield 
#:. Tuscumbia, 


MADISON 


OL BER 


Copyright by 


(aes Managimenl 


G 


Mississippi, 


“The “SM” symbols mark Original, exelu- 


Tennessee.) _ sive estimates by SALES MANAGEMENT. 


ALABAM A — Counties and Cities — (2',,£**, Seu, ca States: 


| Pop. 
in NUMBER OF OUTLETS 
GM |FHR) A 


City County thous 


Alexander City 
Andalusia 
Anniston 
Athens 
Bessemer 
Birmingham 
Cullman. 
Decatur 
Dothan 
Florence 
Gadsden 


Tallapoosa 
Covington 
Calhoun... 
Limestone 
Jefferson . 
Jefferson. . 
Cullman.... 
Morgan. 
Houston. ... 
Lauderdale 
Etowah... eal 


Pop. 
in 
thous 


NUMBER OF OUTLETS 


City County 

.Madison 19 
.. Walker... 9 
. .Mobile. . . 138 
Montgomery Montgomery. 116 
Opelika. ... an 13 
Prichard. ‘4 _ 22 
Selma... “ye 23 
Sheffield... . Colbert. . . 14 
Sylacauga . Talladega . 13 
Talladega. Talladega 14 5 
Tuscaloosa Tuscaloosa 50 : 30; 32 


Huntsville. . 


~ oa 


sw hy 
AOwnmnarre ao 


y 
So 


POPULATION 
> EST: maTES 
1/1/54 


EFFECTIVE BUYING 
INCOME 
ESTIMATES— 1953 


COUNTIES 
CITIES 


sands) U.S.A. U.S.A.| ita | ily 


Autauga -0108 
Baldwin 0273) 


© SM, 1953. 
246 


38,065 


11,890 .0048 683 2,765 
.0155; 1 871,3,226 
| __17,267| .0970|_628\2.502 


‘eta SALES AND 
ADVERTIS- 
ING 
CONTROLS 


RETAIL SALES 
ESTIMATES—1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 
5 CE aS RE a Buying Qual- 
| Power | ity 
General | Furn.- Aute- Index | In- 
Food Mdse. | House- motive Drug dex 
| Radio 


| oe Ae 
2, 606| 847, 85 826 194] .0056| 52 
7,901 1,724) 1,247 5,914. 845] .0181, 66 
4,085) 1,927, 895 2,808 378) .0093| 54 


Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


13,646) 0079) 1,978 


MONTGOMERY—GROWING!  rrsretv aure™" """ 


(Survey of Buying Power estimates) 


MONTGOMERY METROPOLITAN AREA 


1952 1953 In te. the pervell for more than ve Pnoyeos gh iieary 
. . personnel at Maxwell and Gunter Air Force bases and Air Force 
1. Effective Buying Income $178,750,000 $197,946,000 R.O.T.C, Headquarters was approximately $20,000,000. Additional 
2. Per Capita Income 1,254 1,328 payrolls for 1,800 civilian employees and over 12,000 students 
(Alabama—$996) ae = University during 53 was approximately $19,- 

F 000,000. 53: $39,000,000. 

3. Per Family Income 4,525 4,669 ee ee ee 


During the thirteen-year period from 1939 to 1954, the Montgomery 
(Alabama—$3,736) Metropolitan Area recorded the following increases: 


4. Total Retail Sales 139,582,000 143,788,000 fetal Eeiel Sets ap 80% Fumiture-Household-Radio. Soles up 343% 


5. Automotive Sales 27,614,000 32,844,000 In Montgomery we like to be growing—never grown. 


And—this matter of income: 34% of all Montgomery income, held by 10.9% of Con- 
sumer Spending Units, falls in the $7,000 plus bracket—tops among Alabama markets. 
To sell the deep South you have to WAPX Asc) WALKER COMPANY 
sell ALABAMA; to sell Alabama WCOV xs) PAUL #1. RAYMER CO. 
WII iviutual) © WEED COMPANY 
(NBC) HEADLY-REED 


ERY ! 
you must sell MONTGOMERY first WSFA 


The “SM” symbols mark original, exclu- ial : F _ A L A B A M A — (Continued) 


sive estimates by SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
Sy7p ESTIMATES By7p income 
be 1/1/54 ESTIMATES—1953 ESTIMATES—1953 
COUNTIES po Se ooe te = FIVE STORE GROUPS 
Ar (in thousands of dollars—a 


CITIES dd 000) 
! 

| Gas Furn.- 

Food | Mdse. | House- 

Radio 
1,983 2,316 
3,060 1,387 
1,467 878 
é 4,413 2,288 
Calhoun........ J d . t A 4,177 i. 5,529 
Anniston. .... 3 3 F J 4,278) A J 4,661 
Chambers...... . i s s é 3,861 d 810 
See West Point | | 


Total 


ito- 


: 
$728 


z 


38288 


n= 


Bo 


BERYNSB 
BSSSsesE 


(Ga.)-Lanett 
Cherokee...... é . ‘ : .238) 742| 
Chilton S tee x J r : J J ,684) 1,276) 

| 2,267/ 
4,181) 
712, 
724) 
1,045) 
2,579 


83 


RSSSRSERES 


Sheffield... . ‘ x .0077|1,281/4, 094 

See Florence- | | | 
Sheffield- 
Tuscumbia- 
Muscle Shoals 

- \ ° 9} 3. 11,565: 


F 8| 7,858 
Covington a -7| 16. 32,477 
Andalusia 7 0} 11,116 

11,242 
48.9). 4) 8. 32,648 
8.9) . ; 9,283 
19.9) . .2| 6. 13,512 
55.5 .6| 23. 49,030 
23.9). 2 27,127 
45.2) . 9} 6. 28,365 
30.5} . 6 5. 25,067 
31.1 .7| 20. 24,540 
101.1] -. .1) 69. 119,982 
61.5] . ll 84,255 
18.6} .0116) y " 12,229 ! 
25.0} . 5) 6. 18,579}. .0082) 2, 849 1,632 
24.5 4) 3. 17,119]. a 2,386 i 
15.8) . ee 8,533 kg i 1,372 .0051 
19.1) . 7. 10,098 rg ¢ ‘ 1,446 .0057 
17.6) . A] 11,349) & ; 1,179 0059 
46.4) . .7| 26. 42,441 Y | 0246) 2,907 .0218 
26.7 31,880 , 194} : j 2,265) 2, y .0165 
37.5] .0234) 23,634). . ’ .0086| 1, 2,610) 698 .0121 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 
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TOPS IN U.S. PROGRESS! 


Mobile’s port, department stores, population and all market 
indices are growing—with a DOUBLE-SIZED city in sight! In the 
midst of this expansion, the Mobile Press-Register continues to 
grow, with no competition from general magazines, newspapers 
or supplements. 


MOBILE CO. 
ST 


ALABAMA 
IN POPULATION 
GAINS 
940-50 gain nearly 3 
times more than any 
other Ala. county, and 

sell on woy vo! 


$402,985,000 
RETAIL SALES IN 
PRIMARY MARKET* 


$23,288,000 
IN COUNTY 


increase vs. 1952, 


$8,606,000 


Sar 


Morning—Evening—Sunday 


Owners and Operators of Radio Station WABB—AM-FM 
Representatives: THE JOHN BUDD COMPANY 


Al LAB BAM A— (Continued) | 


COUNTIES 
CITIES 


Jefferson aes 
ABirmingham 


Opelika. ... 
Limestone 
Athens 


Lowndes. . 

Macon 

Madison... 
Huntsville 


TION 
y EST _ 


@ 


Total | °% 

(thou- | of 

sands) | U.S.A. 
| 


Fami- | ized 
lies | Popu- 
thou- | lation 
sands) (thou- 


sands) 


———— 


_3734| 
2141 
0191 


171.3 487.6 
105.1 
8.8 


EFFECTIVE BUYING 
JS Ht ESTIMATES—1953 


Ly 


MOBILE 


488, 205) 
38, 003 
8,466 
59,896 


“1984 1, 42514, 645) 
.0154|1,246)4,319 
0035} §53/2,171 
0243) 1,064/3, 


72,341 
38,442 


-0294 1,375) 4,667 
-0156 1,403 4,746) 


| | 
-0066, 609)2,491 
-0198 1,068 4,419} 
0071) 1,273) 4,366 


16,194 
48,608 
17,440 


481,141) 
40,153) 
4,853 
41,330 


-0234 
-0028 
-0240 


25,384 
8,568 


9,214 
22,920 
69,700 
23,321 


17,611 
16,386 
33,100 


331,130 
192,376 
27,280 
15,796 


.0782) 1,390) 4,669 
.O111 1,240)4,472 
-0065 650)/2,723 


A aid A See end of state for SM 
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Sebvepaiiien County Areas. 


-3612) 3,627| 


| 


This is the market—and the news- 
papers—where selling succeeds! 


PRESS-REGISTER 
GENERAL LINAGE 
1953 


2,876,006 
LINES 


. . « 408,706 


GAIN OVER 1952 
18% more linage 
than Montgomery 
131% larger gain 
than Birmingham 

(Linage Service) 


ALABAMA 


150,300 
FAMILIES IN 
PRIMARY MARKET* 


VWihere Press-Register 
has 8 times more circ- 
ulation than largest 
magazine, and more 
than $0 times as much 
as largest outside 
newspaper! 


mi. radius of Mobile Co 


Che Mobile Press Register 


The “SM” symbols mark original, 
sive estimates by SALES MANAGEMENT. 


exclu- 


RETAIL SALES 
ESTIMATES —1953 


~~ FIVE STORE GROUPS — 
dollars —add 000, 


(in thousands of 


SALES AND 
= 


IN 
CONTROLS 


General | Furn.- 
Mdse. | H 


Buying 
Power 
Auto- Index 
motive 


148,526 
98, 450 
11,064 

1,335 
9,381 


92,872 
73,805 
3,673) 
990 


2,506 
2,402 


1,164 
592 
2,432 


11,716 
10,073 
1,451 
635 


127 ,978 
114,734 
10,726 
1,157 
11,418 


18,717 
10,922 


1,185 
4,652 
4,264 
3,751 
3,611 


1,698 
2,029 
13,685| 


2,850 
3,345 
11,188 


45,000 
41,927 
2,052 
3,056) 


f2Sse B8Se Brees 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


BIGGEST 
FAMILY 
FOOD 
BASKET |X 
IN THE 


SOUTHEAST! 


1953 1953 Retail Per Capita 
Population Food Sales Food Sales 


Birmingham 597,600 148,526,000 $249 
Nashville 342,900 79,254,000 231 
Atlanto 728,400 166,575,000 229 
New Orleans 760,300 168,899,000 222 
Memphis 515,500 114,467,000 222 


Metropolitan Area 


Che Birmingham News 
Birmingham Post-Herald 


Sources: 1954 Seles Mancgement Survey of Buying Power 


Y SMITH ¢ 


MAY 10, 1954 


Again! A Big Gain In Retail Sales For 
MOBILE—ALABAMA’S 2ND LARGEST CITY! 


As new industries continue to RETAIL SALES ; 

choose Mobile for a site . . . the CONTINUE To c N METROPOLITAN MOBILE 
buying power of Metropolitan PP .. ae. . — 
Mobile continues to grow, and 195) : UP! 
WALA, with a generation’s ex- Retail Sales $188,608 1952 1953 
perience selling to Mobile, de- Food 608,000 $214,682,000 $223,288, 
livers this ever-growing sales Gen th 49,257,000 57,177,000 em 
market. WALA-TV now covers } Mdse, 22,848,000 ee 57,772,000 
the entire Gulf coast area, with Furn. Hsid., Radio okey 25,056,000 25,602,060 
its many fast-growing industrial Automotive ‘818,000 11,649,000 ™ sine 


towns and cities. 34,485,000 37.49 
’ 8,000 45 000 000 


To Sell Mobile, One of The Nation’s Top Ten Ports, Specify: 


WALA “4° WALA-TV 


Radio In Mobile Since 1930 VHF, Channel 10, 
NBC Affiliate NBC, CBS, ABC Television Networks 


Owned and Operated By Pape Broadcasting Company, 210 Government Street * Represented Nationally By Headley Reed Co. 


M a weg elt : i & The “SM” symbols mark original, exclu- 
ALABAMA — (Continued) e aeasyt ee = j sive estimates by SALES MANAGEMENT. 
ae ; re SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 

NCOME NG 


| | 
JM ESTIMATES— 1953 - CONTROLS 


PULATION 
ESTIMATES 
1/1/54 


COUNTIES _|politan | l F l 
CITIES Area |Urban- } 
Fami- | ized | _ Net % | Per | Per ht 3 a3 ; __| Buying |Qual- 
| lies |Popu-| Dollars of | Cap-| Fam-| Power ity 
(thou- | lation (add | U.S.A.| ita ily 
| sands) |(thou-} 000) 
| |sands) 
| ee | ae 
Montgomery... . -0| 0931, 42.4)119.3 | 197,946 .0804)1,328)4, 669) ‘ d : | 32,844) 3,747 
AMontgomery. 2} .07 35.0) 168,025) .0683/1,446)4,801] 135, 4 31,201) 3,747 
15.2) 24. 50,728 .0206| 941/3,337 13,542, 954 
7.4 31,467] .0128)1,339)4,252 10,423] 781 
4.3) 2. 10,979) .0048| 897|2,553 1,271; 221 
5.5| 3. 13,674) .0066) | 692)2,486 2,584] 274 
7.7| 11. 22,732) .0092) 768)2,952 3,229) 539 
5.4| 5. 14,467) .0059 676|2,679 2,874 
10.5| 24. 34,103) a 826|3,248 445 


motive Drug 


$83 9299235 


| | 
22,284 .0091| 844/3,328 
25,198, .0102) 826 3,272 
14,104, .0058, 638/2,661 
| } 


1,748) 
1,766: 
2,143 


63,671) .0259) 942/3,813 : ‘ 7 | 12,037 
17,192] .0070}1,283)4, 408 | .0114) | 7,323 
16,197) .0066/1,117/4,499 i .0091) 4,272 
33,155) .0134) 975|3,684 ,479| 0124) 2, ; 5,352 
Alexander City. } ‘ 9) 8,090; .0033 1,264/4,258 2,977) . } 905) a 4,845 
se .7, 0623) ; 101,169) .0412)1,015/4, 181 | .0367) 2, 10,758 


SS2ss #888 sseee 


15 


64,195! .0261|1,165|4,8#7)  55,106| .oseo! | : 10,758 
0317 a 59,116) .0240/1,166/4,806] 51, : 10,758 
0389, *6.2| 11. 50,199} 0204, 8063, 099 ; ’ 7,691 
.0v57} 2.8 9,918} .0040|1,078/3,542) 21, 0125) 6,713 
.0097) | 8,932} .0036) 576|2,481 .499| 0026) 1, 1,000 
0139) 5.1) 11,134 0045) 499 2, 183 | 2,024) a... 
O13, 4.8) 3. 13,499, .0055) 746 3,000 951) .0047| 1,767) 1, | 2,297 


RSE 


1,013.6) A } » eo 1,367,199) .5557/1,349 4,532] 1,363,234 792: 284,581 165,924) 86,896 349,263) 39,951 .6421| 101 


3,127.4) 1.9543) 830.01447.1! 3,101,183 1.2605 992 3,736 1.4031) 72 


A and A See end of sate for SM Metropolitan County Areas. Cc ; Before using these figures, see explanation page 11. 
250 SALES MANAGEMENT 


To Cover Alabamna....You Must Cover 
Alabama's Capital Part 


Where 25% of Alabama's Retail Sales Are Consummated 
the hub of which is 


MONTGOMERY 


ALABAMA’S CAPITAL CITY 
Population: City 116,000 — Metropolitan 142,500 


A Retail Trade Zone 9 AA AMRIT EERE EN 
IN EXCESS OF 71,677 72,193 


HAIF A MILLION B® cirniion ABC iene, 


You cannot cover Alabama THE ONLY EFFECTIVE COVERAGE. OF THE 

— uately y<" — ( 
Oontgomery, the apita we 5 

part. The Montgomery Ad- <== ——- he Mont tqomern ‘Advertiser 

ee al eit ALABAMA @ JOU RNAI 

dised coverage of this pros- , MORYNG-—-EVENING 

perous territory at only 26c_ ' 


per line. Bor More Details Ask KELLY-SMITH COMPANY 


CENTRAL AND SOU ABAMA MARKET 


The * “SM” ‘symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. ; A L A B A M A. —_ - &D Metropolitan ‘County Areas 


ADVERTIS- 


SALES ES AND 
77y ESTIMATES evanres 3 auvna RETAIL SALES bool 
ee JM ESTIMATES— 1953 3 ESTIMATES—1953 CONTROLS 


~ FIVE STORE GROUPS — 
Urban- (in thousands of dollars—ada 000) 
/ Fami- ized et % % ty he ee ee ee _| Buying |Quat- 
- of lies | Popu- ( | | 
on U.S.A. (thou- | lation ( U.S.A.| ita | ily S.A. | General 
sands) (thou- v00) } 
sands 


Furn.- | Auto- | 


Birmingham . . | 171.3) 487.6 : -3416 1,407 4, 907 ’ 3612) 3, 627 ,526) ’ 35, 432 127, 978. 18, 184 
Gadsden . : | 28.1) 69.3 . -0487 1, 187/4,270 . -0476| 2,915 ’ , 5,425| 21,528) 2,182 
Mobile : . 72.9) 209.C ‘ -1346 1,276 4,542 : 1298) 3,063 ; , 11,716) 45,000) 9,955 
Montgomery 0}. 42.4 119.3 ’ -0804 1,328 4,669 . -0836 3,391| 30,375 , 8.359 32,844 3,747 


Total of Areas .107. -6919 314.7 885.2) 1.489.610 .6053 1,345'4.733} 1,070,354 .6222 3.401 257,859 -560' 60,932 227,350, 31,068 | 
© SM, 1954. 


In Heart of Dixie.. MUSCLE SHOALS .. The Heart of VA MARKET NO. 226 


Help Yourself To... GREATER SALES ... In Northwest Ala. * “OMPNitcunsia 


$112,000,000 Trade Area Retail Sales e MUSCLE SHOALS CITY 
$ 60,000,000 Trade Area Bank Resources a 
$ 51,000,000 Tri-Cities Area Payroll TENNESSEE 
TVA Power . . Metals . . Chemicals . . Rubber Products 

Frozen Foods . . Farming . . Fishing . . Forestry . . Ceramics 
Effective Buying Income $72,341,000 
Buying Income Per Family ... . $4,667 
2 Daily Newspapers . . 3 Radio Stations 


THE FLORENCE TIMES WJOIl WLAY WOWL 
THE TRI-CITIES DAILY ABC Mutual Independent 
Circulation 17,000 1340 KC 1450 KC 1240 KC 


MAY 10, 1954 


Before using these figures, see explanation page 11. 


MISSISSIPPI 


ALABAMA 


a NET—INCOME GROUPS, 1953 | NET—INCOME GROUPS, 1953 


T | ————————————— - 


| 
COUNTY Be $0-2,499 | $2,500-3,999 | $4,000-6,999 $7,000 & Over COUNTY $0-2,499 | $2,500-3, 999 
oo oO ae | | 


Dol- | % Dole | % Dok | % Doe | (000 Del- % Dei- 
Units lars | Units lars | Units lars | | Units lars | Unite lars 


27.0 
34.7 
30.2 
38.0 
33.0 | 
21.9 
29.7 
30.1 
30.€ 
31.4 


eo) 24.9 
50.0 | 27.9 
17.7 | 27.7 27.3 
40.8 | 35.9 


—ae Ss 
uD em @ 


25.8 | 23.1 26.3 
30.7 | 24.9 31.2 
56.2 11.1 18.8 
36.7 | 18.6. 25.2 
22.7 | 27.1 29.8 
41.9 | 16.3 23.8 
36.8 26.8 38.4 
30.3 | 25.3 32.1 
12.4 | 29.0 24.6 
35.8 | 21.2 29.1 


weeehwnwne Ww & w 


31.4 
27.1 | 
32.6 
30.0 | 
31.2 | 
34.0 
26.1 | 26 
34.8 
36.3 | 


ws 


—-NeSoSoMUnws 


eomwnwrt & Nw wo 


weonwe eK & WOO 


14.4 | 
22.3 | 
43.1 | 
41.8 
31.8 | 
32.2 
21.8 
20.9 
26.3 
45.9 


22.0 
28.7 
25.9 
25.7 
25.9 
39.2 
33.0 
34.5 
35.7 
20.9 


— 


NN ON ONS & 


No @ te 


= 


Oona aaomsea-— 
No 


~~ we me om 
a 


See vdenwrned& 
ue ae 


“4 Dee © Sw 
onwe nN WK ww WS DW FH 


Covington 


- 


Crenshaw 
Cullman 
Dale 
Dallas 

De Kalb 
Elmore... 
Escambia 
Etowah 
Fayette 
Franklin 


26.9 
31.4 


~1 to 


—_ tet 


o- 


© & 


Rncdnwm® ramus 


ereuawrooun 
Neko nodwmrnanhaw 


20.7 21. 2 


“ae 8 wt 


29.2 | 
33.9 
29.1 
29.7 | 
35.1 


8 


Nv vw eonou 


33.4 
31.7 
29.0 
24.7 
16.9 
13.9 
17.2 


15.4 | : 
15.4 | : 
22.3 | 
23.8 
43.0 
54.6 | 
32.2 | 


=a Go & 
as 


aur anwe ou 
sme 


uo 
enn se & Ww Aww 
i ned e—- wwe 


yer em wore 
o> 


“wurone 
1 & 


ee 


ow 


Geneva . ua 1 | 26. 35.3 
Greene 3 | 81.2 +5 | 11.1 18.6 | 
Hale 0 | 6 ‘ 2. 21.2 | 
Henry 6 | 63.1 . 22.9 70.8 
Houston . 3. 24.1 | 26.6 29.6 
Jackson... | 65.3 37.3 | 23.3 33.0 


ARI Zz |ZON ‘N A- — - Counties a and 1 Cities — 


oy 


| 


942.8 | 47.6 19.4 | 27.4 27.6] 18.8 29.5 


8 
2 
2 

5 


55,059.3 | 30.3. 9.1| 26.0 19.2| 30.7 35.4 


ther Mountain States: Colorado, Idaho, Mon- 
tana, Nevada, New Mexico, Utah, Wyoming.) 


| Pop. | Pen. 
1 


aiwe fe Se we 
on + - + oO 


Arizona state map—page 255 | (in NUMBER OF OUTLETS (in NUMBER OF Tk T 
City County ‘thous.)| | F | GM | | FHR| A | D i] County thous.)} F | GM ram A dD 

‘ Sh ES _ —_—|—_—_ =_ hace = ceeinaeninentyipat — 

Deugies Cochise 981 : 6| 10 i 2 286, 6s ~ 101| 105| 58 

Flagstaff... Coconino. 5 t yt 4) 6 2 

Mesa Maricopa..... 21 6 L EEO Gre. i .25| S23} 

Nogales..... ...-Santa Cruz... 6 11 10! 


rp eaigares EFFECTIVE BUYING RETAIL SALES 
ee BYP ESTIMATES—1953 ESTIMATES—1953 


FIVE STORE GROUPS 
housands of dollars—add 000 


COUNTIES 
CITIES 


| n- | Coun- a (int 
Total | % | Fami- Ke tied Y | 9 
(thou- | of lies | Sales s| ] 
| 


| Cap- | Fam- | 
sands) | U.S.A. | (thou- — S.A.| ita | ily | U.S.A.| Per | General | Furn.- | 


sands) | (thou- 000 } kg Food | Madse. 
sands) | 


0184) «5.6 : .0072| 604'3,173 | .0043| 1, 319) 1,147 
-0199 | .0185|1,432\4,793 ’ 0207) 3,755) 9,407 
.0061 3.0) i -0058) 1, 446)4,724 3,734) “0080 3,418 
.0169 7) 8. .0123\1,117|4,517 .397| .0177| 4,537) 4,851) 
0051 ; E 0047/ 1,396 4,770 18,930) -0110) | 2,979) 
| | | | 
.0158) ’ y 0144 1,396/4,906 22,013; .0128| 3, 087, 5,559) 
0086 .0062'1,115/4,398] 13,922 poem 3.978, 2.389) 
.0094 d : ' -0095|1,554/5,976] © 9,895) 2,537, 3,214 


.2576| .2\300. 616,518, .2506|1,496'5,087| 483,516, .2810 rm 99,684 : F ; 16,568 
0810} 43.6) 214,358) .0871|1,654/4,916] 336,003/ .1953 | 50,783} 42 27, 78, 10,977 
0137 i 31,186) .0127)1,424)4,950 29,268} .0170) 6,765) .409| 2,247, 8,640 623]. 104 
.0056) . me 13,319, .0054/1,497/4,933 10,724) .0063| 3,972 2,218 126 1,880; 216) . 102 
-0202) 7.5| 7.3 27,781 -0113) 857/3, 704} 19,740| .0114| 2,632 3,696 712) 600 2,707 690 F 65 
A and A See end ‘of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


The Survey of Industrial Buying Power—pages 51-79 


SALES MANAGEMENT 


oe 

More than 420,000 persons — $515,290,000 — more than half a billion ee, ee eee re 
nearly half the entire population dollars — was the total of retail sales in the erresne of shout 2000 hemes 
of Arizona — make their homes “1 metropolitan county area in 1953 alone! ... over 1952 f: 

in the metropolitan county area. An increase of more than 100 per cent in the mm 
New residents continue to pour past 7 years! 

in at better than 2,500 per 
month! 


The metropolitan county area is the buying 
and shipping center for surrounding farm and 
fruit land totaling approximately one million 
acres with an annual crop valuation of 200 ~ | $225,000,000 is the estimated value of 
million dollars. manufactured products turned out in the 
metropolitan area in 1953 — greater than the 
revenue from either agriculture or mining. 


low cost, aiiakiie 
complete coverage of A Write Now 


METROPOLITAN PHOENIX \ 32222. 


and Market 
Data Books 


Total coverage of Metropolitan Phoenix is offered advertisers by the 
Phoenix Republic and Gazette! Here is the key that unlocks the door 
to one of the fastest-growing major markets in the United States — a 
one-buy, single-insertion medium that delivers the Metropolitan Phoenix 
market as can no other! 


*Maricopa County 


THE PHOENIX REPUBLIC AND GAZETTE 


PHOENIX ARIZONA 
National Representatives: Kelly-Smith Company 
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KTUC MANAGER, LEE LITTLE 


_ bbaut ba .adle ite?* 


in the Fast Growing 


1400 KC MBS 250W TUCSON J. iporce Machel 


John Blair 


has the details RETAIL SALES UP $20,000,000 OVER 1953 
QUALITY OF MARKET INDEX: 167 


A R | Z re) N A eee (Continued) 5 oe The “sm” symbols mark original, exclu- 


ntl a sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE epee RETAIL SALES ADVERTIS- 
SM — SM INCOM ING 
ESTIMATES —1983 ESTIMATES—1953 CONTROLS 
COUNTIES jpolitan FIVE STORE GROUPS | 
CITIES Area (in thousands of dollars—add 000) 
Per Per ‘ 
Cap- | Fam- | | ] | | 
ita | ily S.A. | } General | Furn.- Auto- 
| | Food Mdse. | House- | motive | Drug 


Buying Qual- 


58.61107.6 ,605| .1214/1,565/5,371 080] .1283) 3,814) 48,578) 27,108 14, 402) 35,814! 9,839] .1216| 102 
1A Tucson 9.§ .0312) 15.7 80, 938) .0329 1,622/5, 155 . .0976 31,208; 23,572 14,050} 33, 100) 7,509 0520) 167 
Pinal 5} 0328} 13.4| 14.9] 58,968) .0240|1, 123/4,401 : . 13,400; 2,508, ‘1, 6,643} 1,609} 0259, 79 
Santa Cruz .8| .0061/ 2.6 6.6] 13, 248) 0054/1, 352/5, 095 . ; oa 2,814, 5, 087/ 755| .0065| 107 


Nogales 6} 0041) 1.6 9,484| -0039]1, 437/65, 928 ; | 2,824) 3,840) | ,983| 755] 0051) 124 


| | 
Yavapai .5| .0159| 7.8) 10.1 39,056) . ,532|5, ,892| . , 6,031 
Prescott 1} 0044) = 2.9) 11,282) .0046}1,589/3, 890 | 006 | 3,150} 
Yuma .0} .0200/ 9.1) 16.1 48,191} .0196/1,506/5, 296 . 4 , 10,379) 
Yuma 3} .0064] 3.3 18,293} .0074/1,776|5,543] 35, .0203| 6, 485] 


896 

676 

,330 : 

919 -O111| 173 


Total Above Cities 243.4 1520; 78.8 391, 159 1591/1,607'4, 964 630,956 3667 107,112 85,366 48,296 141,832 22,133 .2200) 145 


State Total 906.5 .5665 256.3)518.7 1,283,274 .5216.1.416/5,007] 975.856) .5672) 3,807 213,367) 119,681) £6,956 187,677) 35,220 .5443| 96 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. < Dar “Before uing thece figures, see explanation page 11. 
1 Special U. S. Census report too late for Survey computations, 
shows Tucson (city limits) with 51,105 population. 


a a Se 
ee Pe OC ee rere ee ceevee 
o¢6 @ 6 € 9 €?<% 
eeee tan Ge oe 
KOPO-TV AUTHORIZED 
@@geee @& 


covers Tucson; Pima County * 191,000 POWER: 
Families * Effective 1953 Buying 316 KW VIDEO 


3 for 1 coverage ea ome 


PLUS extra bonus, most populated areas Pinal AURAL 


and Cochise Counties * Total Estimated 
a 1953 Buying Income (Cochise and Pinal): 
$104,504,000. 


NEW industry means MORE growth + San 

° Manuel Open Pit Mine + Ft. Huachuca 

tucson, arizond U.S. Government Electronics Grounds 
* USAF Base Expansion * Hughes Elec- 


tronics Plant * Fast-expanding Agricul- 
tural Growth. 


OLD PUEBLO BROADCASTING CO. *® CBS-TV * CHANNEL 13 
A Gene Autry Enterprise * Nat'l Rep : Forjoe-TV Inc., 29 W. 57 St., New York 


SALES MANAGEMENT 


MOHAVE 


Copyright by 


Ses Mocageeenl 


1950 Net Effective Buying Income 


BIR in excess of $150 Million 


$75 Million to $149.9 Million 


Cities shown are those having net acanéaihs 
$40 Million to $74.9 Million Effective Buying Income of $15 million we 75 100 


$15 Million to $39.9 Million and over onasinmn aie 
A B C F G 


The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. A RI Zz 0 N A— Metropolitan County Areas 


SALES AND 
7p ESTimares ererres ~ shbaaaag RETAIL SALES ADVERTIS- 
JM GD tsi ESTIMATES—1953 SM ESTIMATES—1953 


ING 
CONTROLS 
l . FIVE STORE GROUPS 


Urban-} | n thousands of dollars—add 000) 
Total % Fami- | ized Net % Per | Per} Dollars | % ty 
(thou- of lies |Popu-; Dollars Cap- | Fam- 
sands) | U.S.A. | (thou- | lation (add U.S.A. | ita | ily 
| sands) | (thou- 000) | Fi | | ie Drug 
sands) i } 


Phoenix...... : 412.2| ie 121.2) 300.1] 616,518) .2506)1, 496 5, 087; -2810) 3,989 99, 684 48, 832| 32,508) 102, 656 16, 568} 
ATucson..... 190. 8) -1193; 65.6) 107.6] 298,605 .1214)1,565 5,371 , eee i 3,814, 48,578, 27,108; 14,402) 35,814) 9,839 


Total of Areas ‘ 603.0! .3769) 176.8! 407.7! = 915,123! .3720'1,518'5,176! 691, -4043' 3,394' 148,262) 75, 940! 46,910! 138,470 


_ 4043) 3 26 ,407' 


ARIZO N A— ) Income Breakdown o of Consumer Spending, Units 
NET—INCOME GROUPS, 1953 

-———_ oh or } ( 
COUNTY ~ $0-2,499 | s00-3300| $4,000-6,999 $7,000 & ." COUNTY = $0-2,499 $2,500-3,999 $4,000-6,999 
0 % Dal- 5. (000) x 3 o 7] 46 

Units lars | Units lars uate lars | Units 


NET—INCOME GROUPS, 1953 


Dol-| % Dol-| % Doi 
lars | Units lars Units lary 
6.8 | 62.1 32.2 | 20.9 26.9| 13.0 25. . Pima... 72.9 | 34.0 11.1 | 26.4 21.3 | 29.2 36.6 
11.3 | 33.9 11. 6 | 31. . Pinal 18.7 | 36.1 12.8 | 28.1 24.9 | 27.9 38.3 
8.1 39.5 14, 8 | 25. ' 7 2%. Santa Cruz. . 3.1 38.4 12.2| 26.9 21.1 | 23.8 28.9 
8.0 | 25.8 Yavapai... 9.6 | 33.5 11.0| 24.2 19.8 | 33.3 42.5 
4.1 | 39. Yuma 10.9 | 31.1 9.4 | 25.5 19.2 | 32.5 37.9 
4.7 | 16. poppet: commen 


6 

145.8 | 32.8 3 | 27. 5 | 28.9 .1 | 10.8 . Total.......].. 312.5 | 34.2 ma [ea 21.3 | 29.3 36.8 
eS . : 
2 


3.2 28. 
8.3 | 47 


U.S. A. 55,059.3 | 30.3 9.1 | 26.0 so 35.4 


Before using these figures, see explanation page 11. 
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ARKANSAS — Counties and Cities — (2th, Wet Sauth Central states: Tee cctinatil ty SALES MANAGEMENT, 


Pop. Tl ee fan 
Arkansas state map—page 258 i NUMBER OF OUTLETS 1} (in “NUMBER OF OUTLETS 


City County F |GM|FHR| Aj} D_ | City thous)! F |GM|FHR| A | D 


376) 58 


| 


Little Rock Pulaski... | 110 
Magnolia........Columbia....... 10 
} 6 
47 

5 

| 10 
41 


Batesville... .. .. Independence 
Blytheville. . . .. . Mississippi 
Camden... Ouachita 
Conway... Faulkner 
El Dorado....... Union... 
Fayetteville. ..... Washington 
Forrest City. St. Francis 
Fort Smith. .....Sebastian... 
Phillips. . 

... Hempstead 
Hot Springs... . .Garland. 
Jonesbero ....Craighead 


—_ 
> 
oS 


aASwS 
tt -_ 
SD 


w 
NNUABOAUWUAUWAN S 


5 
4 
20 
5 
17 
12 
4 
4 
4 
9 
5 


18 


© 


we im < 


SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


TI 
ESTIMATES ' ING 
1/1/54 JM ESTIMATES—1953 JM ESTIMATES—1953 CONTROLS 


COUNTIES [pol if | ‘ FIVE STORE GROUPS 
CITIES Ar Urban- (in thousands of dollars—add 000) 

Fami- | ized L , ty ’ . 

lies | Popu- 

| U.S.A. | (thou- | lation 

| sands) | (thou- 

} sands) 


sands) 


23.0) .0144) 6.8) 10.0 
r. 29 
| 2.2 


Cleburne 


Cleveland. . . 4 . 836). | | , 0011) 
Columbia... 1) 0176) 7.8) 10.1 285). ; | 0102) 
Magnolia . 0063 3.3) ,453) .0063/ 1,530) 4,683 d .0078) 
Conway 5 a 4.5) 5.2 : d 703) 2,670 | ,0054) 
Craighead...... 3. 14.0) 17.9 , . 022! 3,748 ond 
Jonesboro. . . y 0112 5.3) 7,136) . ,516/5, 120 0179} 
Crawford fl 6.5, 6.3 0074) 817/2,778 0063) 
Crittenden 8}. 12.8) 10.3 a | 700)\2,668 -548)  .0207/ 
West Memphis ¥ d 3.4) 3,28 . | 089/3, 908 


w 
S8S5N 8286 


~ 


| | | 
Cross ot |} 6.3) 4. : | 775)\2,964 
Dallas > J J 3.2) 3. ° 783) 2,889 
Desha ‘ é , 739|2,783 


2S 


Drew... 5} .0109) \. 761)2,775 
Faulkner 3 : d 884 3,298 

Conway 4 J 2.5) uf -00% 985)3 , 546 
Franklin . 5 d 749|2,647 
Fulton * : ee: . 631/2,112 
Garland te I d a 1,313)4,097 

Hot Springs. . * d ; = 1,482/4,321 
742)\2,658 


0097, 837/2,992 
.0051|1,227|3,717 
.0080| 841/2,882 | 0093, 2,359 
.0048|1,302/4,041] 13,843] .0080| 1, 183] 
2090, 957/3,349] 13,546, 0079) 2,052 1,143] 


Before using these figures, see explanation page 11. 


-_ 


SSeS sareseseaee 


For setting quotas on a territorial basis, see cross index to states in the same geographical 


areas, at the beginning of each state table alongside the state name. 


SALES MANAGEMENT 


SERVING The HEART 9P ARKANSAS 
'72,600 WATTS ERP 


WHERE IT COUNTS! 
Population 806,400 
Buying Income. $85 7,900,000 
Retail Sales $653,091,000 


CBS - INTERCONNECTED + ABC 
Central South Sales Company 


100 Williems Rd., Pine Bluff, Ark. 
JAMES P. WALKER, General Manager 


STUDIOS in PINE BLUFF and LITTLE ROCK Avery - Knope , Inc., National Representative 


The “SM” symbols mark original, exclu. : . . See a ae. ORL . ae 4 ~ - 

sive sive estimates _by SALES * WANRGEMENT, ARKAN S A S —e (Continued) 
a OT oF SALES-AND 

eibres EFFECTIVE BUYING RETAIL SALES ADVERTIS- 

y E: 

57) BY ESTIMATES—1983 GD ESTIMATES— 1953 CONTROLS 


A es FIVE STORE GROUPS 
} (in thousands of dollars—add 000) 
Fami- | ized 


lies | Popu- } | 

thou- | lation S.A. | i i S.A. General | Furn.- Auto- 

sands) (thew F Food Mdse. | House- | motive 
| sands) | os Radio 


M. 
Vi 


COUNTIES  |politan 
CITIES Area 


Howard. . aa 5} 3. 656) .0035| 704|2,473 . | 328) 1,725 
independence 6. 4) 6. x .0074 802/2, 832 © , i | 685! 4,294 
Batesville 5, 3 : 1] 7,879) .0032 1,176|3,752 2,878 7 2 685) 4,294 
lzard ahs 6 . om 628|2,245 
Jackson ey 0} 6. -0088} 836|3,071 
Newport 7) 004: . .0036) 1,328) 4 ,683 
Jefferson .3| 0496, 22.9) 41. .0322| 1000/3, 462} -0340) 
Pine Bluff 4) .0259) -0221)1,312)4,211 51k | .0299) 


Johnson... 5) .0096) , . | “ 808/2,783 -0045 
710 


| 

Lafayette... -1| 0076) 773|2,924 

Lawrence. . -3) =.0127) le ‘ 008) 2,527) 

Gi... i 0148) 2) 4. : 0067) 696/2, 
| 


| 
Lincoin -5|  .0103) ~ eee ' 0039, 572/2,248 
Little River .1} .0063) ; : 188} .0033) 811/2,924 
Logan. 1) 0113) 0) 3. t 0057, 771)2,792! 


Lonoke. . 2 R H -2| ,641| .0092) 864)/3,14 
Madison - é 9 | 0027} 617/2, 
Marion. . ‘ . 4) ; r -0025| 747/2,553) 


Miller 5} . .4| 17. q .0149) 1028/3, 508 
Texarkana | 
(Tez.)- 
Tezarkana | | 
(Ark.)..... | .08 * 55,037| .0824|1,220|3,719] 69,156] .0402 107 ; 16,786 
1A Texarkana. : : 22,046} .0090]1,267/3,868] 31,945) .0186 , ‘ 6,377 
Mississippi. . 2). .5| 22. 72,177| .0293| 878|3,357] 61,748) .0359 : 16,893 
Blytheville. 5]. 21,945} .0089|1,254/4,064] 30,804) .0179 : 10,896 
6,286) .0026|1,164/3,929] 12,163) _ .0071 4,677 
14,986) .0061| 789)2,938] 12,387; .0072 ’ 1,895 


4,347] .0018| 701/2,557 1,643} .0010 311 
10,535} .0042) 769/2,772 6,890) . : ; 1,951 
4,043} .0017) on ae 675). 93 
34,907} .0142|1,021/3, 899 843} 0180) 2, ' 7,015 
14,157) .00*8)1, -106)3, , 539 3 J 5 7 6,855 
ae -0033] wok 3,542} .0014) 2,530) ' : . 92 
Phillips. . we ; 39,706} .0162) 863/3,078 : : ‘ : 6,295 
Helene- | 
West Helena 0] .0118 r 21,064) .0086|1,170|3,570 ; .0127 ; 5,814 
Helena 6} 3. 13,665] .0056]1,178]3,504 , : : 5,387 


Poinsett .3| .0248 0} 6. 29,613} .0121| 754|2,961 
Polk... : -7|  .0085 ' 9,868} .0040) 720|2,407 


5,674 
2,554 


ners. GS A 7,793) .0031 rs 2.00 . ’ 811 


Pope. “. -2| .0139 . 19,119} .0077) 861/3,084 A A 3,423 
Prairie : .0084 , 9,439) .0039 704|2,622 ,789) . a ¢ 274) 294 555 


1 Texarkana is in Bowie County, Texas, and Miller County, Arkansas. Before using these figures, see explanation page 11. 
A and A See end of state for SM Metropolitan County Areas. © SM, 1954. 
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*“] MARION BAXTER 


WASHINGTON 


LAWRENC 


forerevie® ve 
CRAICHEAD 


Jonesboro 


VAN BUREN CLEBURNE 


CONWAY 


PFAUULRNER 0" T WHITE 


Copyright by 


Sales Menage 


1950 Net Effective Buying Income 


ee In excess of $150 Million 


$75 Million to $149.9 Million 


$40 Million to $74.9 Million 
$15 Million to $39.9 Million 


Scole of Miles 


Cities shown are those having net 
10 25 $0 Effective Buying Income of $15 million 


One Inch Equols Approximately 45 Miles and over 


A | = | 


| G 


RK ANSAS— (Continued) The “SM” symbols mark original, exclu- 


peel in sive estimates by SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING 
ESTIMATES INCO! 


RETAIL SALES 
SM NCOME 
1/1/54 ESTIMATES—1953 


ESTIMATES—1953 


COUNTIES —|politan! 
CITIES Area 


FIVE STORE GROUPS 

Ur Coun- (in thousands of deilars—add 000) 
2 , i, Per y ty 

Popu-| Dollars Sales 

S.A. .| Per General | Furn.- Auto- 

Fan: Mdse. | House- | motive 

i Radio 


ly 
3,581 39,000) 11,103) 58,587 


158.6 50.3 ° 5,200] 220,115 37,906) 11,000) 658,301) 7,460) 
110.9) . 35.5 192,411) . 5,420} 169,810 36 ,093 8,639} 37,274) 6,118) 


47.7) . 14.8 69,165) . 4,673) 50,305! . 1,813 2,361! 21,027 
A and A See end of state for SM Metropolitan County Areas. 
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1,34 .0288 
Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


Ist QUARTER 


90,245 


83,360 
DAILY 
CIRCULATION 


103,496 


13,159 
LEAD! 


90,337 


" Little Rock is now “on the cable,” 
with 15,000 TV sets and hun- 
dreds more bought daily. This 
may explain the drop in evening 
circulation, but the bigger, better, 
more interesting newspaper pub- 
lished every morning and Sunday 
by the Arkansas Gazette is the 
reason for its continual and 
absolute dominance in one of 
America's great markets! 


TOPS IN ADVERTISING!” 


The Gazette leads by 1,563,279 in Total 


GAZETTE'S 
LEAD 


4 times greater then 2d paper's 
3,784,450 
DEPARTMENT STORES 


Gerette gained 7% morning; 2d paper lost 3% 


116,160 


__ Dally 
~ MILLINE 


CLASSIFIED oD ACh YA-ley. 


A ORR 


Gazette leads by 490,809, or 22.1% 


346,895 coe 


Des 
GENERAL 


(Exclusive of liquor, which Gozette does not occept) 
*Yeors 1953-52. 


Arkansas 


IN LITTLE ROCK! 


In 1951, after a strike and a sub- 
scription price increase to 17% 
more than the second news- 
paper's, we predicted a quick 
upturn for the Arkansas Gazette. 
The charts prove that our predic- 
tion has come true with a bang! 
Besides maintaining a dominant 
lead of 10,000 or more for 5 
consecutive quarters, we alone 
offer a decreasing milline and 
94% home delivery by more than 
300 carrier boys! 


Ist QUARTER 


$2.94 jm 


3rd QUARTER 


$2.99 
$2.85 


©. eo it fa BS BL 
Note Gazette's decreasing) 


| SUNDAY 
MILLINE 


$2.42 | 


LINAGE 
202,206 


LOWEST 12-TIME RATES PER UNIT PER M! 
On a 12-time schedule, the Gazette's color comic 
rate per unit per thousand compares favorably 
with lowest in the U.S.: 

ARKANSAS GAZETTE 

2nd L.R. Paper 
And the Gazette regularly publishes a color comic 
section up to 50% bigger in pages and features 
than the second nev spaper's! 


Sources: Total net paid circulotios by querters trom ABC Auditor's 
ar re for 12 months ending 3/3/51 end 9 months coding 12/31 $2; 
Publishers’ Sto\ements of 3/31/53 and 9/30/53. Linege from Media 


Gazette 


Page 24 Page '/2 Page '/3 Page 
$5.062 $3.419 $2.583 $1.785 
$.223 3.514 2.633 1.795 


Represented by THE JOHN BUDD COMPANY 


was 259 


10, 1954 


POPULATION 


KTUL _.... .. 805,800 
KFPw 192,700 
= BUYING INCOME 


KTUL _.$1,055,307,000 
© ONE OPERATION KFPW .4$ 185,680,000 
@ ONE NETWORK RETAIL SALES @ TWO GREAT MARKETS 
e ONE REPRESENTATIVE KTUL _.. $696,809,000 IN 

; KFPW .. $143.047,000 TWO GREAT STATES 


*Tap the Billion-Dollar Market of Tulsa and 
Northeastern Oklahoma — PLUS the Rich Trade 
Area of Fort Smith and Western Arkansas. . . 


AMPLE COVERAGE . NO WASTE 


RADIO 
L. A. BLUST, JR., Vice President G General Manager 
AVERY KNODEL, Inc., National Representative 


‘ : The “SM” symbols mark original, exclu- 

ARKANSAS — (Continued) = y. ; sive estimates by SALES MANAGEMENT. 
; ree i ~ | SALES AND 

EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


@yD INCOME @D ING 
ESTIMATES—1953 ESTIMATES— 1953 CONTROLS 
— 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


POPULATION 
@yD ESTIMATES 
1/1/54 


COUNTIES litan} | 
CITIES 


| |Urban-| | 
% | Fami- | ized Per | Per 
of lies | Popu- Cap- | Fam- | | | 
sands) | U.S.A. | (thou- | lation S.A. ily S.A. | | General | Furn.- Auto- 
| sands) | ( Food Mdse. | House- | motive | 
| sands) | 
Randolph 
St. Francis 
Forrest City 
Saline 


2,936 1,509] 1,034 
2,914 ; 2,316) 
3,803 d 764 
3,693 : 1,875 


1,036 


ZZ 


es 2282 88338 


Scott 2,61 ‘ 1,469 
Searcy | 1 ee 3,224) . 344 
Sebastian : . : ¢ 1 4,411 84,538) . 11,671 


AF ort Smith 55. , ‘ ’ A 1,519)4,747 78,725). 10,137 


ow 
Py 


- 


Sevier : a A ° 833/2,81 7,635 
Sharp 1,395 
Stone 1,893 


a 
- 
—_ 


45, 966 
35,632 

2,576 
58,270 
29,169 
18,926 


Union 
El Dorado 24. -0154) 
Van Buren .... . -0057, 
Washington... A 0331 
Fayetteville 0} .0119 
Springdale .7| ~ .0042) 


- 
. 


- 
~3 


won 


2 


eaage8 gee e822 
eee ose 


E 


—_— 


White -0236) le A e 22,116 

Searcy. . . .0041 i d 13,988 
Woodruff 0112) ° - 9,476 
Vell....... .0077 0 7,166 


Total Above Cities ; -3162 ° 734,694). 11,452) 4,592 783,706) . H 42,347 
| 


State Total. .... 1,898.4) 1.1864 ° 1,807,181) .7346) 952/3, 1,412,935) . 68,128) 


ARKANSAS— @J%D Metropolitan County Areas 


Fort Smith... . 63.8) .0398 1) 55.0 88,661) .0360/1,390/4,411 84,538) .0492) 4,206 
Littie Rock-North 

Little Rock 209.9) . -0) 166.5} 316,837 1,509/4,951] 229,850) .1336) 3,591 39,000 
ATexarkana 103.0) .0644 -5| 50.8] 111,517) .0454)1,083/3,656) 85,357) .0496) 2,799 8,863 
—— 
Total of Areas 376.7, . 272.31 517,015} .2102/1,372 4.51] 399,748) 2324! 3,488 59,534 


ARKANSAS— 6) Income Breakdown of Consumer Spending Units 


NET—INCOME GROUPS, 1953 on NET—INCOME GROUPS, 1953 
‘ot 
Con- 
COUNTY sumer . '$7,000 & Over COUNTY sum: wane % 

‘0 
(000) % De-| & % Dol- 
Uae lars uche Units lars Units Units lars 
29.1 x é 66.5 38.3 | 22.6 le 8.5 18.7 
25.2 . . ol -9 | 75.6 48.6 | 14.5 . 8.0 19.9 
26.5 3 ‘ x -9 | 60.3 32.0) 26.9 0} 11.1 22.6 
27.0 ° . ’ 60.3 32.0 | 26.7 10.1 20.7 
28.4 s & i -2| 71.1 45.4 | 22.5 4.9 11.8 
34.5 A : Liege -5 | 65.3 37.7 25.1 35.9) 7.3 16.1 
22.2 . 5 4 -6 | 53.6 22.7 | 22.8 24.0] 18.6 30.5 


Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


Things have changed 
in ARKANSAS, too! 


Things have changed plenty in Arkansas, in the past ten 
years. The State has made tremendous strides. 
Retail Sales for instance, have increased 276.9%*! 


Now there’s a big radio station to deliver almost all of 
the new Arkansas, too. It’s 50,000-watt KTHS in 

Little Rock—CBS, and the only Class 1-B Clear Channel 
station in Arkansas. KTHS gives primary daytime coverage 
of 1,002,758 people—more than 100,000 of whom do not 
receive primary daytime service from any other station! 


* Sales Management figures 


BROADCASTING FROM 
LITTLE ROCK, 
ARKANSAS 


50,000 Watts ... CBS Radio 


Represented by The Branham Co. 

Under Same Management as KWKH, Shreveport 
Henry Clay, Executive Vice President 

B. G. Robertson, General Manager 


ARKANSAS— Income Breakdown of Consumer Spending Units — (Continued) 


NET—INCOME GROUPS, 1953 NET—INCOME GROUPS, 1953 


. 
COUNTY | $7,000 & Over COUNTY $4,000-6,999 
) Dol- | %  Dol- 


e | % // Dol- Dol- 
| Units Units lars | Units lars 


Mississippi . y " : ; ; 21.7 
Monroe. ... Fy | . 25. id 2. 23.6 
Montgomery 3 21.2 
Nevada 22.0 
Newton 11.3 


Conway. . 
Craighead. . . 
Crawford. .. 
Crittenden 


NO 


ae eRe Om 
won one © w 
enwao wo wo 
-or OOo SC CO 
wwe 


Ouachita. . 32.0 
14.4 
19.2 
24.9 
20.1 
19.7 
23.8 
18.0 
31.8 
20.3 


— wnm — & tw vo 
on 


Faulkner 
Franklin 
Fulton 

Garland. 


oe me 
= & tw 


cownwnnweow & 


_ 


NSOSSSORERDEE 


Randolph 


Cee 
Mm emruewnaunweo 
~ 


—-anwt- @ 


St. Francis. . . . . d ; . » 16.4 
30.9 
16.5 
11.5 
31.1 
24.5 
14.5 
16.1 1 
37.6 9 
10.7 .6 
24.2 6 

8 

Al 

5 


i) 


owewna + 
a a ae oO 


oe 
os 


19.0 
18.0 
16.5 


28.8 | 14.8 25.6 | 4.7 


30.3 9.1 | 26.0 19.2 | 30.7 36.4 | 13.0 36.3 
Before using these figures, see explanation page 11. 
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Benois ene he og: : os o i ’ lu- 
CALIFORNIA— Counties and Cities — (oer, "Waist ___ Te estimates by SALES MANAGEMENT. 


Colitorni | Pop. ; I| ; vb, | Pop. 
alitornia state map—page 264 | ;; NUMBER OF OUTLETS | Gn NuMBER OF OUTLETS 


City County Ithous.| F |GM|FHR| | City } ithous.)] F [ om [Fam A 


o 


| 
Alameda........Alameda........| 


aS Bi Poses 
59 26 
307) 
37| 
42 
28) 
191) 
25 
32! 
25 
48) 
30) 
77| 


12 MO Ss cseean Bierce 

Albany..........Alameda ; Fresno... 

Alhambra. ......Los Angeles..... .| 2: : , § Fullerton. ..... 

Altadena Gardena.. ......Los Angeles...... 
Township... ..Los Angeles.... Gilroy ... Santa Clara...... 

Anaheim. .......Orange........ Glendale. .......Los Angeles...... 

Antioch.........Contra Costa. .. Grass Valley. . Nevada 

Arcadia. . Los Angeles. ... ee 

Auburn.........Placer.... Hawthorne. .....Los Angeles..... .| 

Bakersfield Hayward. 

: | Hermosa Beach. .Los Angeles 

Belvedere Town- Huntington Park. Los Angeles..... .| 
ship...........Los Angeles.... Riverside 

Berkeley. .......Alameda. . . . .Los Angeles...... 

Beverly Hills... .Los Angeles... . . San Diego 

Imperial. ... Laguna Beach. . .Orange. . 

Los Angeles. .... .| Lodi. . .San Joaquin 
Burlingame..... . San Mateo......| Long Beach......Los Angeles..... . 
Calexico.........Imperial...... Los Angeles. .....Los Angeles 
Carmel-by-the-Sea.Monterey .. . . Lynwood........Los Angeles...... 
Chico Butte... ba Madera. . Madera 

eas OM. +00 Martinez. . Contra Costa. ... 

Los Angeles Marysville.......Yuba. . aati ah 
= ds RSTO Los Angeles 

. San Diego Moasced..., : .<.«.Riqpeed ceeds 

Culver City......Los Angeles...... Modesto. .......Stanislaus....... 
Daly City... Los Angeles 
ee ae Los Angeles 
E} Cajon....... San Diego... . Monterey Park. ..Los Angeles 

El Centro Imperial......... Monterey.......Monterey....... 

EI Cerrito .Contra Costa. ... WOU i ds cas os od 

.Los Angeles...... National City... .San Diego 30.1 

Escondido. ......San Diego...... (Continued on page 272) 


© SM, 1954. Before using these figures, see explanation page 11. 
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“Figures are from the best source we know of, namely 


May 10, 1953 Survey of Buying Power issue of SALES 
MANAGEMENT magazine. These figures are reproduced 
by express permission of the publisher and in our opinion 


represent the most generally accepted data of this nature 


currently available.” 


From analysis of all metropolitan areas by eleven 
leading Chicago advertising agencies—consolidating 
newspaper coverage figures with Survey of Buying 
Power data. 


SALES MANAGEMENT 


The Nation‘s Greatest 
Regional Network 


With 45 stations located e 


within each of the 45 _ i * RENO "aN 


important marketing areas, | KMYC : MARYSVILLE }——wB 
a 


Don Lee is the only network 
to reach Pacific Coast people 
where they live and buy. 


e ON LEE BRO DCASTING SYSTEM = 
1 KXOA o SACRAMENTO | ———$e : STREET 


And remember...on Don Lee 
low, low daytime rates 
apply to nighttime, too. 


Two reasons why Don Lee is 
STILL the best, the most 
economical, the most effective 
medium to reach the nearly 
16 million responsive people 
on the Pacific Coast. 


SHASTA 


+ WEVADA 
PLACER 


Cities shown are those having net 
Effective Buying Income of $15 million 


and over 


1950 Net Effective Buying Income 


ee In excess of $150 Million 


$75 Million to $149.9 Million 


Fe $40 Million to $74.9 Million 
$15 Million to $39.9 Million 


AN BERNARGIN 


Scole of Miles 


25 75° «(100 Copyright by 


° 
—_, . = 
Cae inch Equals Approximately 80 Miles Gs Mocagieeal, 


T Cc 


SALES MANAGEMENT 


INGREDIENTS 


Mix these two potent ingredients 
together and you get the No. 1 
audience—top of your 
prospects—whatever you sell! 

In fact, NBC Pacific Coast Network 


gives you approximately 20% more 


coverage 


listeners than any other network in 
the West Coast area. 

No other 
sales impact! 


network delivers such 


oe 
‘ 2 


Combination of NBC stations in the Far West 
Outstanding NBC programs over these stations 


More people now listen to radio in 
the Far West than ever before. 57% 
more radios than TV sets were 
bought in Los Angeles and San 
Francisco in 1953! 

Choice network time is available on 
NBC Pacific Coast Network, the No. 
1 network in the Far West. Consult 
your nearest NBC Sales Office for 
details. 


Top Cove rage ... to cook up Western sales for you! 


Yes, it’s a recipe for top coverage that’s always successful: 


Western Radio Network 


A service of Radio Corporation of America 
HOLLYWOOD e SAN FRANCISCO 


265 


This is the 
METROPOLITAN 
OAKLAND 
AREA 


NORTHERN 
CALIFORNIA'S 
LARGEST POPULATION 
CENTER 


LIVERMORE 


PLEASANTON 
Served by the Tribune with 
the greatest home delivered 
circulation in Northern Cali- 
fornia. 


_ ONE PAPER DOES THE 
faa: Sibepenen.. cade BINED AbTt0G ebdse.cotssces vow onbackbadees Worcs JOB IN THE METROPOLITAN 
CRESMER & WOODWARD, INC. OAKLAND AREA 


{ MA 
ay Maga 


CALIFORNIA— (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


a7 ESTIMATES 
BYP 1/1/54 


EFFECTIVE BUYING 
SYD estimares—i9ss 


RETAIL SALES 
JM ESTIMATES— 1953 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


COUNTIES | polit 
CITIES 


Urban- 
ized 
of Popu- 


Total % Fam g lee | 
| 
U.S.A. hou a | U. 000) .S. 
000) 


(thou- 
Sande) General | Furn.- Auto- | 


sits: Mdse. | House- | motive | Drug 
saad 


aa 279.6 784.8 
| 2865) 
| .0726| 

0451) 

-0164 

0206 

0119 


71,085) 
55,757) 
6,989) 
2,783 
3,258 


| .5867| 3,610! 255, 258| 136, 883| 


186 ,381 
119,575 
23,830 
12,690 
10,575 
1,462 9,581) 1,267 

672 7,534 357 


Before using these figures, see explanation page 11. 


28,916 
17,407 
5,109 


2,786 
Fe 


1,988 , 693 
0878} 1 ,859)5,582 
-0589/2 ,006 6, 137 
0203} 1,897 6,084 
.0268| 2 ,002'6 , 291 
0154 1,980 6,098 


| .3975) 
| .0750) 
| 0284) 19, 400| 
0262! | 10,633} 

| 0244} | 17,532] 
7} .0102 | 4,122| 


| 145, 520! 
| 40,878) 


117,726} 
9,277 
1,337 
6,230 
1 996| 

199) 


216, 016 
144, 833) 
49, 891| 
66 , 055) 
37,810 


© SM, 1954. 


Do You Like Children? 


Hundreds of products have special opportunity in 
a youthful market. Richmond, California, leads by 
far in all tests of this classification. Compare any 


city of 50,000 population or more (Richmond 
has 100,000 population) and judge for yourself. 
Here’s the Richmond picture. 


Figures are from the 1950 Census. That means the kids 
are four years older now and their percentage higher. 


% 5 yrs. or 
younger age deaths 


16.3 25.9 5.80 
The nation’s most youthful market can be covered only by the RICHMOND INDEPENDENT 


represented by Story, Brooks & Finley, Inc. 


median births to 


Richmond, California 


SALES MANAGEMENT 


To reach ALL of SOUTHERN CALIFORNIA 
you must include 


SOUTHERN 
CALIFORNIA’S 
covers THE ENTIRE ALL 


IMPERIAL VALLEY 


(There are no holes $113,242,000 Cash Farm Income* 


7th Farm County in entire U.S.* 
Mountains block out nearly all non-valley radie and TV 


_ THIS LUSH MARKET CAN BE REACHED ONLY FROM WITHIN! 


KXO enjoys 59% share-of-audience, day and night 
average, including all cities in the Imperial Valley.** 


*Sales Management 1953 **J. W. Ward, Inc. Feb. 1953 


PAUL H. RAYMER CO. INC 


The ‘SM’ symbols mark original, exclu ° 

sive ¢ estimates. by SALES. MANAGEMENT, Cc ALIF @) RNIA— (Continued) 

SALES AND 
POPULATION EFFECTIVE § BUYING RETAIL SALES ADVERTIS- 

BYP 1/1/54 SYD Estimates—t9s3 BYP ESTIMATES—1953 CONTROLS 


COUNTIES | FIVE a rae GROUPS 
CITIES (In thousands of dollars—add 000) 


153 
9,164 


94,696 
39,763 
23 ,829 
6,789 
19,289 


310,068 
244,310) . 113,310 
34,620) . 28, 892 
26,363) . 19,607 
58,348) . 17,807 
36,500) . 15,940 
14,066) . 11,491 
23,489) . 16,782 


460,835) . 376,431 
188,107) . 245,523 
7,171) . 14,082 
24,884) . 23,071 
157,350) . 106,391 
50,541). 61,905 


0397 . . 93,767 89,317 
-0089 . 25,020) . 32,122 
-0076 ‘ 15,839). 19,112 
-0043 ° 9,404) . 7 13,089 
0083 -5| 3.4 24,761; . 19,689 


Aand A See end of state for SM Metropolitan County Areas. » . Before using these figures, see explanation page 11. 


COPYRIGHT 


Copyright Notice and Rights te Further Reproduction. The exclusive estimates of population, 
Effective Buying Income, retail sales, buying power index, farm income and value added by 
manufacture are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 
part, may be granted only through written request to SALES MANAGEMENT, INC. 
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One Of The West’s TOP QUALITY Markets 


BAKERSFIELD, CALIFORNIA (Kern County) 


Metropolitan County Area 
Consumer Spending Units — $4,000 and Over 


% of Income 


Bakersfield Met. Co. Area 79.1 
California Average ae . 76.8 
National Average aes ‘ 71.7 


Bakersfield city Quality Of Market Index of 206 is higher than any other 
Metropolitan County Area central city in all California 


This rich market is blanketed by 


KERO- Radio— Nac KERO- TvV—Nsc-ces Repmacentod MeBenelly 
The San Joaquin Valley's ONLY VHF Television Station 


A 


1F ORN1IA— (Continued) ee 
r ee a SALES AND 


c 


A es Sens RETAIL SALES — 
@D 1/1/54 SM ESTIMATES—1953 ESTIMATES—1953 CONTROLS 


COUNTIES |politan| = ~~ FIVE STORE GROUPS 
CITIES Urban- } (in thousands of dollars—add 000) 
Total % Fami- | ized ond 


_| Buyi: ual- 
may : 


(thou- of | ties | Popu- } of | | 
sands) U.S.A. | (thou-| lation} — ( SA.| i 000) : Per | General | Furn.- | Auto- | 
sands) |(thou-} 000) Mdse. | Houss- | motive | 

sands) | Radio | 


Kern .3, .1671)  80.8/161.4 | .1857)1,710)5,656 é : 691) 73, 26,966 16,714 61,513, 5, 
Bakersfield 3s 0249; 13.0 7,107 -0395}2,440/7 , 470 , ; a, 21,142; 11,289 36,331) 3, 
Taft 0025, 1.2 3,572) .0027|1,643/5,477 263}. : 967} 1,474, 7,567 
Delano 3) 0064 2.9 15,893) .0065/1,543/5,480 ° : | ’ 1,219 924 4,372 

| 
Kings .7| 0317; 15.1) 18.9 | 74,921) .0305|1,478/4,962 , 0364) 4,155) 13, 3,482) 4,470, 12,485 
Hanford 7} .0067} 3.4 16,713} .0068}1,562|4,916 ; ; ,907} 1,583] 3,277) 7,190 
Lake 0.0081! 4.7, 16,719, .0068|1, 286)3, 557] ; : ' 594| 444, (1,788 
Lassen 0, .0125| 6.4) 9.9] 34.072 .0138|1,704|8, 324 062}. 3,133) 5,659) 1,003 877, 7,078 
Susanville 3.2) 0039) 1.9) 11,197} .0046|1,806]5,893 352]. | 2,905) 521 753} 6,308 


Los Angsiss.....] 83 | 4,722.1, 2.95¢9/1.654.9 4679.6] 9, 164,154, 3.7251|1.941 5,538] 6,365,632] 3.6999, 3.847/1,486,869| 732,960| 447,772|1.310,253 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


LOS ANGELES and all Southern California 


IN ONE GIANT ECONOMY PACKAGE 


A 6,000,000 market population with 


$13 billion consumer spendable in- 
come that you reach with KBIG’s 
power plant. Our ocean sounding 
board gives you 50,000 watt-coverage 


of Southern California at 5,000 watt 
cost — Spots $20. Why try the hard 
way? To cover all Southern California 
rely on KBIG, the Catalina Station. 


THE JOHN POOLE BROADCASTING CO. 
6540 Sunset Bivd., Hollywood 28, Calif. 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as 
IBM listings of data in the "Survey of Buying Power", regrouped according to your sales 
territories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, 
N.Y., Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 
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FACTS FOR ADVERTISERS: The Los Angeles Times is 
first in its field in Daily, Sunday and Home-Delivered circulation. 
The Times consistently publishes about 40% of the total 
advertising of the five Los Angeles metropolitan papers . . . leading in 
more than 90 of the 114 classifications listed by Media Records 
including the major categories: Total Advertising, 
Display, Retail, Classified and General. 


REPRESENTED BY CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT, ATLANTA AND SAN FRANCISCO 
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you can’t raise a FOREST 
by watering ONE TREEZR-~—_ 


= 
Te 
N. more can you cover the LOS ANGELES COUNTY MARKET 
with ONE city’s newspapers. To all intents and purposes los 9“ 
Angeles County is a “state” within a state—with THREE KEY es 
METROPOLITAN MARKETS - LOS ANGELES - LONG BEACH ~~ 
and PASADENA ... to “raise a forest of sales” in LA. a 
Te a County you cannot afford to overlook or slight the Pasadena > 
‘> potential represented in the productive columns of the —_ 


see 
ee, 


XN: SsTAR-NEwWS 


hey tothe San Gabriel Valley 


CALIFORNIA — (Continued) 


POPULATION EFFECTIVE BUYING RETAIL SALES 

i] 

BYD 1/1/54 BYLD ESTIMATES —1953 BYP ESTIMATES—1953 
politan 


| FIVE STORE GROUPS 

Area | (in thousands of dollars—add 000) 
2 Net Per 

| Fam-| 

(add S.A. ily 

000) | 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


General Auto- 
Food Mdse. motive 
Radio 


644,615) .2620/2,049/5.345] 468,247) . 104,581) 69,771 99,819 
227,872) .0926|2,013|5,613] 273,294) . 49,272) 56,518 60,020 
281,121} .1143/2,494/6,677] 201,331| . 46,312) 24,329 60,003 
146,809) .0597|1,887/5,080] 154,353) . 32,508) 17,802 37,936 
121,845; .0495)/4,048/10783] 148,174) . 15,781 5,513 34,680 
181,114 .0736|2,019/6, 160 109,492) . 28, 864 5,161 36,175 
117,356} .0477|2,279|6,630} 102,384) . 22,890) 18,417 19,608 
114,360) .0465)2,068)5,77 95,574). | 19,372 6, 220 31,877 


4,045,618 “aaa.oals 36 3,308,799) 1. 727,905) 460,457 653,777 


56,579] .0230/1,905/4,715] 93,346} .0543) 14,272} 10,989 34,650 
119,372} .0485|1,941/6,283] 90,267). 17,248] 11,855 24,668 
78,522| .0319|1,741/5,306 d 15,142) 4,718 16,576 
99,198} .0403/1,911|5,801 , . 18,027 836 ; 13,731 
73,904) .0300|2,309|6, 540} 761). 11,454] 4,470 18,004 ‘ 
24,630} .0100/1,687|5,473) 3 7,223] 2,234 10,702 .0131 
43,359! .0176|1,777|5,224 9,479} 2,194 8,986 .0174 
62,454) .0254/2,068/6, 184 039). 7,455 475 7,005 .0217 
91,241| .0371|2,757|8, 147 9,333 361 1,229 .0276 


18,634) .0076|1,941|5,823 ; 3,694] 1,686 10,044 .0099 
San Gabriel 52,505) .0213|2,179|6,909} 27 | 11,959 403 6,781 0184 


Redondo Beach 70,104} .0285)1,905'5,746 11,483 865 1,689 5,530 521 .0235) 
A and A See end of state for SM Metropolitan County Areas. Before using these figures, see explanation page 11. 


South Gate 
Whittier...... 
San Fernando 
Monrovia... . 
Culver City.... 
Arcadia. .... 
E] Monte 


to & is to mm to mem BOS 


, PACIFIC OUTDOOR) 


) (drerixeng Co, 


Concentrating on the Southern California Market 


*2,047,182 personal autos in Los Angeles County alone!! —the outdoor advertising capital of the world. 


270 SALES MANAGEMENT 


where it COUNTS! 


YOU'VE SEEN a kid tackle an ice cream cone? 
Sure. You've probably tackled your share of 
them yourself. 


AND YOU KNOW from experience that you 
don’t fool around about it. You concentrate 
on the best part first. 


ADVERTISERS, TOO, know from experience 
that selling the vast, rich Los Angeles market 
requires the same treatment. They tackle the 


best part first! And the best part is the popula- 
tion-packed City and Retail Trading Zone. In 


REPRESENTED NATIONALLY BY MOLONEY, 


10, 1954 


it, 74.7 per cent of Southern California’s popula- 
tion reside, and in it, 75.9 percent of all South- 
ern California’s retail sales are made. And it’s 
here that the BIG Herald-Express concentrates 


92.1 per cent of its more than 300,000 circula- 
tion. 


i Los pubs We Evening 


HERALD - EXPRESS 


Largest Daily Circulation in the West's Largest City 


REGAN AND SCHMITT, 


INC. 
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CALIFORNIA — (Continued) 


The “SM"’ symbols mark original 


sive estimates by SALES MANAGEMENT. 


(Continued from page 262) 


City 
Newport Beach 
North 

Sacramento 
Oakland. . 
Oceanside 
Ontario. 
Oroville . 
Oxnard... 

Palm Springs 
Palo Alto... 
Pasadena. . 
Paso Robles 
Petaluma 
Pittsburg 
Pomona. 
Porterville 

Red Bluff. . 
Redding... 
Redlands 
Redondo Beach 
Redwood City 
Reedley. 
Richmond 
Riverside. 
Roseville . . 
Sacramento. . 
Salinas. .... 
San Bernardino 
San Bruno.... 
San Carlos...... 
San Diego. .... 
San Fernando. . 
San Francisco 


County 


Orange. . 


Sacramento... 
Alameda . 
San Diego 


San Bernardino... 


Butte 


.. Ventura. 
. Riverside... ... 
.Santa Clara..... 
. .Los Angeles 
. San Luis Obispo 


Sonoma. 


.Contra Costa. . 


Los Angeles. ... 
Tulare... 
Tehama. 
Shasta.... 

San Bernardino 
Los Angeles. ... 
San Mateo... 


. Fresno. . 
. Contra Costa. . 


Riverside. . 


Sacramento... 
Monterey.... 


San Bernardino. 
.San Mateo.... 


San Mateo.... 
San Diego... 

Los Angeles. ... 
San Francisco. . 


Pop. 
in 
thous.) 


16.3 


— 


t 
Qe Oe we K NON BTN HOw OA COS 


nuns S> 


< 


SIO & SD 


803 


NuMBER OF OUTLETS 


GM | FHR 


cw 


— Ww 


AN nAD & 


sew 
Ss 
<7 


RUARAw 


& 


— 


News — 


Unwre kK SUNT PY PHD HK AAD 


- 
- 


w 
— 
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City 


San Gabriel 


<a tiers s< 16 
. Orange.... 


Santa Barbara... 
Santa Clara 
Santa Cruz. 
Santa Monica... 
Santa Maria 
Santa Paula 
Santa Rosa 
San Luis Obispo. . 
South 

San Francisco. . 
South Gate 
South Pasadena. . 


Yreka City . 


Los Angeles.... 24 


. Santa Cruz.. 
.Los Angeles 

.. Santa Barbara. . 
.. Ventura 


..Los Angeles... . 


. .Siskiyou... 


| Pop. 


in NUMBER OF OUTLETS 


County thous.) 


} 


Santa Clara.... 104 
33 
San Mateo... . 53 


Santa Barbara. . 
Santa Clara.... 


t t 
BAN SH SNUUNNDw®OU- 


San Luis Obispo. . 
San Mateo. . 


Los Angeles... . 
San Joaquin . 


12 
34 
12 
11 

8 
16 
16 

3 
14 


- 


nm 


AD OCINBwWAUDOBWMWOHWOUMwS SO 


— 


wo -— 


PAR AUPE ONHNU OU EU Denny 


- 


_ 


COUNTIES 
CITIES 


Lynwood 
Bell 
Gardena 
Hermosa Beach 
Torrance 
Maywood 
Belvedere 

Township.. 
Montebello 
Hawthorne 
South Pasadena 
Monterey Park 
Altadena 

Township. 


Madera. . 
San Rafael 


(t 
sands) 


TPR ESTIMATES 
JM Bt 


lies 
hou- 


prenns BUYING 
JM ESTIMATES—1953 


NCOME 


RETAIL SALES 
ESTIMATES—1953 


FIVE STORE GROUPS 


(in thousands of dollars—add 000) 


General | Furn.- 
Mdse. | House- 


8,081 
67,703 
13,457 

110,445 
31,110 


15,153 
3,839 
303,303 
50,398 


40,057 


| 
0253/2, 0216, 407 
0137/1 ,977|5,510 
0150} 1 ,922)6 , 050) 
.0109| 1868/5, 040 
.0375}2,031|6,985 
0109/1 ,995|5,497 


.0310)1,542|6,361 

.0222|1,899|6, 195 

.0166) 1905/6, 113) 
.0209|2,813|7 , 462 
0205) 1,915/5, 616 

| ' 

-0404)2,310/8 076 
-0208)1 ,258|4,353 
-0075|1,410/4, 824 
-0855|2,058/6,613 
.0163/2,473]7, 418 


0033 
-0275 
-0055}1, 

0449 


-0126 


0062 
-0015 
- 1233 
0205 


*... 


ai 2,026 
938 1,938 


boot 
808! 
653} 
326| 


1,269 


39,900) .0162 38,512 
10,995: 
76,725 
25,424 
28 ,482 


-0045 
-0312 


13,238) 
49,983 
36 , 456 


0116 21,683 


12,058 
8,427 


14,984 
_11,012| 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


Take a closer look at California 


You'll see the big advertising buy is 
KNXT...the Number One station in 
the nation’s Number Two television 
market. Day and night, throughout 
the week, KNXT delivers twice the 
audience of the average Los Angeles 
station—twelve per cent more than 
its nearest competitor. 

Your dollar goes even farther... 


buying almost twenty per cent more 


customers than the second station 
does. In fact, the average spot cost on 
KNXT at the end of 1953 was fifty- 
five cents per thousand. 

To get your share of the twelve 
billion-dollar Southern California 
television market...to sell to the 
most customers at the least cost... 
take a closer look at KNXT. You'll 


find you can’t spend a dollar better. 


KNXT COVERAGE DATA: 
Population, 6,454,600 
Families, 2,225,900 
TV Families (Jan. 1,’54), 
1,993,200 

TV Saturation, 89.5 % 
Retail Sales (’53), 
$8,297,568,000 
Effective Buying 
Income (’53), 
$12,076,309,000 
Effective Buying 
Income per Family, 
$5,425 


Source: 1954 Sales Management 
**Survey of Buying Power’ 


Channel 2 * Py XT 


CBS Television’s key station in Hollywood 
Represented by CBS Television Spot Sales 
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Southern Californias 
Great New City * 


’ 
OVER " BILLION in “Consumer Spendable Income” in a 


completely separate and independent Southern California market isn't 
exactly peanuts .. . and that’s what we have here in fabulous Orange 


County . .. the fastest growing county in the nation’s fastest growing 


state. “Yes, compact Orange County is in reality one ‘BIG CITY” of CIRCULATION 


over 265,000** population, with Santa Ana (55,000 population) the 


natural shopping center. And remember this prosperous market ue 14% 


of over 300 millions in retail sales is covered best by Orange County's 


a And Growing By Leaps and Bounds 
Home” newspaper 


(See SRDS for figures) 


Che Register i oe ge 37 


in the WEST in the EAST 


REGISTER BUILDING — SANTA ANA, CALIFORNIA cogource: Security lst National Bank of L.A. 


and The California Taxpayers Association. 


CALIFORNIA — (Continued) , The SM" gms, mak, aia rly 


sive estimates by SALES MANAGEMENT. 


SALES AND 
prunes | BuviNa RETAIL SALES ADVERTIS- 


p ESTIMATES ING 
T7) i I ESTIMATES—1953 JM ESTIMATES—1953 CONTROLS 


MoM. 
COUNTIES Hi FIVE STORE GROUPS 
CITIES | Urban-| (in thousands of dollars—add 000) 
Total % | Fami- | ized Net % Per Per r ty eee ISR INT RRR 
thou- | of lies |Popu-| Dollars of | Cap-| Fam- } | Power 
sands) booed (thou- | lation (add U.S.A.| ita | ily U.S.A. General | Furn.- | Auto- Index 
| sands) — 000) | a Mdse. | House- | motive | Drug 
sands) } 


Orange... 7) .1679| 92.1/184.6 | 447,104 .1817\1, 6644, as :4 | | 20,496) 68,628 
Santa Ana... 5} .03 8.7| 95,539| .0388|1,753/5, 109 ‘ 13,810} 10,081] 27,726 
Anaheim 22.4) .0140) = 7. 36,893) .0150|1,647|5,054 30, .0176 ,539| 2,406 2 10,015) 
Fullerton... .. 23.0} .0144! : 42,387] .0172|1,843/5,728] 27,429) 0160 ,198} 1,251] 2, 10,120 
Newport Beach 5} . ; 43,731| .0178)2,499|6,728 | 0154) 330} 138 68} 7,893 
Laguna Beach. Gt 2. 16,522} .0067/2,015|5,697 23 -0131) | 684) ‘ 5,437 


67,330 02741, 423) 4,612 346). " | 2,846] 11,181) 
13,813} .0056/1,454/4, 186 7,316). 3 805} 6, 432) 
7,281, .0030)1,486)4,045) 5,536) .¢ | ,319) 1,398) 
25,661) .0104/1,782/5, 460) -y 1,059) 
289,992} .1179|1,395|4,173 , q ; 15, 587, 
98,954) .0402/1,712/5,101 K ‘ 7,476) 9,412) 
25,892} .0105|2,397/4, 885 ,943}  .009: | ,420| 2,234] 
16,524} .0067|1,377|4, 466 ,322|} .0082 ; 565} 
0, 486) .0039| 1395/4, 312 5 & 969 
ak 
636,511) .2587|1,893/5,965) 2267 3,655 38,925) | 72,040) 12,180) 
363,253) .1477/2,351|7, 123 ,330] .1803} | ,472| 37,053) , 66, ) 10,408) 
| | | | 
15,231} .0062/1,928/6,092 7,487} .0102| 403| : uel 396 
| 22,521, .0092/1,453)4,692 -0087| 3,111) 702| 3,250) 381 
-2114) 2/228. 494, 760 or | -2102) 3,312! | 29,637/ 60,129) 11,766} 


| 


| 
0479} 25. 120,951] .0492/1,579|4,762 024) .0837| 20,445) 34,783) 5,109) .0593 
0844) ; 58,930} .0840\1,507|4,640 } .0881] 1? 2,317] 12,721) 1,445] 0863 
0179} 9. 44,673) .0182/1,562/4,702 37} .0218) | 9,913) 1,882] 2,649) 11,441) 1,105] .0192 
0127] 6. 27,826} .0113|1,364)4, 153 724) .0161 |__7,376| _2,272| 2,287] __5,688| 931] 0130 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 
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IN INLAND CALIFORNIA ano western Nevada) 


i 


DEUVERS MORE FOR THE MONEY 


These five inland radio stations, purchased as a unit, give you 

more listeners than any competitive combination of local 

stations . . . and in Inland California more listeners than the 

2 leading San Francisco stations and the 3 leading Los Angeles ” 

stations combined ._ . and at the lowest cost per thousand! KEBK © Sacramento 
(SAMS and SR&D) KWG oc ee 
Ringed by mountains, this self-contained inland market is rf 6 

90 miles from San Francisco and 113 miles from Los Angeles. KM J © Fresno 
The Beeline taps a net effective buying income of almost 4 


one 
billion dollars. eine 
(Sales Management’s 1953 Copyrighted Survey) KERN i 


M<CLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA © Paul H. Raymer Co., National Representative 
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SAW DIEGO IS BIGGER CONSUMER SPENDABLE INCOME 
San ‘wiead Union BCLE $1,280,848,000 


EVENING TRIBUNE 1952 $1 163,768,000 


Only with these two great newspapers do you get "'satu- 
ration” coverage of this aggressive, billion-dollar market. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


CA L | ~ Oo R N | A— ( Continued) liber eaeaiae The “SM” symbols mark ori inal, extlu- 


ae ao _ sive estimates by SALES MANAGEMENT. 


SALES AND 
ye ares Evins RETAIL SALES — 
1/1/54 JM ESTIMATES—1953 ESTIMATES—1953 CONTROLS 


COUNTIES Hi | | | | FIVE STORE GROUPS 

CITIES | Urban- | | |Coun- | in thousands of dollars—add 000) 

Total % Fami- | ized Net | &% Per | Per et a A. : Buying |Qual- 
(thou- of | fies |Popu-} Dollars | of | Cap- Fam-| of | Sales | Power | ity 
sands) | U.S.A. | (thou- | lation (add =| U.S.A.| ita | ily S.A.| Per | General | Furn.- | Auto- 

} | 000 | | | > | Food | Mdse. _~ 4 motive 

j | | ily | adio 


_ ot ees ee AS. FA te ; Sowa 

San Diego | 4500, 240.1/599.8 | 1,316,011} .5349/1,828/5,481 y .4505| 3,228] 183,855) 68,582) 53,130 164,125 
ASan Diego 467.1} .2919| 156.9| 889,358} .3615]1,904|5,668 ' .3267 116,970] 62,158, 42,270| 128,487 
National City 30.1} .0188! 9.5 54,421) .0221]1,808/5,729} 26, 0152 9,311] 845} 1,781) 5,624 
Escondido 8.4| .0052) 2.8 13,744] .0056'1,636/4,909] 25,238] .0146 | 4,744! — 1,006 813} 7,938] 266]  .0082 


| 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. 


Before using these figures, see explanation page 11. 


SAN DIEGO and all Southern California 


IN ONE GIANT ECONOMY PACKAGE 


A 6,000,000 market population with 
$13 billion consumer spendable in- 
come that you reach with KBIG’s 
power plant. Our ocean sounding 
board gives you 50,000 watt-coverage 
of Southern California at 5,000 watt 
cost — Spots $20. Why try the hard 
way? To cover all Southern California 
rely on KBIG, the Catalina Station. 


THE JOHN POOLE BROADCASTING CO. © 
6540 Sunset Bivd., Hollywood 28, Calif. 


Not a REview ... but a PREview 


of next month’s retail sales volume in more than 200 cities. In every first-of-the-month issue SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in leading U. S. Cities. We give the sales volume, the 


percentage of change from the same month last year and its relation to the national change for the same period. 


The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spot 


Cities” alerts you to changes in the making . . . each month. 


SALES MANAGEMENT 


Which San Francisco Newspaper 
Reached New Heights in ‘53 7 


The San Francisco Examiner with 965,365 
lines gain in retail advertising in 1953, 
marked nine straight years of consistent gains. 


1945 1946 1947 1948 1949 1950 1951 1952 


ooo" 
= «tt 


oo on fl 


Authority Media Rocords 
i 


wr 
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THE SAN FRANCISCO — 


~ EXAMINER 


SS Represented Nationally by Hearst 
er J TRE . Advertising Service 


The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. —__ ae i alle ALI F ORNIA— (Continued) 


: SALES AND 
EFFECTIVE BUYING RETAIL SALES 


INCOME AOrNG 
BY ESTIMATES—1953 JM ESTIMATES— 1953 CONTROLS 


COUNTIES lit , ~ FIVE STORE GROUPS = 

CITIES Ur (in thousands of dollars—add 000) 
cies Buying 
Power 


Fi es i 
ita 000) tS General v Index 
F Mdse. Drug 


1,770|5, 749} .0132| ' 898 
207816, 370]. : 573 595] .0178 
2,059|5, 160} .0094| : 444 267] .0122 
1,636 7}. : 1,269} 1, 056} 1,044] .0092 
1,850)5, 520} .0079| y 197 339] 0110 
.7566|2,316|6,434] 1,256,567] . 134] 149,608 34, 6978 


523} = .0137 


Definition of Consumer Spending Unit 


The “consumer spending unit” is closely related to the Census term “families and unrelated 
individuals”. . . which adds to the number of private households the income-receiving units 
living in quarters not classified as dwelling units (boarding houses, hotels, military barracks, 


colleges, etc.), as well as unrelated individuals living alone or with other families. 
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You can’t kill an elephant 


And you can't sell Northern California 


Y, 


with a San Francisco newspaper. 


Choose the right weapon to hit your target 


in the San Francisco Market... 


The Call-Bulletin 


UL el ae 


Represented by Moloney, Regan & Schmitt 


CALIFORNIA— (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MA AGEMENT. 


COUNTIES 
CITIES 


TION 
y esr MATES 


W7 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


errs BUYING 


TIVE Bu RETAIL SALES 
SYD esrimates—1953 


ESTIMATES—1953 


Urban-| 
Fami- | ized 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 
a Buying 
Power 
Furn.- | 
House- | 
Radio | 


Auto- 
motive 


General 
| Food Mase. 


ASan Francisco} 


5022| 289.3| 

.1422| 69.6|159.9 
.0473| 22.6 
.0004 
.0064 


.0468 
.0102 
.0042 
.1806 
.0336 
.0136 
0226 
0112) 5. 7| 


.7566|2,316 6 434 | 262,134 
.1509/1 631 8. 332 E i 59,412 
.0578) 1 ,878/6,290 31,856 
.0092/ 1507/4, 265 6,004 


0065/1 ,541|4,960 ; j 4,731| 


po Go oe 
0141/2, 121/6,211 
0045) 1 ,657/4,827 
.2729 2.32317, 203] 
0612/2, 801/8,863 
.0249/2,825|7, 860 
.0293/1,994/6,315 48,452 
.0155|2,124/6,707] 21,332 


149,608} 93,112) 


17,455 


207,278 
19,448, 55,201 
15,549) 37,980 
1,966} 1,430) 7,471) 731 
1,259 3,301) 446 


- 1498 
-0681 


15,872 -0074 


124,138 73,903 
33 ,623 
17,716 

283,121 
56,257 
50,332 


17,787) 14,898) 1,603) 
8,851 555 
5,241 432 

55,282) 6,471 
5,633) 1,415 

19,735) 1,157 
9,384) 1,102]  .0276 

10, 129 526, .0137 


0474 
.0149 
.0062 
2219 
-0471 
-0240 


A and A See end of state for SM Metropolitan County Areas. 


© SM, 1954. _ Before using these figures, see explanation page 11. 


SAN FRANCISCO 


* 1954 Survey 
of Buying 
Power 


You Can’t Cover the STOCKTON MARKET 
In Northern California’s Inland Valleys 
Without the STOCKTON RECORD 


Central 
California's 


Independent, 


lsolated 


LOS ANGELES 


No other medium or combination of media can match the Stockton 
Record in its power to sell in this geographically independent, iso- 
lated market. With a daily circulation of 50,000 plus (a reading 
audience of 171,000 persons) the Record covers 9 out of 10 City Zone 
families and 65% of all families in the Retail Trading Zone. No out- 
of-town daily gives you more than 9% coverage. 


Stockton ABC City 
Zone Population 


120,571 


Stockton Market 
1953 Population 


271,000 


METROPOLITAN STOCKTON 
1953 Effective Buying Income* 
$371,129,000 


Represented Nationally by Cresmer & Woodward, Inc. 


SALES MANAGEMENT 


SomeTHine Missine... 


. — 
\ 
\ * 
' 


LIKE CALIFORNIA 
WITHOUT THE 
BILLION DOLLAR VALLEY OF 


+ 1. Za THE SACRAMENTO BEE 
’ xR THE MODESTO BEE 


THE FRESNO BEE 

California’s inland valley is a thriving independent 
market — 220 miles from Los Angeles, over 90 from San 
Francisco. There’s over $3 billion in buying power here, 
more than San Francisco and Oakland combined. You’re 
not selling California unless you’re reaching this rich 
region. And you can’t afford to rely on distant coast 
newspapers to do it. To cover the valley in depth, you 
need its own favorite local newspapers, the three . . . 


mutesetsierman., (Me CLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 
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It's pretty hard to make a mistake 
when you buy California newspapers, 
but if you want more sales for your dol- 


lar, keep in mind metropolitan San Jose! 


Here’s a 1954 SM sample of San Jose growth: 


Retail 


Met. [Co.) Area Sales 


Per 
Family 


General 
Mdse. 


Househ. 
Radio 
Appi. 


Goods 


San Jose $426,139,000 


Sacramento 


$3928 


=< 


lin 


97,956 


48,695 


000 of $) 
26,784 


Drugs 


77,056 


12,535 


$390,016,000 
$376,431 ,000 


$3655 
$4035 


90,703 
86,122 


38,925 
28,212 


30,030 
21,631 


72,040 
72,965 


12,180 
9,863 


Fresno 


*All of 
Santa 
Clara 
County 


Write for our 1954 Consumer Analysis 


San Jose Hdercury ¢ SAN JQSE NEWS 
A RIDDER NEWS PAPER 


CALIFORNIA— - (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES 
ESTIMATES—1953 
FIVE STORE GROUPS 
(In thousands of dollars—add 000) 


EFFECTIVE BUYING 
INCOME 
ESTIMATES—1953 


TION 
p ESriMares 


oH 


COUNTIES 
CITIES 


Fami- | ized 


Buying 
Power 
| General | Furn.- Index 
Food Mdse. House- 
Radio 


Auto- | 
motive 


8,565) 
6,085) 


4,673} 207 
500} 1,057 


22,482 
17,815 


4,147 
740 


15,832 
149,808 
$2,853 
28,231 


5,863 
32,497 
19,679 

4,625 


1,379 
6,417 
3,473 
1,316 


584 
8,895 
6,344 
1,731 


1,265 
28,387 
17,538 

7,553 


426, 139 
224,178 
63,100 
14,929 
11,500 
86 ,600 
43,013 
28,098 
61,050 
41,265 


97,956; 48,695 
37,313 
6,779 
969 
263 
7,717 
3,819 
2,944 
4,240 
3,495 


26,784) 77,056 
42,547 
16,510 
2,391 
1,122 
14,246 
8,227 
5,152 
15,360 
14,010 


21,414 


292 
6,691 
2,938 

29,262 
20,853 


-0014 
-0195 
-0022 
-0815 
0244 


3,261 
55,136 
6,297 
236 , 852 
68,855 


185 
3,416 
1,156 
6,821 
5,665 


1,504 
36,110 
12,108) 

131,221 
73,093 


3 @ 
= 
a 


23,229 
11,335 
2,190 
Before using these figures, see explanation page 11. 


9,826 
6,004 


0746) 
-0122 
0076 
e for SM Metropolitan County 


Table of Contents is on Pages 1, 3 and 5 


181,760 
33,379 
22,741 

Areas. 


163,252 
61,021 
43,111 


A and A See end 


SALES MANAGEMENT 


Santa Barbara . . . a 50,000 Pop. Market 


CITY AND ENVIRONS—POPULATION 1953 @ One of the nation's leading counties in 
55,000 gross farm income 


CITY RETAIL SALES 1953 @ Center of a new and fast-growing 
$92,853,000 flower industry 


COUNTY POPULATION 1953 @ Recognized by Sales Management as 
109,400 one of the New Metropolitan 


County Areas. 


COUNTY RETAIL SALES 1953 @ Mecca for thousands of tourists 
$149,808,000 


Completely covered b 


THE SANTA BARBARA NEWS-PRESS 


REPRESENTED BY CRESMER AND WOODWARD 


RSS 2eaiA SNAG CALIFORNIA — (Continued) 


SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
INCOME SM ING 

oe ESTIMATES—1953 ESTIMATES—1953 CONTROLS 
COUNTIES FIVE STORE GROUPS 

CITIES thousands of dollars—add 000) 


(in 
a 
S.A. 


Buying |Qual- 
| Power | ity 
General | Furn.- Index | In- 


Mdse. | House- | i dex 
| Radio 


#8? 


822 


8,015 . ’ . 104 

4,376 : : 201 

1,286 , Ua 186 
169 


.0902) 45.1 60.5 
0147) 
-0044) 
.0182! 


=—_e— eo 


.0132| 
.0034 
.0032 
.0952 
.0081 
.0087 
Porterville : .0044 


a8 seskeze & 


2,805 
1,469 
44,806 
7,215 
5,169 
5,046 


Tuolumne A 0081 
Ventura....... x 0855 
Ventura. . J 0118) 
Oxnard... R. 0177/ 
Santa Paula -2| 0076 -7| ‘ 0075 
-0293 ° : . 0324 
Woodland : 0065 4 22,682| .0092 


3,898 
38,586 
10,978 

9,074 

4,318 
; 16,067 
0159 6,542! 


= 
oa 


ssc 
8s 


2 


es ee) 


= 
7) 


} 
_ ER .7) 0173 ; : : .0159)1, : .0303 10,058 d 
Marysville. ... 8.3} .0052) 2.6 11,803] .0048/1,422/4,540 .0267 6,805 : 2, 13,198 0115 


fet 
ae: See Cave — 


Total Above Cities 7,623.3) 4.7630/2,610.8 15,313,230] 6.2244/2,009| |5,865)12 348,844) 7.1776 2,721,631/1, 426,570 2,668,779 | 6.2178 


State Total. | 12,142.4| 7.5880 4,070.7 '9932.1122,505,454) 9. i480 1,853'5,529]15,171,556) 8.8182 3,727|3,643,122/1 ,524,237 ,670|2,997 ,704 487,732] 8.7371 


© SM, 1954. Before using these figures, see explanation page 11. 


New Feature at End of Each State 


Immediately following the metropolitan areas at the end of each state you will find a 
new table that breaks down the consumer spending units for each county in the state 
. by these income brackets: $0-$2,499; $2,500-$3,999; $4,000-$6,999; over $7,000. 
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Reach FRESNO and the San Joaquin Valley - the Economical Way 


In these 5 counties is a population of 620,600 with an Effective Buying Income of $900,446,000. 
Retail sales of $747,786,000 _attHlesr hg Total Farm Income of $594,367,000 


SAVE 20% with Special Your frequency discount on John Poole 
UP TO Group Discount * if Ze Radio Stations applies to KBID-TV. 


?P 
CHANNEL : * OO ENTE 
- 53 a OF DIAL 
; ° 1000 WATTS 
470,000 WATTS ' BUSINESS OFFICE 
1117 “N” Street, Fresno, California ’ 1833 Van Ness Ave., 
Telephone: Fresno 6-0791 The Valley Music Station — Fresno, California 


Studios and Transmitter at Sanger 


ALIFORNIA— 6% Metropolitan County Areas tee catinaten ee SALES DRAGNET. 


Pani“ aE dient sive estimates by SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
ESTIMATES SM INCOME 


ESTIMATES— 1953 JIM ESTIMATES—1953 


id 2 | FIVE STORE GROUPS 

| Coun- (in thousands of dollars—add 000) 
Net % | Per| Per % \ ty Buying 
Dollars Cap- | Fam- | Sales Power 
(add | U.S.A.) ita ily U.S.A.| Per General . Auto- Index 
000) } Fam- motive 
| ily 
460,835 .1873|1,526/4,939] 376,431, .2188| 4,035 ‘ 72,965 
1,747.0) 9,611,258) 3.9068|1,926/5,502] 6,684 284/ 3.8851) 3,826 ; ,268|1,378,881 
106.7 aaa 636,511 _—— 390,016 781 


| 
| 
178.7) 349.9 794,752! -3190/1,437/4,391] 599,808) .3486) 3,357, 154,650 ’ ’ 103,008 
240.1) 599.8) 1,316,011 at igre 8 775,008, .4505) 3,228) 183,855 ’ ’ 164,125 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


3,655 , A 72,040 


| 


838 .9/2306.0} 5,245,023) 2.1320)2, 104/6,252) 3,088 294) 1.7950) 3,681) 783,818 . . 551 332 
347.7) 2173) 108.5) 262.5) 615,898) .2803)1,71|8.678 426,139} .2477| 3,928} 97,956 ? . 77 ,056 
227.8) 1422) 69.6) 159.9] 371,128) .1509/1,631/5,332] 262,839) .1528) 3,776) 59,412 : ’ 55,201 
267.3) .1671| 80.8) 161.4] 456,988 -1857/1,710/5,656 298 , 239) .1734) 3,601) 73,308 ’ ’ 61,513 


| | 
ASanta Barbara. 108.4) ou 38.1) 72.1) 200,417 anes mene ts 149,208 -0871| 4,150} 32,497 28,387) 4,670 


4 | 
Total of Areas. . : 10,340.0) 6.4619|2,499.7/9203.7 19,698,822) 8.00711 ,905/5,629}13.050,866) 7.5857, 3,729|3.122,887| 1,376,225 ‘2,864, 509| 407,575] 7.5718) 117 
© SM, 1954. 


Before using these figures, see explanation page 11. 


259 Years of Service 


With this issue the Survey of Buying Power is 25 years old, but frankly, we're not interested 
in birthday cakes and candles and silver trimmings. Instead, we're mighty proud of our rec- 
ord of service during those years. Mighty proud, too, of that quarter-century of priceless ex- 
perience . . . They were years of grov'th. Of testing, improving, foolproofing our techniques. 
Of increasing acceptance by companies, people and groups who depend on reliable population, 
income and sales data to get their campaigns and projects off the ground. Of steadily com- 
pounding prestige as the country’s No. 1 source of market data. 


SALES MANAGEMENT 


San Bernardino - Riverside Counties 


SAN FRANCISCO 


LOS 
ANGELES 


And what a market! During the last 10 years, the 

fantastic growth of this area has even amazed Californians 

accustomed to seeing large communities spring from nowhere. 

San Bernardino and Riverside Counties have always been noted for 

their vast citrus groves, enormous vineyards and famous resorts (Palm Springs, 
Lake Arrowhead, Big Bear Lake, 29 Palms, etc.). 

But look at this area today! Big industry — Steel Mills, Industrial 

Plants, a dozen Military establishments and a host of smaller manufacturers and 
suppliers to serve these economic monsters, have made this market BIG! 
Workers by the thousands are moving in where jobs are plentiful 

and living is pleasant. These workers have money to buy your products or 
services and they are buying in tremendous volume. 

Take advantage of this big and fast growing market! Get your share 

of the $784,752,000 net effective buying income which has made 

this area California’s 4th — and America’s 30th market! 


Population .....+6++++++++++ 546,100 
* Number of Families ..........++ 178,700 
Retail Sales ......+++++++ 599,808,000 
Expendable Income ........+ 784,752,000 
The cities of San Bernardino cand Riverside are half again as far from Los 
Angeles as Washington is fron: Baltimore. It’s a two hour train trip. Less 


than .042% of the total circulation of the 5 metropolitan Los Angeles dailies 
enters this market. 


For Unduplicated Coverage of This Important California Market 
SAN BERNARDINO RIVERSIDE 


SUN and TELEGRAM PRESS and ENTERPRISE 


Represented Nationally by West-Holliday Co., Inc Represented Nationally by Doyle & Hawle 
y y y 


Copr. 1952, Sales Management Survey of Buying Power; further reproduction not licensed. 
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CALIFORNIA— @§ Income Breakdown 


of Consumer Spending Units 


NET—INCOME GROUPS, 1953 


COUNTY 


321.0 | 24.3 
1 | 33.8 
3.1 | 30.6 
25.2 | 31.4 
3.7 | 29.9 
4.5 | 31.7 
125.8 | 23.0 
3.6 | 29.7 
5.9 | 33.2 
99.2 27.5 


5.5 28.0 
31.3 | 22.9 
22.0 | 38.4 
5.2 | 21.7 
89.8 | 24.7 
15.6 | 26.0 
4.9 | 41.2 
6.7 | 16.5 

1,837.9 
12.5 


Los Angeles 
Madera 4 


Marin 
Mariposa 
Mendocino 
Merced 
Modoc 

Mono 
Monterey 
Napa... 
Nevada...... 
Orange........ 


36.4 
2.2 
15.7 
24.7 
3.4 
9 
68.7 
16.7 
7.5 
98.3 | 27 

15.2 | 27.5 


8.2 
8.3 


| 
| 


| 
| 
| 
| 
} 
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NET—INCOME GROUPS, 1953 


$0-2,489 


oa 


: 


e* 


Fes 


28.0 
30.8 
37.2 
30.8 
25.7 
24.3 
34.9 
31.6 


RSSSRSENS 
-ememwonwowon 
SSSESSISS 
or auraroaon 


SSSSSLSSS 
NO@OQ @2wno- 


26.4 


30.3 


DO “a Saunton oan ¢ 


(Other 
= Montana, 


ities 


Mountain 
Nevada, New Mexico, Utah, Wyoming.) 


States: 


Arizona, Idaho, 


| 
Colorado state map—page 286 
County 


.Denver...... 
.La Plata. 


Durango..... ; 
. Arapahoe... 


Englewood... . 
Fort Collins. .. . Larimer. . 

Fort Morgan Morgan.... 
Grand Junction. . Mesa... 


Pop. 
(in 
jthous.) 


NUMBER OF OUTLETS 


|} 
! 


PULATION 
ESTIMATES 
1/1/54 


COUNTIES 
CITIES 


( of 
sands) | U.S.A. 


Adams 

Alamosa 
Alamosa...... 
Englewood . . 


Archuleta 
Baca 
Bent 


Boulder 
Boulder 
Longmont 


14.1) 31.0 
3.0| 5.6 
1.5) 
.6| 51.2 
or) 


.0311|1,465'5,433 
.0062|1,411,5,081 
.0034| 1, 5575, 605! 


a 
——— 
£8 


ee ee 


8 
S$25e 882 


= 
7 


SeR288 883: 


SR88EE 


City 


County 


Greeley. ... 
La Junta... 


Longmont. 
Loveland. . 


Sterling. .. 
Trinidad. . 


-~ 

» OD. .... 
Prowers. 

. Boulder... 

. .Larimer. . . 
Pueblo. .. . 
Logan..... 

..Las Animas. . 


NUMBER OF OUTLETS 


GM 


FHR)] { D 


ArOUMAAUNS 


36 , 367 


1,965 
12,635 
6,591 


60,390 
20, 155 
20, 148 
7,311 
4,178 


RETAIL SALES 


JM ESTIMATES—1953 


FIVE STORE GROUPS — 
(In thousands of dollars—add 000) 


-— 


ne 
me eN we 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


| General 


Food Mdse. 


5,867) 
2,892 
2,672 
21,168 
10,334 


348 
2,884 
1,720 


14,552 


Furn.- Auto 
| House- motive 


Buying \Qual- 
P ity 
In- 
dex 


4,521 
3,741 
3,741 
16,625 
12,886 


82 
104 
144 

97 
113 


65 
107 
75 


101 


4 
70 
75 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


: 7 OUT OF iu 
HOME DELIVERED 


"THE PAPER LOSANGELES | 
WOMEN PREFER | 


Los Angeles Examiner 


Greatest home carrier circulation in Examiner history ! 
REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


Los Angeles @ New York @ Chicago @ Boston © Detroit © Baltimore © Philadelphia 
Pittsburgh ©@ San Francisco @ Seattle @ Albany © Ft. Lauderdale , 
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285 


MOFFAT 


SOULDER 


1950 Net Effective Buying Income 


eee In excess of $150 Million 


Cities shown are those having net 
[EZ $75 Million 10 $149.9 Million Effective Buying Income of $15 million s 


$40 Million to $74.9 Million and over One inch Equels Approximately 60 Miles 


Copy: 
FEES] $15 Million to $39.9 Million Soles 
| 


right by. 


a | B 


G 


COLORADO — (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 
SALES AND 
EFFECTIVE BUYING RETAIL SALES 


ve 
ESTIMATES— 1953 CONTROLS 

FIVE STORE GROUPS 
Urban-| | (in thousands of dollars—add 000) 
% | Fami- | ized Net | &% ty a Buying 
(thou- of | ties |Popu-} Dollars Cap- Power 
sands) | U.S.A. | (thou- | lation (add S.A. S.A. General v Auto- 
} sands) | (thou- 000) Mdse. | House- | motive 

} sands) } 

3007) 159.9/481.1 | 921,841 
159.9 921,841 


OPE ESTIMATES INCOME 
» SM Bry @D ESTIMATES—1953 
COUNTIES l 
CITIES 


139,252 ° 142,972 3689 
139, 252 142,972 3689 
2,745) . ’ ° 2 311 134 0011 
4,284) . ° ’ 29 542 -0017 
0023 
0019 
0581 


5,938) . ’ . J 139 
4,402) . A 103 
144, 986 


88,587 oa 16,506 .0387 
18,788 575 4,064 
17,495) . d 664 3,354 
‘ Gece 1,025) . p 21 21 wie d 
3.8 ° 5,665) . d = 160 883 A 108 
Gunnison........ 6.0) . ‘ lv 8,774) . J 5 d 399 323! +3 1,666 -0036! 97 
A and A See end of state for SM Metropolitan County Areas. Before using these figures, see explanation page 11. 
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SALES MANAGEMENT 


~“ 


DENVER’S 
Metropolitan Area 


POPULATION 


are your sales keeping pace 


in the Denver Post’s Market? 


Denver’s standard metropolitan area population... 


Up 7% in Past Year 

Up 19% Since 1950 Census 
Up 64% Since 1940 Census 
Now 669,700* 


Here’s growth that’s spectacular, consistent and sound. Equally important, you can 
sell this rapidly expanding market with the economy of single medium coverage. 
In metropolitan Denver, almost 9 out of 10 of your prospects read The Denver Post. 


CIRCULATION 
Daily 226,807 
Sunday 350,757 
Empire Magazine and Comics 384,570 
A.B.C. Publisher’s Statement 
September 30, 1953 


*Source: 1954 Survey of Buying Power 
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COLORADO — (Continued) | The “SM” symbols 


Ba sive estimates by SALES MANAGEMENT, 


EFFECTIVE BUYING RETAIL SALES 
y ESTimares . 
@D i SYD Estimares—1953 BYP EsTIMATES—1953 


Metro-| | E OIE ES RE RA 3 s ST ea I ee ag 
COUNTIES tan] ‘ FIVE STORE GROUPS 
CITIES c (in thousands of dollars—add 


Area 


9 
é 


Hinsdale 


«| 


Huerfano 10. a 
Jackson 2. 0 
Jefferson 


_ 
oo 
= 


ae 


£ 288 & 


Kiowa 
Kit Carson 
Lake 


La Plata 
Durango 

Larimer 
Fort Collins... . 
Loveland 

Las Animas 
Trinidad . . 3.5 : -0051)1, 


3832 


Lincoln a d 9 x -0035)\1, 
Logan , = é A -0101 
Sterling ‘a ‘ ; . F .0047 
Mesa ms " = | a " iy -0231 
Grand Junction 15.7; .0098} 5. 25,732| .0105 

| | | 


~ oo 
= 
= 


Mineral .7| .0004) 2 1,111 
Moffat 


0039 
Montezuma... 10.4) a 


15. 8) 008 
18.9) ‘oa 
.0036/ 1, 513)4,875 
tha: -0136 1,236 4,106 
La Junta an 7. g 2. : .0051)1,595/4, 847 


Ouray 
Park 
Phillips 


Pitkin 
Prowers 
Lamar 
Pueblo . ’ 
APueblo...... 2.0} .0450, 2: ,784| .0475}1,622 5,214 


| 
Rio Blanco...... . . 0043/1, 79916, 523 
Rio Grande... oO. 6 3. 0051; 974)3,51 
Routt a oO. 855) 1,317\4, 224 


Saguache 
San Juan 
San Miguel 


Sedgwick 
Summit... id 4)... 
Teller - ° 2,922 


Washington 6. . 9,296 
Weld |. 4) 21. 91,138) . 

Greeley 21.4) 0134) 7.0) 33,063 134, 545/4,723 
Yuma 11.1) .0069} 3.5 15,881 ones. ,431 ha 537 
sa | 


ge S88 288 22: 


{—— 


Total Above Cities 778.3 4844) 254.1 1,387,116} .5639|1,789'5,459] 1,185,264] .6890) 228, 5,618) 187,991 9, 268, 048| 44,036 
} 1 | | | 
| 


1,487.7) 9297) 461 .7'964.4 2,288..7811 930311 ,538/4,957/ 1,688,211) -9812) 3,657! 350, 683 214,134) é 369,182) 62,423 


COLORADO—@® Metropolitan County Areas 


Denver... 39 =a -4185) 215.9) 604.0] 1,202,849) .4889/1,796/5,.571] 838,363) . ° 168.662) 144,289) 41,111 33,590} .4742) 113 


Pueblo ... 113 101.9) .0637} 29.4) 84.1 137,794; .0560|1,352/4,687] .106,057| . ° 744) 15,836 6,890 2,450}  .0593) 93 
AColorade s 


Springs 184 n.8 -0570) 30.3) 67.8] 144,986) .0589|1,590/4,785 98,898) . ° 21,321 8,663 7,684 4,597} .0581) 102 


| Ft ae 


-6038 1,722 5.3011 1,043,318. .786, 213,727| 168,788} 55,685 ‘ 40,637 .5916| 110 
Before using these figures, see explanation page 11. 


Total of Areas... 962.8} .8392| 275.6] 755.91 1,485,629 
© SM, 1954. 
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SALES MANAGEMENT 


Denver’s Choice Channel 


SERVING A FAST-GROWING Population ................... 866,400 


1% BILLION DOLLAR MARKET eeette inane 7.91aeazeran 
Retail Sales ........... $1,164,798,000 


Business is GOOD in Denver and the rich 11-county 
area blanketed by KOA-TV. Most of Colorado's 
131,000 population increase since 1950 is in the 
Denver area. Rich uranium and oil developments 


in the KOA-TV area are making Denver the nation’s TV 
“resources capital’... creating an unrivalled build- 

ing boom! KOA-TV delivers nearly 200,000 TV 

homes — 57.9% of Colorado’s population with 

64.3% of the state’s spendable income. 


OPERATING AT FULL POWER—100,000 WATTS NBC in DENVER 
TOWER ON LOOKOUT MOUNTAIN 
Call Pet 


__ COLORADO — @® Income Breakdown of Consumer Spending Units 


4 


NET—INCOME GROUPS, 1953 NET—INCOME GROUPS, 1953 


COUNTY n | ‘J $2,500-3,999 | $4,000-6,999 $7,000 & Over COUNTY $2,500-3,999 $7,000 & Over 
| 7 My % | i /o fo 


%  ODol- 


/ ‘te 
% Doe} % Dol-| % Dok o, % > Dol 
| Units lars | Units tars | Units tars | Units lars Units 


or 


24.0 | 31.9 39.6 . . r : 31.8 29.3 : 5 6.4 
23.8 , 34.5 ‘ . i Vas of d iy 2 24.7 . J 8.9 
18.4| 40.7 43.8 | 12.0 32. i 6 | 4i. 7 29.4! 22.6 34.7] 6.0 
33.1 3 18.6 ' f wre J ‘ 7 22.7 , 8 | 13.7 
20.2 4 24.7 ‘ . cme . ; SS . : 8} 12.1 
37.7 j J : - ‘ F 6) 31.4 26.1 ‘ i 8.8 
23.0 , J ; ‘ obs ‘ 5 A 1 38.6 ; J 8.9 
26.6 " . , : sis os s A s 9 17.3 t -7 | 12.5 
28.1 4 . , . ea . . ‘ 24.6 d ° 10.5 
24.1 ‘ ' s 4 % 8 34.6 ‘ J 5.8 
32.3 F } . r . . 0 24.0 : 1} 11.6 
33.7 . x : . ‘ 2 8 26.8 ; J 9.5 
32.8 : . , iy - ‘ y . R A 6.0 
35.3 ‘ i . = F j . ‘ J 9.6 
34.1 : ; . ; . y 7.9 
17.5 , ° e a 9.5 
26.3 ' ° e ° d 11.0 
36.4 J e é ° ’ ’ 7.0 
32.9 . J : . Rio Bianco. . y é 5.2 
33.6 y b 7. J Rio Grande... 11.5 
23.8 10.3 
30.3 14.7 
25.1 6.1 
32.3 . d ‘ { San Miguel 10.0 
22.9 » s R y Sedgwick...... 8.0 
23.6 ‘ 3 ; R Summit... .. 13.5 
53.0 . J beer e 17.5 
37.7 . ¢ . A Washington. . 11.8 
30.2 10.6 
17.5 8.6 
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20.8 | 24.1 26. ; reat 535.6 | 30.8 9.5 | 28.0 21.3 | 29.5 35.4 
| | 


28. ’ . 
Kit Carson... 8 | 32. 0 | 28.5 21.6 | —-|—}-— | ~~ - 
Lake ie a ¢ x ‘ 14.0 | 48.3 . 3. 7 S.A. 55,059.3 | 30.3 9.1 26.0 19.2 | 30.7 -4/) 13.0 36.3 
© SM, 1954. Before using these figures, see explanation page 11. 


Covers the West... 6¢02/ 


SERVING A 12-STATE ets 


Population 


5 BILLION DOLLAR MARKET Households 1,075,810 


Radio Homes 1,040,720 
The West’s “Single - Station Network”... $2,108,884,000 $5,186,538,000 
that’s KOA-Radio! KOA’s 50,000 watts carry " , 108,884, 186,538, 
top NBC programs and highly-rated local Retail Sales $4,329,804,000 
shows, to over 3% tuillion people in a 302- Source: 1953-54 Consumer Markets 
county, 12-state area. In this rich area are 
211,540 farms, where the average farm in- Call Petry 
come exceeds the national average by 
74.3%. KOA-Radio delivers over one million 
radio homes...over 200,000 farm radio 
homes alone, many of which are without 
TV. To cover the West best, use the West's 


= A . > are i =a! “Single-Station Network.” DENVER 
Nielsen Survey: 1952 oH ae ss=2=  NBCe850 KCe50,000 WATTS NBC for the West 
MAY 10, 1954 


Ag GIN. . . in 1954, a year of tremendous selling opportunity — 


_ Bridgeport stands out... 


«in the nation in per —_ effective — income 
[ BRIDGEPORT Met 


| ca 


nd 
as in the nation in per capita effective — income 


_ BRIDGEPORT —— a Pee. "$2, 


Only the POST-TELEGRAM can effectively help you grasp your hig 
sales opportunity in the rich Bridgeport market of 544,000 people. 


100% coverage of ABC city zone 73% coverage of ABC City & RTZ 


Roornened Nationally by « 


C yn N E Cc T | Cc U tT - Counties and Cities (Other New England States: Maine, Massachu- 


setts, New Hampshire, Rhode Island, Vermont.) 


l — et Pop. 
Conn. state map—page 292) (j, | = Number or Ov _ | a NUMBER OF OUTLETS 


County thous.)} F Led ten A County ithous.) iced FHR| A | D 


New Haven News Haven.. ..| 164.0 784 81 

New London New London... | d 16 | 

Norwalk. ....... Fairfield J é | 14 

Norwich.... .New London.... i | 12) 

Putnam City. ...Windham.......| | 7| 
| 


New Haven.... 
Fairfield. . 
Hartford 
Fairfield....... 
New Haven.... 
East Hartford. ...Hartford. . 
Greenwich... .... Fairfield... 
Hartford Hartford. . 


Stamford. ..-Fairfield.........| 13) 
Stratford 00 ee 5} 
Torrington... ...Litchfield........| , | 
Manchester... ... Hartford... Wallingford......New Haven...... 9! 
Meriden. .. New Haven.... ; | Waterbury... ...New Haven : 42) 
Middletown Middlesex. . . $l. | | West Hartford... Hartford 4 26) 7) 
Naugatuck. .....New Haven... West Haven.....New Haveu...... : | 10 8 
New Britain Hartford. .... : 276) Williamantic. Windham 8| 2; 8 
© SM, 1954. Before using there figures. see explanation page 11. 


Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 


SALES MANAGEMENT 


STAMFORD— 


CONNECTICUT'S RICHEST MARKET 


Family income of all Connecticut cities over 


| IG H a ST 50,000 population. 
Family income of all major cities in the richest 


metropolitan area in the country. 


This extra buying power can mean more sales for you if your advertising 
is directed at the right people through the right medium. 


Per % Above Per % Above 

Family U. S. Avg. Family U. S. Avg. 

Population... .. 80,200 Furn.-Hsld. , , sox 
| 000 0 Sales .... $ 8,530,000 370 0 
aa S184,340,000 97.912 53% — automotive» $33,276,000 $1,428 103% 
etail Sales $121,068,000 $5,196 44% Drug Sales $ 2,948,000 $ 127 24% 


Food Sales $ 30,153,000 $1,294 40% Market Index ..... 137 


To sell the nation's No. 1 family income market in the nation's 
best selling area you must use the Advocate. 


STAMFORD ADVOCATE 


STAMFORD, CONN. 


Represented by The Julius Mathews Special Agency, Inc. 


The “SM” symbols mark original, exclu- 4 
sive estimates by SALES MANAGEMENT. = sce CONNECTICUT — (Continued) 
toa SALES AND 
POPU N EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
JM ESTIMATES SM INCOME ING 
= 1/1/54 ESTIMATES 1953 ESTIMATES—1953 CONTROLS 
COUNTIES |politar ] gee cat os FIVE STORE GROUPS 
CITIES Area Urban-| |Coun- | (in thousands of dollars—add 000) 
Total %, Fami- | ized Net % Per | Per| Dollars | % | ty Buying |Qual- 
(thou- of lies |Popu-| Dollars of |Cap-|Fam-| (add (| of | Sales) Power | ity 
sands) | U.S.A. | (thou- | lation (add | U.S.A.| ita | ily 000) U.S.A.| Per | General | Furn.- Auto- index | In- 
sands) |(thou-} 000) | | Fam-| Food Mdse. | House- | motive | Drug dex 
sands) | } ily } Radio 
Fairfleld......... 19 544.4) .3403) 161.7/472.5 1,201,611| -4884|2,207/7,431 784, 836) 4882) 4,854) 221,445) 50,350) 46,200) 146,125) 22,896 -4491) 132 
ABridgeport.. . 165.4) .1034 49.4) 337,251) .1371/2,039/6,827 312,954) .1819 83 ,053 32,748 20,508) 51,245) 10,125) -1438) 139 
AStamford.... 80.2; .0501 23..3| 184,340) .0749|2,299/7,912 121,068) ‘0704 30, 153) 5,185 8,530| 33,276) 2,948 -0686| 137 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


Your City: One of the 400? 


This year’s Survey extends the “Leading Cities” list from 200 to 400—-so that 
you will now be able to determine at a glance how a specific city ranks . . . among 
the top 400 . . . in population, income, retail sales, and in food, general merchan- 
dise, furniture-household-radio, automotive and drug sales. See “Leading Cities” 
section, pages 153-182. 


1954 


MAY 10, 


C D 


CONNECTICUT 


@. Willimantic 


Cities shown are those having net 
1950 Net Effective Buying Income —_ Effective Buying Income of $15 million 


= In excess of $150 Million and over 
$75 Million to $149.9 Million 


Eo $40 Million to $74.9 Million Scale of Miles 
0 $5 10 15 20 


$15 Million to $39.9 Million One Inch Equals Approximately 15 Miles 


C G 


CONNECTI Cc U = oun (Continued Bt The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


z SALES AND 
eres BUYING RETAIL SALES 


— 
INCOME 
JM ESTIMATES—1953 JM ESTIMATES—1953 


TPA ESTIMATES IN 
! 
BUD 1/1/54 CONTROLS 


COUNTIES jp | FIVE STORE GROUPS 
CITIES } Urban- | | Coun- (in thousands of dollars—add 000) 
Total | % | Fami-| ized | 9 > | ty | 
(thou- | of | ties | Popu- of | Sales | 
sands) | U.S.A. | (thou- | lation | U.S.A.) ita | ily U.S.A.| Per | 
| sands) | (thou- 000 | | 


= 


General | Furn.- Auto- 
| Fam-| Food Mdse. | House- | motive 
| | ily Radio 
} 


53.9} .0337) 3 124,115} .0504/2,303|7,614 -0435 19,094 3,206 4,334) 16,728 
22.0] .0137| 5 43,494) .0177|1,977|6,691 0317! | 15,597] 4,207} 3,652] 11,466 
35.3) .0221) 6 94,039} .0382/2,664|8, 872 -0150) 8,486 315 457 5,845 
44.6) -0279| 13.6) 129,964) .0528/2,914/9,556 -0345 15,811 4,471 3,243 10,692 
63 -7|  .3635, 171.2/478.7 | 1,237,176| .5029/2,127'7,226 .4578| 4,601} 195,082) 92,064] 41,612) 143,474 
A and A See end of state for SM Metropolitan County Areas. 
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SALES MANAGEMENT 


56% of the consumer spending units are in $4000 
and up group and account for 83% of total in- 
come. 


No wonder Norwalk achieves Metropoli- 
tan status! You'll have to look far to 
match this sales record. 


Detroit — Pittsburgh — Syracuse 


How Important Is NORWALK, CONN. ? 


Norwalk is a big shopping center—listed by Sales Management 
as a metropolitan area—a market of 92,000 population. 


1953 
Income $124,115,000 $4,647,000 


Retail Sales 74,901,000 5,547,000 
Food Sales 19,094,000 913,000 
Gen’l. Mdse. 3,206,000 184,000 
Furniture, Household 4,334,000 203,000 
Automotive 16,728,000 3,309,000 
Drugs 1,756,000 100,000 


te 
7 ° ° ° e } “| : t ad 
Far out in front of any incoming paper in coverage, a : 0 riv c] [k 


readership, advertising response. 


Represented by the Julius Mathews Special Agency, Inc. 
New York — Chicago — Boston — Philadelphia 


Among all 100,000 or more population Metropolitan 
central cities in the eastern U. S., Hartford, Conn., has 
been consistently top in Income per Family, according to 
these Sales Management studies . . . In 22 of the last 25 
years it has been first in the nation. 

Further verification is that Hartford until recently was 
the last remaining major city in the nation to be reported 
as a labor shortage area. Nothing could more clearly in- 
dicate the wide diversity of earned income sources for 
Hartford's people—insurance, state government, machine 
tools, aviation (from props to ‘copters and jets), office 
equipment, choice “shade grown” tobacco, and a SM 
Quality Market Index 48% above “normal”. 


TOP NEWSPAPER 


In this rich market, the one dominant advertising me- 
dium is the evening Hartford Times. No national mag- 
azine is bought by one-quarter as many people—no 
broadcast “commercial” reaches 300 and on the average 


‘SdH Top Quality BIG Market 
in Eastern U.S. 


probably not 100 of each thousand. 

Local newspaper advertising is the only sure means of 
penetrating this high sales potential market and the 
evening Hartford Times does the job 198.8% as well as 


does the local morning newspaper in Greater Hartford. 


And advertisers know: 


In 1953 local retail merchants placed 3.2 times as 
much of their advertising in the evening Times as in the 
morning newspaper; 144% as much in 6 days as in the 
morning and Sunday newspapers in 7 days. General 
or National advertisers put 3.9 times as much of their 
advertising in the Times as in the morning newspaper, 
161% as much in the evening Hartford Times in 6 days 
as the morning and Sunday newspapers combined 7 
days—omitting liquor linage (which constitutes 56.57% 
of the total general volume in the morning) and Sun- 
day Supplement advertising, neither of which is accepted 
by the evening Times. 


Largest diily circulation in Connecticut 
x 


Che Hartford Times 


A Gannett Newspaper 


Represented by J. P. McKinney & Son New York . . Chicago . . San Francisco 
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NEW BRITAIN 


HARDWARE CENTER 


OF THE OF wom em | A MAJOR PART 


WORLD r SALES AREA 


OF 


CONNECTICUT'S 


FIRST MARKET 


NEW BRITAIN HERALD 


Represented by Story, Brooks & Finley, Inc. 


CONNECTICUT 


CANA TF G4 , ae { i The “SM” symbols mark original, exclu- 
CONNECTICUT—(Continued) —s_| Oe sive estimates by SALES MANAGEMENT. 
‘ Tee MA Z pay SALES AND 
Any ees eee RETAIL SALES — 
BY) 1/1/54 BY) ESTIMATES—1953 JM ESTIMATES—1953 CONTROLS 
COUNTIES : a a mm “| IVE STORE GROUPS 
CITIES Urban-} | (in thousands of dollars—add 000) 
Fami- | ized Per | Per | Dollars ty - Buying 
Cap- | Fam- | Power 
i ily . General | Furn.- Index 
Mdse. | House- 
Radio 
cual. tse ee 


AHartford. . : -1147| 55.2) 404,765) .1645/2,204/7 333 , R 63,223) 20,640) 62,484) 11,843 - 1697 
ANew Britain 75. -0473) 22.1) 149,424) .0607/1,974/6,761 , - 7,016 6,652} 15,767) 2,713]  .0578 
West Hartford , -0301) 14.0] 152,477| .0620|3,170/10891 . ° 8,212] 3,361} 12,689) 2,300]  .0474 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


Manchester Evening Herald 


MANCHESTER — CONNECTICUT 


Home of Cheney Silks . . . Pioneer Parachute Company .... Bon Ami and 37 other industries. Many 
residents employed in nearby Pratt & Whitney Aircraft, Hamilton Standard Propeller and in home offices 
of well known insurance companies. 


POPULATION 35,000 (AND GROWING)—TRADING AREA OVER 50,000 
CIRCULATION (A.B.C.)—OVER 11,000 DAILY 
NINE OUT OF 10 FAMILIES IN THE AREA READ THE HERALD 


SALES MANAGEMENT 


~= §7,000 


EFFECTIVE 
=— BUYING INCOME 
PER FAMILY 


etl 


IN BOTH 
| HARTFORD CITY 
AND COUNTY 


1 


Think of a rich, compact shopping area with 581,700 
people and an Effective Buying Income of $7,226.00 per 
family. That’s Hartford County . . . an amazing place even 
in a record-breaking era! No less amazing is the fact that 
business on WDRC reached an all-time high in the last 
quarter of 1953, and that’s something because it had to 
beat all the wonderful years in radio since WDRC was 
established as Connecticut’s Pioneer Broadcaster in 1922. 
What’s the answer? More and more advertisers have found 
that it pays to use WDRC’s impact to sell the entire Hart- 
ford Market at one low cost. Tune in for details . . . your 


reception will be fine. 


REPRESENTED BY RAYMER *¢ BASIC CBS * 5,000 WATTS 


POPULATION INCOME 
1953 NUMBER OF RETAIL PER 
AREA (estimated) FAMILIES SALES FAMILY 


City of Hartford 183,600 55,200 $370,081,000 
Hartford County 581,700 171,200 $787,686,000 
DRC Primary Area | 1,203,000 353,900 $1,540,374,000 a ete ee 


William Malo, C cial M 
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MIDDLETOWN, CONN. 
—a 20-Year Winner! 


For 20 consecutive years retail sales in the 
greater Middletown market (Middlesex Coun- PER FAMILY AVERAGES 


ty) have shown substantial gains. MIDDLETOWN U.S.A. 
ae . INCOME $6,974 $5,173 
1953 retail sales of $90,496,000 .. . an all RETAIL SALES $5,949 $3,618 


time high! 21% above the national average. FOOD $1,492 $860 
Family income of $6974 — $244 above the GEN. MDSE. $568 $403 
state — $801 above the nation — is positive sv amomptaamaa _ ae 
, nee * ee AUTOMOTIVE $1,050 $704 
assurance that your advertising dollars will DRUG $188 $102 
sell deeper and longer. 


Proof again that 
“YOU ALWAYS GET MORE IN MIDDLETOWN” 


This winning market can only be thoroughly sold through the Middletown Press. 
No combination of incoming non-local papers can come anywhere near equalling 
the coverage of The Press. That’s why Middletown is a 20-year winner. 


You Always Get MORE in MIDDLETOWN 
THE MIDDLETOWN PRESS 


Represented by The Julius Mathews Special Agency, Inc. 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


CONNECTICUT — (Continued) Sale 
— ‘| SALES AND 


POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMATES A 
1/1/54 BYP ESTIMATES—1953 LD estimares—t9s3 CONTROLS 


FIVE STORE GROUPS 
| Urban- } | | . (in thousands of dollars—add 000) 
Total | % Fami- | ized Y yy EOE _|} Buying 
(thou- of lies | Popu- | , ; of | Sales | | Power 
sands) | U.S.A. | (thou- | lation dd | U.S.A. | U.S.A.| Per | General | Furn.- | Auto- Index 
| sands) | ‘thou- | | Food | Mdse. | House- | motive 

} |eande) | ily | Radio 

Bristol. $.4| 0240) 11.3 ,798| .0316|2,026/6, 885 ,223| 0251] 4,18 2,262} 2,508] 9,338 0281 
East Hartford, 3} .0202} 8.9 0298/2, 267/8, 227 505} .0206| | 5,384 829) 530| 14,855 0251 
Manchester... 37.3] .0233) 11.1] 71, .0289) 1906/6, 405) t 0272 | 12,428] 3,505) 2,558] 8,449 .0273 
Litchfield 2). 31.8) 56.5 ’ .0736|1,737/5,691 Y 0780| 4,217, 38,273) 5,517, 5,161! 22,875) 4,060) .0732 


Torrington... . lj) 017 8.6) y 008,704,008 J -0283 | 13,883 3,262) 2,213 8,083) 1,020]  .0223 


Middlesex....... 5 ie 20.7) 36.6 ‘ -0498|1 ,699'5,916 lo oss 4,372, 24,304 5,930) 3,636; 14,848) 2,822)  .0497 
Middletown. 31. 0194 8.1 ,487| .0230\1,816/6,974 8,184} .0280) 12,089 4,601) 2,294 8,508) 1,527 -0238 


© SM, 1954 . Before using these figures, see explanation page 11. 


Matern. 
COUNTIES _ |politan 
CITIES Area 


EAST HARTFORD _ Provides more than 8200 families with an 


effective buying income per family of $8,229. 


What market offers more? Other media may cover East Hart- 
ford but none as economically as the most direct approach . . . 


or. 


Charles W. Donahue, Publisher EAST HARTFORD 


“ast Hartford Gazette East Hartford, Conn. 


Hometown Newspaper .at the Crossroads of New England ‘-~ 


296 SALES MANAGEMENT 


THE MORE ACTIVE THE MARKET— 
THE MORE SALES YOU MAKE 


The retail activity of Torrington reflects its county wide sales influence. 


Torrington—the only important sales center in Litchfield County—is the 
market center for 104,000 people. A 127-quality of market index shows 
Torrington is 27% above average as a sales market for you. You can 
sell more in Torrington. 


$180,983,000 income — $134,104,000 retail sales. 


Big-name manufacturers in many diversified industries guarantee year- 
round employment at top wages. 


Only the Register... largest paper in Northwest Connecticut . . . thor- 
oughly sells the market. You too will echo dealer and salesmen enthusi- 


asm for this newspaper when ‘you see its advertising impact register in 
your sales sheets. 


TORRINGTON REGISTER . . . . . . TURRINGTON, CONN. 


Represented by the Julius Mathews Special Agency, Inc. 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as 
IBM listings of data in the “Survey of Buying Power”, regrouped according to your sales 


territories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, 
N.Y., Phone MUrray Hill 4-3559. 


w= ONCENTRATION/ 


In Central Connecticut... 


Only The Bristol Press 


COVERS BRISTOL 


THE PRESS REACHES BETTER THAN 94% OF 

ALL THE HOMES IN THE BRISTOL CITY ZONE 
~_ Diversified Industry . . . Better Than Average Income 
°” WOLCOTT \ EXTRA BUYING POWER in the Bristol Market! 


Total Retail Sales Over 


4 CORPO Food Sales in 1953. see 14,156,000 
| city om BRISTOL Sales Management Survey 


Reach This Important Market With Our 12,027 A.B.C. 


' = 
ue Bowe OUTSIDE c CORPOR: Circulation — with Bristol’s own Home-town newspaper 


ERRYVILLE 


unm | Che Bristol Press 


National Representative BRISTOL — CONNECTICUT 
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WATERBURY 


Connecticut’s Ath Market 
Population 131,707* 


RETAIL TRADING AREA—OVER 250,000 


* 1950 U. S. Census City Zone 


Put your advertising campaign on a sure footing in the Waterbury Market, the 4th BIG Market in Connecticut. 
Industrial prominence, increasing business activity and stable income provide $204,309,000 in buying power 
insuring the unfailing success of advertising campaigns in the “Brass Center of the World.” 


HERE ARE THE FACTS! 


e Employment 69,920 e Food Sales $40,705,000 « Retail Sales $159,117,000 
e Bank Savings $139,372,199 e Drug Sales 4,953,000 e Per family Income 6,507 


The Waterbury Republican-American offers you 6 vital market services: 


1. Annual Surveys 2. Personal Retail Contacts 3. Mailings to Trade 4. Route Lists 5. Distribution Checks 6. Assistance at Sales Meetings 


The Waterbury Republican-American 


CIRCULATION: 60,038 M&E 82,231 S&E, ABC 9/30/53 


Represented by Gilman, Nicoll & Ruthman 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMATES JM INCOME ING 
= 1/1/54 ESTIMATES—1953 ESTIMATES—-1953 CONTROLS 
COUNTIES : [> ie See ee? erie, 
CITIES 


FIVE STORE GROUPS 


CONNECTICUT— (Continued) _ 


ty | 


(thou- | of Dollars of |Cap-|Fam-| (add | Sales | sj 
er 


of 
sands) | U.S.A. | (thou- (add lus. | ita | ily 000) U.S.A. 
| sands) |(thou-} 000) 
) 


| T 
Urban- | | | Coun- | (in thousands of dollars—add 000) 
Total | % Net | % | Per| Per} Dollars | 9 | : 


General | Furn.- Auto- 
| | | Fam-| Food Mdse. | House- | motive 
| | | ily Radio 

4 wae. — 

New Haven 574.8) . 171.61515.0 1,083,416 4444 | 1,902 6,372] 741,510) .4310 4,321) 197,094; 44,744 
ANew Haven. 164.0). 48.8 296,184] .1204/1,806/6,069] 293,576} .1706 
AWaterbury. 106.3). | 31.4 204,309) .0830/1,922/6,507 159,117) .0025) 
Meriden- 

Wallingford 62.0 

_ Meriden... _ | 45.9) .0287| 14.5 90,010} .0366|1,961/6,208] 63,361) .0368) 

A and A See end of state for SM Metropolitan County Areas. © SM, 1954. 


45,475; 124,460) 22,248 
| 66,015) 23,193) 19,610) 49,465) 8,51 
| 40,705; 11,030) 10,554) 30,184) 4,593 


19.7| 123,434 .0508|1,991\6,266] 84,901 po | 


28,468} 5,358} 4,977| 16,808} 1,998] .0477| 128 
17,344, 4,709, 3,973} 12,679} 1,601] .0351| 122 


Before using these figures, see explanation page 11. 


CONCENTRATED COVERAGE in TWO RICH 
INDUSTRIAL COMMUNITIES 


MERIDEN—WALLINGFORD, CONNECTICUT 


The RECORD - JOURNAL Are the ONLY Newspapers 


to Cover This Trading Area 
Better than 95% of the 24,000 circulation (ABC) is home Meriden-Wallingford’s diversified industries keep employment 
delivered within a six mile radius of the plant. This concen- = ~ : Pere 
trated coverage of the rich trading area of 19,700 families of ©" 9" Ve keel. State Labor ——— Saneee peor 
62,000 persons, is your assurance of complete readership of these twin-cities to have the highest-work-week and pay- 
your sales message. ONLY with the Record-Journal can you 


; ; - : oad i year- 9 ADVERTISE wh 
cover this market. The infiltration of out-of-town papers is load in the state. (year-end 1953) ADVE sa sed bo 
less than 500 copies daily. 


are reasonably sure of a fair return. 


REPRESENTED BY GILMAN, NICOLL & RUTHMAN 


SALES MANAGEMENT 


Che Fige™ Day One Medium Predominates 


NEW LONDON In Connecticut's Fifth Market” 
CONNECTICUT 


Gilman, Nicoll THE NEW LONDON DAY 


& Ruthman Separated by at least 45 miles from all The Day for current information. It’s a 
larger cities, 93% of the 61,547 population one-paper, $68,000,000 retail market of active 
National of New London’s city zone depend upon _ stores and stable employment. 


Representatives 


23,153 Circulation Within 20 Miles at 12¢ a Line 


(* Media Records 12 Connecticut Market Study) 


“SM” symbols mark original, excl- 


si estimates by SALES MANAGEMENT. “f be on Ba: 0 N NE = Tl . U ¥ _ (Continued) 


POPULATION EFFECTIVE BUYING RETAIL SALES 


ESTIMATES INCOME 
JM CLD Estimates- 1953 ESTIMATES—1953 


counties [pe Bae fat ES TH el le ee 490 FIVE STORE GROUPS 
CITIES |Urban-! (in thousands of dollars—add 000) 
Total % Fami- | ized rs 


(thou- | of ies | Popu- 
sands) | U.S.A. i 


West Haven. . 33.2) . g 58, . 0277/2, 056|7,340} 26,184 
Ansonia. pon 1,768'5,935] 25,022 
Wallingford... .0136 2,076 6,428 21,540 
Naugatuck. . .0155 2,076 6,701 20,051) 
.0079|1,825/6, 240 18,863 | 
-1055|1,674/5,652} 186, 408) 
.0208)1,731|5,823 68, 619| .0399 
.0256/1,674/5,245} 60, 161] .0350| 


ANew Londen. 
ANorwich..... 


13.3) 12.7 .0334)1, 680/6, 188 40,048 | 0233 3,011 
19.9) 31.3 . 0422/1 ,593/5, 212] ~=100, 863) 0585 5,058) 


Willimantic... . ek 4.4] ors, 853/5,938] 39,830] .0231 820), 3| | 728 
Putnam City. .2) .0051 2.4) .398} 0046 1,390 4,749 19,426! .0113) 75| y ‘ 404 
s xs Pivnae momen aise | Rex SM 


| | } 
2,883,555) 1.1719 2,091/7,030} 2,219,595 1. 3001}. os 552,758 198,426) 133,599) ’ ee 1.1454) 133 


—2" aN i | 


Total Above Cities 1,378.8] .8616| 410.2! 
| 


State Total 2,146.3) 1. 3413) 636.1 1692.4} 4,281, 094! 1.7402'1 ,995 6,730] 2,865,751) 1.6657) 4,505' 765,595 214,703) 157,402 512,606) 84,033] 1.6380) W220 
A and A See end of state for SM Metropolitan County Areas. © SM, 1954. 


Before using these figures, see explanation page 11. 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as IBM 
listings of data in the “Survey of Buying Power”, regrouped according to your sales territories, may 


be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, N.Y., Phone MUrray 
Hill 4-3559. 


You Never will SELL Eastern Connecticut —Until— 
you BUY The Norwich Bulletin Market 


“ Weta au) se The Norwich market is a growing market. Savings Bank 
Bulletin Circulation is better than deposits Jan. 1, 1954 were 50% more thai any. other 
city in this county. No government figures show the real 
area of Norwich having a population Norwich market, (1948 figures were for old city of 

. 23,000 population) which includes the present city of 
of over GOR00 peuple: y 37,633, consolidated in 1951. 


90% in the towns throughout the trace 


January 1, 1954 Eastern Connecticut Business Review Available On Request. 


MAY 10, 1954 


| 


@ FIRST in CIRCULATION in CONNECTICUT! 


The Sunday Hartford Courant gives you MORE than any other Connecticut 
paper, morning, evening or Sunday! Net Paid February, 1954 


OVER 132,000 


@ FIRST in ADVERTISING in CONNECTICUT! 
The Sunday Hartford Courant carries MORE ad- 


vertising than any single issue of any other Con- 


i 


| 


necticut paper, morning, evening or Sunday! 


The Sunday Hartford Courant travels to every part 
of the Hartford trading area, an area equal in size 


to half the state of Connecticut. 


You Can't Cover Connecticut — WITHOUT THE COURANT! 


——— Represented Nationally by Gilman, Nicoll & Ruthman 


CONNECTICUT— Metropolitan County Areas Wee catimatin Ue SALES MARAGEMENT. 


sive estimates by SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
JM Bit BYP ESTIMATES—1953 BY ESTIMATES—1953 


FIVE STORE GROUPS 
thousands of dollars—add 000) 


Coun- (in 
ty 
Sales 

Per General ; Auto- 
Fam- Mase. motive 
i Radio 


ly 
472.5] 1,201,611) . , 784,836) . 4,854) 221,445 ® 146,125 


478.7) 1,237,176) . ° 787,686) . 4,601; 195,082 A ° 148,474 


515.0] 1,083,416) . ’ ’ 741,510) . 4,321} 197,094 ’ ’ 124,460 ae 


-0968 -9| 89.1) 258,423) . 1, ° ° . 1,061; 53,235 ’ ’ 31,750) 4,961 


1,855.9, 1.1599] 550.4|1555.3] 3,791,626| 1.5412|2,043/6,889] 2,500.440| 1.4533| 4,543, 666,856, 196,475) 450,809, 74,649] 1.4385 


CONNECTICUT— Income Breakdown of Consumer Spending Units 


NET—INCOME GROUPS, 1953 


| NET—INCOME GROUPS, 1953 
Total =e P 
Con- | 


COUNTY sumer | $7,000 & Over COUNTY $0-2,499 $7,000 & Over 
Units oq % 0 KA . 4 

(000) | ¢ % %  Dol- % - - 

| Units lars Units lars Units lars 

35.6 29.3 | 20.4 53.5 hers .9 | 37.1 12.0 .4| 12.2 33.8 
38.5 33.3 | 18.7 48.9 ee 9 | 25.9 7.6 .0| 11.2 33.6 

35.0 34.8/| 14.7 41.4 —— ss 
35.3 35.7 | 14.6 40.7 ee ‘ 6 | 21.2 5.1 | 25.2 9 | i3. .7| 17.0 46.3 

37.7 36.6 | 15.8 42.5 - — ee 
34.0 38.9/10.7 32.8 || USA |55,059.3 | 30.3 9.1 | 26.0 19.2/| 30.7 38.4| 13.0 36.3 

Aand A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


The Metropolitan Area Section, Pages 184-237 


SALES MANAGEMENT 


2? 


? 


50,000 wats ? 


% 


Station power by itself is only part of 
the story, and the fact that WTIC is 
the most powerful station in Southern 

"New England would not interest an 
advertiser were it not for the confidence 
and loyalty of our listeners. Over the 
years, WTIC’s policy of careful screening 
of advertisers, high standards of 
entertainment and public service has 
made our programs unexcelled 


backgrounds for messages that sell, 


FOR YOUR SELLING... 


use WTIC 


DOMINATES THE PROSPEROUS 
SOUTHERN NEW ENGLAND MARKET 
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WDEL-TV 


Wilmington, Delaware sells the market 
with the highest per capita income in 
the 48 states 


Delaware, with the highest per capita income in CHANNEL 
the 48 United States, is the focal point of the : 
WDEL-TV market, which reaches out to include 
parts of Pennsylvania, New Jersey and Maryland. 
Of its *$1,849,780,000 total net effective buying in- 
come, the market spends $1,148,923,000 in retail sales: 
$275,240,000 for food 
225,860,000 automotive 
76,742,000 for general merchandise 
65,161,000 for furniture - household - radio 
30,979,000 for drugs 
Recognized as a leading salesman, WDEL-TV can 
sell profitably and economically for you. 
Buy WDEL.TV. or atten, 


Steinman Station 


Represented by 


Sh a bs M E E K E R New York Chicago Los Angeles San Francisco 


*all figures: SM May 10, 1954 “Survey of Buying Power” 


° ene (Other South Atilanti tes: Distri ia, 4 i 
DELAWARE —Counties and Cities heytal Guth Godin Gate Glen Veale eve 


Pop. Pop. 
Delaware state map—page 306) {jn NUMBER OF OUTLETS in NuMBER OF OUTLETS 


Th 
i 

City County thous.)} F | GM | FHR) A | D | City County thous.)} F |GM|FHR/| A D 
| 


| 


Wilmington......New Castle 110.5] 617 37; 115 48 63 


Dover...........K seessenseees 7.3] 32) 7} 13) 15) 7 
es 


Milford ‘a a ae 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
SM ESTIMATES SM INCOME ” ING 
1/1/84 ESTIMATES—1953 ESTIMATES—1953 CONTROLS 
FIVE STORE GROUPS 
thousands of dollars—add 000) 


COUNTIES 


CITIES (in 


Urban- 
My Laid ized Per Dollars | % 
lies | Popu- of | Cap- (add of 
lation 


(thou- ' . 000) | U.S.A. General - | Auto- 
sands) = | Fa Food Mase. motive | Drug 


12.9] 9. : / 64,313). 9,885) 2,395 15,804] 1,290} 
2.6) 7 .0037}1, 20,943) . 3,239 1,364 ” 8,267 689| 


68.8 1732/1, 790/6,195] 323,135 69,237; 38,437) 22,338) 60,258) 7,612 
32.7 181,110) .0736/1,639/5,539] 251,832) . 51,569; 27,182) 21,482) 46,991) 6,173 
20.6) 12. 72,185; .0294/1,087'3,504) 131,139) . ’ 17,146 2,250 6,187, 22,730) 1,792) 
1.7 6,737} .0027 1, 203/3,963 18,296) . 3.05 618 804) 6,598 239 


37.0} 196,921 08001, 596|5, 322 291,071) . 57,658, 29,164 23,356| 61,856) 7,101 


| | 


| 
102.3|220.3 549,890| .2235|1,584|5,375| 518,587) . 5,069, 96,268 43,082 30,532} 98,792) 10,694 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 
1 Milford is in Kent and Sussex Counties. 


For setting quotas on a territorial basis, see cross index to states in the same geographical 


areas, at the beginning of each state table alongside the state name. 
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WILMINGTON SUNDAY STAR 


*‘Delaware’s Only Sunday Newspaper’’ 


Advertising Up VIIA 14O Lice 


Dramatic Evidence Of The 
Circulation Growing Importance Of The Star 
(Feb. 1954 Average) In The Rich Delaware Market 


On March 1, 1953, the 73-year-old Star moved into a new, modern 


plant. Since that time, its growth has been spectacular, with circulation 
ye jumping 34% in one year and advertising linage showing an increase of 
* 1,114,140 lines during the same twelve months . . . an increase of 78%! 


With the Delaware average yearly family retail sales tops in nation at 


$5,069 (Survey of Buying Power), these factors point dramatically to the 
Up 34.% importance of including The Star on every national newspaper list. Wire 
or phone for more details. 


WILMINGTON SUNDAY STAR 


Wilmington 99, Delaware Phone Wilmington 6-5421 
Alexis 1. du Pont Bayard, Pres. E. M. Budner, Exec. Vic-Pres. Harry E. Deppert, Gen’! Mgr. Harold M. Canning, Adv. Dir. 


In One Year 


Representatives: Ralph R. Mulligan Associates, New York—Chicago—Detroit. 


Careful reading of the explanatory introduction, starting on page 11, will help you make 


the best possible use of the data and features in this Survey. 


The RICHEST SECTION OF DELAWARE 


is “B-C”... Below the Canal! 


Booming in the “B-C” section are Kent and Sussex Counties . . . rich 
Delaware areas where 25% of the population ring up 38% of the entire 
state’s sales . . . right where the DELAWARE STATE NEWS is the “home 
town paper” for two-thirds of Delaware! 


Buying Income: $200,000,000 + Retail Sales: $197,000,000 


a Reath this Quality Market via. }, 


The DELAWARE STATE. NEWS 


Published Daily in DOVER, SELAWARE-the State Copital 


*BONUS: Coverage of adjoining portions of three rich Maryland Eastern Shore counties. 
Represented Nationally by THE JULIUS MATHEWS SPECIAL AGENCY 


MAY 10, 1954 


DAILY COVERAGE OF THE HOMES 
IN THE DELAWARE STATE MARKET 


- . - The Richest Area Per Family in the 
Fabulous Delaware Valley 


Jo 


Compare This Family 
Coverage By Daily News- 
papers In The Entire State 
Of Delaware— 


News-Journal Papers .. 82% 
First Out-of-State Daily 14% 
Second Out-of-State Daily 6% 


THE NEWS-JOU RN: AL 


WILMINGTON @ 


Par a EVENING a 


kd 
rn rh tae oer 


PAPERS 


DELAWARE 


National Representatives—STORY, BROOKS & FINLEY, INC. 
New York @ Chicago @ Phila. @ Cleveland @ Boston @ Atlanta @ San Francisco @ Los Angeles 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


DE L AW A RE pase @ Metropolitan County Areas il 


POPULATION 
@ ESTIMATES 
1/1/54 


sre | ppene 


@D ts: ESTIMATES —1953 


RETAIL SALES 
ESTIMATES—1953 
FIVE STORE GROUPS 
(in thousands of doilars—add 000) 


} |Urban-| 
Fami- | ized 

lies | Popu- 

(thou- | lation 

sands) | (thou- 

| sands) 


pd i % 
irae) | ua 


} 


Auto- | 
motive | 


| General ol Furn.- | 
Mdse. | House- 
Radio | 


of | Cap- 
U.S.A. | ita 
| | 
} 


Drug 


510, 245 


- 2074 1 ,749\5, 996 


69,372) 8,626 


| 


25,456 


85.1) 224.5 -2163| 4,374, 82,905 39,750 


Wilmington . 1824 


‘372, 250) 


Total of foie P 


COUNTY 


Kent.... 


New Castle... 


_- 1824 


510,245) .2074|1,749|5, 996| 


85.1) 204.5] 


372,250 


2163) 4,374) 


82,905) 39, 750) 25, 456 | _69,372) 8,626} -—,2081| 112 


NET—INCOME GROUPS, 1953 


anes "| $2,500-3,900 | 


% 
Units lars 


$4,000-6, 999 ‘$7,000 & Over 
? % 


Dol- | % Da-| % Dak 
Units _ lars — _lae 


Unite euhdl 


14.8 | | 42.0 16.2 | 27.7 7.7 


23.7 


COUNTY 


5 
Z 


NET—INCOME GROUPS, 1953 


| 82, 500-3, 999 $4,000-6,999 


% 6. 
“Units lars 


$0-2, 499 |$7,000 & Over 
Ie % 4 


% 


%_  Dol- Dol- % 
Units lars | | unite lars Units lars 


G3 


m2 | @.3 16.8 | 31.4 set 30.7| 6.5 21.3] 


| 
118.2 | 29.6 0.5 | 26.0 


18.5 | 29.7 32.8 


81.8 | 24.0 6.1 24.2 15.4 | 33.6 33.1 | 18.2 45.4 


155, 


9.1 | 26.0 a Pe 35.4 


00.3 | 30.3 


DISTRICT OF COLUMBIA— 


oon South Atlantic States: Delaware, Florida, Georgia, Mary- 
South Carolina, 


Virginia, W. Virginia.) 


D.C. map—page 306 


City 


North Carolina, 
! Pop. j " 
(in NuMRER OF OUTLETS 
| GM | FHR}] A | D 


thous.)} F 
TERR EE a! 


County 


Washington, 
D.C...... 


oe Columbia. met 


—s a 
District of 
836 O}1 956 


| 
in| 346} 225) 327 


POPULATION 
ESTIMATES 
1/1/54 


EFFECTIVE BUYING 
SM INCOME 
ESTIMATES—1953 


COUNTIES 
CITIES 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES 
ESTIMATES—1953 


Per 
Fam-| 
ity 


% 
of 


Per 
Cap- 
U.S.A. | ita 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


_| Buying Qual- 
Power | ity 
Auto- index 


House- | motive | Drug 


Radio | 


6,544 
6,544 


1,388,592 
1,388, 592 


836.0 -6610 


1,945 


Total Above Cities 


| | 
836.0 -5225) 1,626, 179) -6610)1,045/6,544 1,388, 592) 


State Total...... 


-6610|1,945/6, 544 1,388, 592| 


836.0) .5225| 248.5,836.0 | 1,626,179) 


-8071) 


- 8071) 5.588) 


| 
69,712! 
60, 712) 


221,490| 59,377 
221,400) 59,37 


189,717/ 
189,717 


273,377 
273,377 


| | 
273,377; 189,717) 69,712) 221,490) 59,377 
j | 


273,377| 189,717 717| 


69,712! 221,490; 59,377, 


A and A See end of state for SM Metropolitan County Areas. 
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SALES MANAGEMENT 


4 


| < 
* CBS Radio Spot Sale's 


\ 


aod eal 


.\ \ 


WTOP Radio 


Represented by 


| 
WTOP-TV 


Represented by 
CBS 


Television Spot Sales 


Washington, D.C. — 
where money is made! 


Inside the Bureau of Engraving and 
outside ...everywhere you look they're 
making money in Washington We've 
got the highest major-market family 
income in the nation here—a lovely 
green $7,259 per family! That's 40% 
higher than. the national average and - 
considerably higher even than our own 


record high of last year. 


What's inside Treasury you can't take 
with you... but ydur share of the 
treasure outside is here for the asking— 
if you ask for it over WTOP RADIO 
(Washington's most listened-to radio 
station) and wtop-Tv (Washington's 
most watched television station). For 
these Washington Post-CBS stations 
deliver more potential customers each 
week for your sales messages than any 
other radio and/or television stations 


in the Washington metropolitan area- 


———- 
Gaatert 


MARYLAND - DELAWARE 
and District of Columbia 


1950 Net Effective Buying Income 


ce In excess of $150 Million 


$75 Million to $149.9 Million 


[=] $40 million to $74.9 Million 
$15 Million to $39.9 Million 


Cities shown are those having net 


Effective Buying Income of $15 million 
and over 


One inch Equols Approsimotely 30 Miles 


| D | 


DISTRICT OF COLUMBIA— @ Metropolitan County Areas" 


panece tance 


Total al of Are Areas 


W 


arene ae 


RETAIL SALES 


PULATION 
ESTIMATES 
1/1/%4 


SUD estimares—19s3 


JM 


~~ FIVE STORE GROUPS 
in thousands of dollars—add 000) 


ESTIMATES—1953 


General 
Mdse. 


Furn.- 
House- 


1,655.6 1,0347 -476.7\1454.8 


1,655.6, 1.0347) 476.7\1454.8 


3,460,127 1.4065 2, 090 7, 259 


3,460,127) 1.4065 2,090'7,259 


| Radio 


Auto- 
motive 


Drug 


2,027,037, 1.1782 4,252 458,968 "252, 388) 93,392 


- oa 


84,243 


2,027,037| 1.1782' 4,252) 458,869 252,258 93,392, 385,760 


84,243 


DISTR J Cc id 2 FC ol LUMBIA— @© — Income Breakdown of Consumer Spending Units _ 


COUNTY 


NET INCOME GROUPS, 1953 


| $0-2,499 | $2,500-3,900 | $4,000-6,999 $7,000 & Over 
% 


% 


Dol- 


Do | - 
| Unit lars | uate lars | | units lars | vale lars 


Washington.... 


D2 


360.0 | 23.3 


2 19.9) 30.5 947 19.0 98.8 


| 
7 
27 


NET INCOME GROUPS, 1953 


COUNTY $0-2,499 


3 
2 | Unit 
360. 0 | 23.3 


55,059.3 | 30.3 


F FLORIDA— Counties and Cities 


City 


County 


__Numnen oF — 


GM | FHR| 


Bradenton... ... 


Clearwater 


Coral Gables... . 
Daytona Beach. 


Fort Myers 
Fort Pierce 


.Manatee. 


Pinellas 


.Dade... 
. Volusia. ... 


Volusia. . . . 
Lee. 


. St. Lucie. 


62 
28 
122 
34 
58 


nue = 


48 


> & hm hw 


$2,500-3,999 


0° 
tare Units 


6. 9 7.2 
1 PAE heen geNES 


9.1 | 26.0 


0 


Dol- 
lars 


19.9 | 30.5 34.7 


19.2 | 30.7 


35.4 


19.0 38.5 


——— 


13.0 36.3, 


"(ther Sout’ Attantic States: 
_Mary'a and. Ld h_ Carol'na, 


Delaware, District of Columbia, Georgia, 


South Carolina, 


Virginia, 


Ww. Virginia. ) 


County 


Pop. 
(in 
\thous. ) 


NuMBER OF OUTLETS 


Gainesville 
Hollywood.... 
Jacksonville . 
Key West 

Lake City. 

Lake Worth.... 


Columbia..... .. 
Palm Beach 


| 3 
| 


| 28 
a 
| 218 

31 


15 


Fort Lauderdale. . Broward 


102 


5 
9 
4 
2 
4 
0 
6 


Lakeland Mice ct 


° 


F |GM |FHR| A A|D 


~ 29 
10 
97 
5| 
15) 
5 
37 


' 


9 
6 
134 
2 
7 
7 


20 


Aand A See end of state for SM Metropolitan County Areas. 
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SALES MANAGEMENT 


THIS is what Washington, D.C. 


has the 


you call Second Highest 


per family income 


BUYING in 


The United States 


PR () \ \ ) ( R —SALES MANAGEMENT 


Today, as yesterday, 
Washington’s Great 
Home Newspaper is 

the strongest selling 
you ca II medium in and around 
The Nation’s Capital 


SELLING Re 
evening 
POWER newspaper 


to shop the ads 


THIS is what 


The Washington Star 


EVENING AND SUNDAY WASHINGTON, D.C. 


Represented nationally by: O’Nara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; Chicago — Detroit — Los Angeles — San Francisco 


Special Florida representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida 
MAY 10, 1954 


FORT LAUDERDALE "amis" 


FIRST S\qido 


FIRST IN PERCENTAGE OF INCREASE IN POPULATION AND 


RETAIL SALES OF FLORIDA METROPOLITAN 
COUNTY AREAS. 


: Se Soe ‘ RETAIL SALES 
POPULATION Sse BER in the RICH Browsrd 
INCREASE POPULATION RETAIL County Metropolitan 


INCREASE INCREASE Area established a new 
COUNTY CITY 1950-1958 1948-1953 record . . . 


BROWARD COUNTY % Change = ce A 2 $15,488,000 increase 
U.S. Census, 1950 83,933 BROWARD FORT LAUDERDALE 41.4 62.3 over 1952. 


1953. 118,700 o 
Dade Miami 31.8 51.5 f in PROSPEROUS Fort 


PLUS 41.4% . q Lauderdale in 1953 — 
’ x 
z Duval Jacksonville 15.2 43.0 rm = 


1952. 
FORT LAUDERALE Hillsborough Tampa 15.6 46.8 Rp ee 
U. S. Census 1950 36,328 Pinellas St. Petersburg 27.0 54.4 % ket, the newspaper 
1953 52,800 = which reaches the great- 
Orange Orlando 24.4 50.7 2 est number of people, 
PLUS 45.3% 


which offers the most 

effective coverage is the 

FORT LAUDERDALE 
DAILY NEWS 


Above Figures From Sales Management, 1953 and 1954 Survey of Buying Power 


FORT LAUDERDALE DAILY and SUNDAY NEWS 


FORT LAUDERDALE, FLORIDA 


Represented Nationally by Burke, Kuipers & Mahoney, Inc. 


’ The “SM” symbols mark original, exclu- 
—_ — (Continued) Ba sive estimates by SALES MANAGEMENT. 


SALES AND 

POPULATION reese f fires RETAIL SALES ADVERTIS- 
ESTIMATES @D is: @ ING 

1/1/54 ESTIMATES —1963 M ESTIMATES—1953 CONTROLS 


COUNTIES | | FIVE STORE GROUPS 
CITIES } Urban-| ae (in thousands of dollars—add 000) 
Total | % | Fami- | ized : | Per | Per | Dollars % | 

thou- | of lies | Popu- |Cap-|Fam-| (add of | Sales | Pp 
sands) | U.S.A. | (thou- | lation — | U.S.A.) ita ily 000) U.S.A. 


‘er | Gen some | Furn.- Auto- 
| Fam- Food Mdse. | House- | motive 
| ily | | Radio 


| 
| 
| 


ached id 


Alachua. ....... “ed ° ° 916) 029211, Lows bi 412) 61, 186) 0356 | 3,754) ,681) 3,023 2,860 15,361 
Gainesville. . -5| = .0178) 6) 34,542) .0140\1, 21214. 545) 49,249| .0286 | | 2,434 2,733 13,349 
Baker.. 5} 0041) 1. : .0017| 644|2,988 3.551| -0021| 2,536) 36 101| 1,397 
J A . . ‘ -0298/1 ,225)4, 520) 51,517) .0299) 3,180) y 4,136 2,873 8,778 
BiPanama City 33.3). 9. 5,455) .0185/1,365/4, 785 44,380| .0258) , 669 ,680| 2,552 8,379 
Bradford. ..... . A 3) 3. 656 -0039) 737|2,926 8,670 pa 2,627) 570 2,431 
Brevard. ... . A ° . -0124)1,172 3,558 . | -0136) 2,716 1,260 3,782 
Broward........ ad ° . .0732)1 ,516|4, 837) , 366) —_ nox ’ . 27,614 
1A Fort ne | 
Lauderdale K .0272 75,297] .0306|1,727|5, 088 ,532) 0555 : : 7,357, 24,004 
Hollywood. . 7.9} .0112 . ,862| .0130|1,780|5,139] 33,342} .0194| | , 2,375 
1 Independent estimates of Fort Lauderdale population received too late for evalua- © SM, 1954. Before using these figures, see explanation page 11. 
tion and use place current population as of February, 1954 at 52,800. A and A See end of state for SM Metropolitan County Areas. 


308 SALES MANAGEMENT 


Florida’s amazing population growth, fastest in the nation 
over a 20 year period, is paralleled by a robust growth in 
industry and commerce and steadily expanding opportunities 
for many types of new industrial and commercial enterprise. 


Florida has gained more than 63% in population since 1940; 
total individual incomes and bank resources have expanded 
nearly four times during that period. In the past 13 years 
electric power production has increased 462% and generating 
capacity 296%. In the last 3 years 125 large new industrial 
plants have been established in Florida and 75 major 
expansions launched. Manufacturing employment has 
increased one-third and manufacturing payrolls grew from 
$236,320,000 to $334,000,000 (estimated) for 1953. 


from Population 


to Power...... ..Hovidla hos what you need! 


In nearly every statistical category Florida's far-greater-than- 
U.S. average growth tells the story of a new and sturdy 
economy based on industry and commerce as well as 
agriculture and tourism. 


Florida’s tax climate is especially attractive to new industry. 
Florida has no state income tax, no state ad valorem tax, no 
inheritance tax and no general obligation state indebtedness. 


To all businessmen and industrialists interested in growth and 
expansion and delightful living and working conditions, Florida 
extends an invitation to investigate the opportunities that 
await you here. 


For factual information write: State of Florida, Industrial 
Development Division, 3307A Caldwell Building, 
Tallahassee, Florida. 


regional meetings for Florida. Exceptional 
facilities for any type of meeting. Get double 
value ... successful meetings in delightful sur- 


Plan sales conventions, sales conference and 


roundings plus colorful recreational activities. 


you'll always 
do better in 


MAY 10, 1954 


FLORIDA 


orwore 


Cle orw: 
St. Petersburg 


1950 Net Effective Buying Income 


ee In excess of $150 Million 

{| $75 Million to $149.9 Million 
a | $40 Million to $74.9 Million 
ESS $15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 


ond over 


Scole of Miles 
25 so” 75 Copyright by 
i n . 


= 


One inch Equals Approxmotely 75 Miles 


Pay Dirt for National 


Advertisers on Florida's 
Famed Gold Coast! 


The Lake Worth Leader has a reputation for genuine cooperation in behalf of 
advertised products with the flourishing retailers of the city—37 Food, 18 
Furniture-Household-Radio, 8 General Merchandise, 5 Automotive, 7 Drug 


This is a market where distribution © Industry includes American Chlor- 
is secured in leading stores—by our ophyl Company—leading producer in 
staff working with your men—your South. Also furniture, building ma- 
jobbers — for the success of your terials. 

sales /advertising. @ Every 1953 index—all classifica- 
@ New Goss unit tubular color press tions—substantially over last year. 
provides finest color advertising (See Palm Beach County.) 


Lake Worth belongs on your Florida Jist—oa market challenge to 
aggressive advertisers. 


THE LAKE WORTH LEADER 
William S. Waddell, Publisher 


SALES MANAGEMENT 


PALM BEACH POST-TIMES 
JACKSONVILLE JOURNAL 
PENSACOLA NEWS-JOURNAL 
PANAMA CITY NEWS-HERALD 
OCALA STAR-BANNER 
DELAND SUN-NEWS 
MELBOURNE TIMES 
LEESBURG COMMERCIAL 


. and for | 1 Florida 


reas oa an FLO 


RADIO STATIONS . 
Serving 28 Florida 


WCOA. PENSACOLA; WDLP. PANAMA CITY: 
Markets 


WIHP. WJHP-TV. JACKSONVILLE; WTMC. OCALA 
¢ Largest Circulation of 


Any Florida Publication 


JOHN H. PERRY Newspapers and Radio Stations 


DETROIT, ATLANTA, PHILADELPHIA, 


REPRESENTATIVES, JOHN H. PERRY ASSOCIATES: NEW YORK, CHICAGO, 
SAN FRANCISCO, LOS ANGELES 


MAY 10, 1954 311 


In Miami... 


9 of the TOP 10 Evening shows are on WGBS 
12 of the TOP 10 Daytime shows are on WGBS* 
The average quarter-hour on WGBS 
TOPS its closest competitor by 60% 


AVERAGE QUARTER- | QUARTER-HOUR | QUARTER-HOUR 
HOUR RATINGS 3.0 RATINGS OR LESS | 7.0 RATINGS OR BETTER 


WGBS 7.0 2 36 
Station A 4.4 4 7 


Station B Al 17 7 0 


* 3 WGBS shows tied for tenth place. ALL FIGURES BASED ON JANUARY-FEBRUARY, 1954, PULSE OF MIAM! 
6:00 A.M. to Midnight, Monday through Friday 


‘a. WGBS CBS in Miami 50,000 watts, Day—10,000 Night 


FL FL ° R I Di A- _ - (Continued) i The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


Pop. 
Florida state map—page 310 pve NuMBER OF OUTLETS NuMBER uF OUTLETS 


City County ‘thous.)| F |GM|FHR| A County thous. a A | D 


Miami. . Dade 654 270| 234 incy..........Gadsden....... 
Miami Beach....Dade......... 53 54, 20 } Seminole... ... 
Ocala Marion.... , t 16 19 ae 
a ae 2 72 55 St. Augustine... .St. Johns 
Putnam ake 8} 13 St. Petersburg. ... Pinellas. .. 
..Palm Beach... ..| 13 — tae A ee 
16) 21 Hillsborough... . .| 
30} 32 West Palm Beach. Palm Beach... . 
13 16 Winter Haven... Polk... 


17| 
62| 
22) 
105) 
54 
21 


SALES AND 
ADVERTIS- 


ue wnrnew— 
oe FF ONMAANN 
pw PON UND 


EFFECTIVE BUYING RETAIL SALES 
wae INCOME 


ING 
ESTIMATES—1953 ESTIMATES—1953 CONTROLS 
COUNTIES  |politan| coe 


FIVE STORE GROUPS 
CITIES Ar cl (in thousands of dollars—add 000) 
| Pamnt- ized , Per | Per ty 


General Y Auto- 
Mdse. 


743 
262 
172 


557 
179 
1,235 


10, 433 1,112 


3 888 888 


90 3] . -6/623.6 | 1,191,757 


75,924) 
Before using these figures, see explanation page 11. 


© SM, 1954. 


For setting quotas on a territorial basis, see cross index to states in the same geographical 
areas, at the beginning of each state table alongside the state name. 
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Rei ///) 


yy Hg 


5) 


vest, TALLEST. 02 


oe 


POPULATION » 
Served 
1,055,700 


FAMILIES Served 
327,600 


Get the complete 
story from your 
Free and Peters 
colonel - or write 


TOTAL 3 ne TE 
Retail Sales Jeige aay << Staal $m 
$1,356,382,000 ie a & ~. TOTAL NET 
: “ . mem EFFECTIVE 


BUYING INCOME 
$1,749,287,000. 


Retail Sales 


by Class of Outlet 
FOOD $284,464,000. 
GEN. MERCH.” $105,796,000. 
FURN. RADIO $86,282,000. 
AUTOMOTIVE $248,935,000. 
DRUGS $57,871,000. 
OTHERS $573,034,000. 


Channel 4 


*Sales Management 1954 


MAY 10, 1954 


live 3 


NOTE: WIOD‘s 4-County 


Market includes 


!) 
IN 
cEIAnDIKF Ogi : 3 The “SM” mbols k iginal, exclu- 
F L 2) R | D A 7 (Co Ss ; bw sclienten Ye SALES MANAGEMENT. 


: ; SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES INCOME ING 
1/1/54 @7D ESTIMATES—1953 BYP ESTIMATES—1953 CONTROLS 
‘ ia he g FIVE STORE GROUPS =| “ei 
(In thousands of dollars—add 000) 


COUNTIES 
c S 


Buying 
Power 


| General | Furn.- Auto- Index 
Food Mdse. | House- | motive | Drug 
Radio 


(thou- | of | lies Dollars | of (add of es 
sands) | U.S.A. | (thou- | lation (add | U.S.A.) ita | ily 000) U.S.A.| Per | 
sands) 000) | } 


| Urban- | | 
% | Fami- Net % Dollars % 
oe Popu- 


| ily 

~— i = a pew ——— re 3 os is er AS we } } 

281.6, .1760 . 522,368} .2123/1,855'5,672| 584,653| .3398| 107,623} 65,892 44,091] 129,065) 26,411] .2433 
Miami Beach. . 53.4) .0334 4] 110,912) .0451|2,077|5,717] 152,380) .0886; 23,408) 6,036) 5,511] 6,684) 8,671}  .0558 
Coral Gables... 23.3) .0146) é 50,654) .0206/2,174'6,754 37,711} .0219) | 11,506 1,098 1,945 2,750) 2,536] .0198 

De Soto pe 10.2) .0064! 2.7) 5.3 9,177! .0038 900'3,399 7,693} .0045' 2,8491 2,404 245! 237| «1,477; += 341k = .0045 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


25 Years of Service 


With this issue the Survey of Buying Power is 25 years old, but frankly, we're not interested 


in birthday cakes and candles and silver trimmings. Instead, we're mighty proud of our rec- 
ord of service during those years. Mighty proud, too, of that quarter-century of priceless ex- 
perience . . . They were years of growth. Of testing, improving, foolproofing our techniques. 
Of increasing acceptance by companies, people and groups who depend on reliable population, 
income and sales data to get their campaigns and projects off the ground. Of steadily com- 


pounding prestige as the country’s No. 1 source of market data. 


SALES MANAGEMENT 


The Miami Story.... 


is a story of one of America’s fastest grow- 
ing, richest markets. Today, Miami ranks 


. in Drug sales 


. in Furniture - Household - 
Radio - TV sales 


. in Total Retail sales 
.. in Automotive sales 
. in Food sales 


. in General Merchandise sales 
Source: SALES MANAGEMENT 


The Impact of The News! 


Today, a population of 807,400 makes 
Miami’s Retail Trading Zone a rich, 
sales-productive market. 


” 90% ... Of The News’ daily circu- 

0 lation is concentrated among 

the able-to-buy, stable families living in 
Miami’‘s Retail Trading Zone. 


© 85% .. . Of The News’ Sunday cir- 
0 culation is concentrated in this 
same rich area. 


Source: ABC PUBLISHER’S STATEMENT 


A GOLDEN OPPORTUNITY 
to tell your Product Story 


MIAMI DAILY NEWS 


IN MIAMI, THE TREND IS TOWARD THE NEWS 


MAY 10, 1954 


Here’s why more and more 
Business and Industry are 
Joining the Modern Trend 
to JACKSONVILLE 


No other southern city gives such rapid access to the 
rich, growing Florida market and still provides fast 
service to other Southeastern States. 

Further, Jacksonville is keeping its industrial, 
transportation and commercial facilities abreast of 
ever-expanding demands. . . a 34-foot channel to the 
ocean, $35,000,000 electrical plant expansion, 
$55,000,000 expressway-bridge construction pro- 
gram, $15,000,000 school expansion project, four 
Class 1 railroads, 14 motor freight lines, four major 
airlines, 51 steamship lines, ample housing and labor, 
excellent recreational facilities and sunny year-round 
climate 


Write to James H. Coppedge, chairman of 
the Committee of One Hundred, for a mar- 
ket survey and analysis of the Jacksonville 
retail and wholesale market. 


RALEIGHO 
KNOXVILLE 
° 


Ocnancorte 
CHATTANOOGA 
FLORENCE 
COLUMBIA ° 
° 


SO. CAROLINA 


acer Se 
——— GEORGIA 
ALABAMA 


MONTGOMERY 
° 


macon? 


° 
TALLAMASSEE 


& 


The COMMITTEE of ONE HUNDRED 


of the Jacksonville Chamber of Commerce 


227 West Forsyth Street, Jacksonville 2, Florida 


When you're on a Florida va- 
cation, stop by and see us. 

We'll be happy to show you 
the recreational values that will 
be near your business place. 


NO. CAROLINA 
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INCOME 
ESTIMATES— 1953 


The “SM” symbols mark Original, exclu- 
_sive estimates by SALES MANAGEMENT. 


RETAIL SALES 


ESTIMATES— 1953 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


COUNTIES : 
CITIES 


Duval 69 
A: 


Dixie 


Urban- 

Total % Fami- | ized 
(thou- of lies | Popu- 
sands) | U.S.A. | (thou- | lation 
sands) | (thou- 

} sands) 


Net | % 

Dollars of 
(add =| U.S.A. 
000) | 


3.4, .0021 8 2,399 


350.1 


218.4 


-2188 


. 1365 


100.2/289.9 
64.0 


498 , 960 
308 599 


Jacksonville 


x 


| Cap-| 


ita 


- 2028/1 ,425)4 , 980 
. 1254/1 ,413}4,822 


FIVE STORE GROUPS 

Coun- 
Per 

Fam-| 

ily 000) S.A.) Pi General | Furn.- | 
Mdse. | House- 
Radio 


(in thousands of dollars—add 000) 


Buying [eee 
Power | ity 
Index | In- 

| dex 


2,367, .0014) 2,959 


| | stenenel 
| 

-2260| 3,882) 976, 41,055) 20,592 

- 2056 40,210! 20,276) 


136 


388,945 
353,755 


90,774| 14,280 
85,773| 13,406 


.0013| 62 


ol 7 


1517! 111 


A and A See end of state for SM Metropolitan County Areas. 


© SM, 1954. 


ABC 


Network 


316 


Before using these figures, see explanation page 11. 


5000 Watts 
600 KC 


“Florida’s Most POWERFUL Voice” 


National Representative: Venard Inc. Gulf Life Bidg., Jacksonville, Fla. For S.£., James S. Ayers, Atlanta. 
SALES MANAGEMENT 


More PLUSSES in the Billion-Dollar Market of 


a 


Jacksonville PLUS 


CIRCULATION 


Up, UP, UP go the sales potentials in the billion-plus 
market of Jacksonville PLUS. Sales Management's current 
Survey of Buying Power shows substantial increases ranging 
upward beyond 10 per cent-in most market indicator categories. 


The market of Jacksonville PLUS like the rest of surging 
Florida is reflecting the merchandise appetite of the growing 
population, including 1965 new residents every week. 
Buying power is higher, too. Florida’s disposable income 
gain during 1953 was the second highest in the nation. 


In this rich and growing market, the Florida Times-Union 
offers remarkable coverage . . . remarkable in its density ... 
remarkable in its quality ... remarkable in seliing-power. 


When you go after the market of Jacksonville PLUS 
Jacksonville was voted with the Florida Times-Union as your medium you get 
omens Ss seeks re 85% family Coverage of Duval County (Jacksonville), 


150,000 to 250,000 pop- above 50% in three counties, above 20% in 26 counties, 
ulation in Sales Manage- and above 10% in 37 Florida and three Georgia counties. 
ment’s evaluation of test 


markets by 131 experts. 


Aim for the Plusses in the Market 
of JACKSONVILLE PLUS 


he Hlorida Times-Union 


JACKSONVILLE, FLORIDA 
Represented Nationally by REYNOLDS FITZGERALD, Inc. 
Offices in: New York — Chicago — Syracuse — Detroit — Philadelphia — San Francisco — Seattle — Les Angeles — Atlanta 
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ONLY ONE DIRECTION IN PENSACOLA-THAT'S UP 


MOTOR ELECTRIC RETAIL 
VEHICLE METERS TELEPHONES SALES 


"17%. 20% 22% 11% 


1952 


1952 
1952 


, WATER 
BANK 
CLEARINGS METERS 


11% I 14% 


re) 
OVER 
1952 1952 


CIRCULATION UP 1] % OVER 
ADVERTISING LINEAGE UP 16% 1952 


PENSACOLA NEWS-JOURNAL 


F L oO R 1D A= —_ - (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


= SALES AND 
POPULATION EFFECTIVE § BUYING RETAIL SALES ADVERTIS- 


ESTIMATES ING 
1/1/54 Ds ESTIMATES—1953 aD ESTIMATES—1953 CONTROLS 


COUNTIES |p ~ FIVE STORE GROUPS 
CITIES |Urban- | | | (in thousands of dollars—add 000) 
Total | % | Fami- % | Per| Per / = _] Buying |Qual- 
thou- | of | Cap-| Fam- | | Power | ity 
sands) | U.S.A. | U.S.A.| ita | ily | Senerad | Furn.- | Auto- | Index 
| sande: ( 000 | 


House- | motive | Drug 


Escambia . } -1) 93. 851). ' -0672| 3,201) " 3,499 
A\Pensacola. 2.5| .0328] 8) 68,473| .0278|1,304/4,334 3 i 7 ’ 7, 2,833 
Flagler Vf ; ; .0013| 929|3,346 
| 
Franklin -1) .0038] . eo ,074| .0021) 832/2,985 
Gadsden 5) | 609\2, 
Quincey 812/2, 175) 
Gilchrist 


Glades 
Gulf 
Hamilton 


Hardee 
Hendry . 
Hernando. 


1,275/4,874 
967|3,561 


§ 888 888 888 | 


Highlands 
Hillsborough 
3aTampa 

Plant City 
Holmes 


1,127|3,772 


1, 25914, Z ; 17,324 
1,400'4,455] 271, : ‘ 36,670) 15,769 
1,307/3,959 9, 0 1,221 


580|2,441 ’ . 1,484 169) 
| 


_— = 
o> 
3 


Tae 


te 
z 


Indian River z 2) 6. 1,114)3,714 -0076| 3,100 860, d 
Jackson... . -0225) . 6.2 ° | 2,492 ° 693, -0131 
Jefferson... -4| .0065) 2.6) : : ; . -0031) 2,027, 1.8 | 256, 819] 134] —.0036 
A and £ S See end of sta‘e for SM Met opolitan County Areas. © SM, 1954. Befnre using these figures, see explanation page 11. 
As a na of special Census covering an increase in Tampa corporate area, official population of city, as of Jan. 1, 1954, is 216,781. 
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Normal high buying power supplemented 
St.Petersburg by tourist business on year ‘round basis. 


WFLA sells 2 TAMPA payin eed inuy an commer 


3 4 I - County Contains nearly 25% of State’s population, 


with new purchasing power from increased 
Trade Area  asricultural and industrial production. 


For broad coverage of Florida’s West Coast—for more results per radio 
dollar—buy WFLA where little spots do a big selling job all year ‘round. 


BIG 
FLORIDA 
MARKETS 


The Tampa Tribune Stations - AM and FM 


National Representative JOHN BLAIR & CO. + Southeastern Representative HARRY E. CUMMINGS, Jacksonville, Fla. 


sive estimates by SALES MANAGEMENT. | F L 1) R l D A “wane (Con 
Te Onl ? Mn, lie 2 aan ae ieee 3 7" SALES AND 

ag eres Sven RETAIL SALES es 

! 
be JSM 1/1/54 JM ESTIMATES— 1953 ESTIMATES—1953 CONTROLS 

COUNTIES l | 7 re. | FIVE STORE GROUPS 

CITIES | | U | | 

Total % | Fami- 

(thou- | ti 
sands) 


es 
| U.S.A. | (thou- U.S.A. ita | ily Furn.- 
| sands) | 000) =| | House- 
) } | Radio | 
Lafayette ° -0020) i 


® .0007) 612\2,799 .0011| 2, 51| 
Lake 4) 0259} 12.4) 16.7 194) .0184/1,092/3,645 | 1,772 
Lee... .6, .0179) 8.9) 16.4 | .0147|1,266/4, 068 ' .0190) 3, 1,680) 
Fort Myers 6.2} 0101] 5.2 .0090}1,366|4,256] 29,292] .0171) | 1,680) 


ait 


0117} 116 
} 
.0324) 84 
0255; 104 


| | 
Leon.. .5| .0384|  15.2| 39.4 021) .0313|1,252/5,067 
Tallahassee 39.4) 0246) 10.9) 59, -0242) 1, 509)5, 455) 
Levy. 
Liberty 


| 
2,912) 
; 2,320] 
-0033| 751\2,771 ,209| . 2,141 312) 


.0040} 60 
-0010| 672|2,353 j 0008) 1,524 os eee “0012! 55 
| 


32 & 


Madison 

Manatee 
Bradenton 4 ° 

Marion ~ ier 12.1) 13.1 
Ocala - oost} = 4.11 


| | j 
0032} 574)2,328 .0035| 1,773 439 0044) 51 
0181/1, 128|3, 548 ; 0224) 3,054 | 1,882} 7, 5 .0207| 83 
.0089|1,323/3,853] 27,387) .0159| : 3, 1,492) 0113} 109 
0167; 973/3,386 ,546| 0271) 3,847 | 2,274, 11, 0218) 83 


.0069/1,314/4,166] 37,223! 0216 69% 2,029} 2,196] 10,652] 1, 0116) 143 
© SM, 1954. 


Before using these figures, see explanation page 11. 
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manufacture are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 
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ow!... TY comes 70 CENTRAL FLORIDA! 


A GREAT SELLING POWER ADDS NEW FORCE 


FIRST IN CENTRAL FLORIDA 


Serving the “Sun Empire” with the best in Radio since 1924 


DEFINITE DOMINANT COVERAGE 


More families listen regularly [6 or 7 days or nights 
a week] to WDBO, than all three other Orlando 
stations combined. [S.A. & M.S., Inc.] 

WDBO - TV 


100 KW TOPS IN LISTENING AUDIENCE 


CHANNEL 6 City of Orlando—7 A. M. to 8 P.M.—43% 
CBS * ABC {The Pulse, Inc.] 
NBC * DuM PROVEN SELLING POWER 


Serves more national spot clients than the 
WDBO - FM other Orlando stations combined. 
92.3 MCS - 34000 WATTS 


WDBO - AM ORLANDO BROADCASTING CO., INC. 

580 K.C. - 5000 WATTS WDBO Bidg., Orlando, Florida 

CBS National Representatives: JOHN BLAIR & CO. 
Southeast—HARRY CUMMINGS 


[a4 


PIs IS SPSS SSS 


VIAAAAAAAITAZAAS 


SSANSSS 


WT? “at Bt r* ie a : ; The “SM” symbols mark original, exclu- 
FLORIDA — (Continued) sive estimates by SALES MANAGEMENT. 
SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


PULATION 
ESTIMATES ING 
@D 1/1/54 JM ESTIMATES —1953 ESTIMATES—1953 CONTROLS 


COUNTIES Nl | ] FIVE STORE GROUPS 

Urban- (in thousands of dollars—add 000) 

% N % Per | Per | Dollars ty Buying 

i | of Cap-|Fam-| (add of | Power 

sands) | U.S.A. U.S.A. | ita | ily 000) i General | Furn.- Auto- Index 
| ) 


CITIES 


Mdse. | House- | motive | Drug 
Radio | 


.0036|1,039/3, 154 7,750} .0045| 2, i 413 888} 297 
| .0227/1,533/5,471] 26,496) . q t : 1,470] 2,196} 993 
.0200|1,578/5,238] 23,419] .01: t 347 1,469} 2,119] 830 
.0051 883/3,481] 10,722} .0062) 2, 2,01 529} 1,713} 248 
| | 
.0162|1,116/4, 885} 17,463} .0102| 2, : 1,157} 3,973} 721 
.0013| 875/3,500 3,224] .0018| 3, 66 695 79 
-0894| .0820)1,410/4,563] 161,102} .0937| 3, n ‘ 9,529} 36,023) 5,992 
.0364| 2| 95,972) .0390/1,649/4,999] 128,064) .0745 , 18, 7,047) 34,399] 4,743 
| | | 
Sic caghe .3| .0076 .2| 8. ; .0050/1,004/2,941] 11,736) 0068) 2,794 ; a4) 1,788] 348 
Paim Beach... ..| 229 5} .0841 } ‘ .341|  .0774|1,415/4,416] 186,994) .1087| 4,339 r 12,027/ 13,061| 39,931 5,941 


A and A See end of state for SM Metropolitan County Areas. Before using these figures, see explanation page 11. 


ad EST. 1936 QUALITY OF 
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“The most influential voice of the Palm Beaches” EFFECTIVE BUYING INCOME 


3rd LARGEST CITY $190,341,000.00 


5 RETAIL SALES 
on the famous Florida gold coast 7 $110,225,000.00 


TRADING AREA—206,000 BUILDING PERMITS 53 


—plus a bonus tourist population year around * $ 42,010,583.00 


WJNO easily leads ri on sees Bess sane 


OVER 1952 


in total morning, afternoon and evening 


COMING SOON WwW Jj N ‘@) 


WIJNO — TV R d Nationally b 
CHANNEL 5 WEST PALM BEACH, FLORIDA Siew thier Aeon 


SALES MANAGEMENT 


the SENTINEL-STAR is 


The ONLY Daily Newspaper Covering the- 


RICH CENTRAL FLORIDA MARKET 


a s Orlando, 


} $317,610,000--Net Buying Income 


More than 20% of Florida’s total Agricultural 
Wealth 


More than 30% of Florida’s $721,770,217.00 
Citrus Crop. 


There are FOUR great 
market areas in Florida — 
North [Jacksonville], South 
[Miami], West [Tampa-St. 
Petersburg] AND CENTRAL 
[ORLANDO]. To get your 
full sales potential of the 
important Florida market, 
you must cover all FOUR! 


To SELL the rich Central 
Market, the Orlando Sent- 
inel-Star is a media MUST 
because it is the ONLY daily 
newspaper thoroughly cover- 
ing this wealthy area. 


Some Orlando “B” chain 
stores outsell their Jackson- 
ville and Tampa “A” sisters. 


A.B.C. Statements clearly 
show The Orlando Sentinel- 
Star has complete coverage 
of nearly 70,000 circulation 
in Central Florida’s 5 rich 
agricultural counties—more 
than twice the combined cir- 
culation of all other Florida 
newspapers reaching this 
area. 


ORLANDO SENTINEL-STAR 


MORNING — EVENING — SUNDAY [With its own Sunday Magazine section in color] 


SENTINEL-STAR BUILDING, ORLANDO, FLORIDA 
NAT. REP., BURKE, KUIPERS & MAHONEY. FLA. REP., V. J. OBENAUER 


MAY 10, 1954 


, JR., JACKSONVILLE 


NOBODY'S «z's. MEDIA BUYER! 


No nonsense...no pretty, unfounded statements 


Just FACTS 


That’s what Media Buyers thrive on, 
and these LOCAL KEADLINES Tell 
the Story of Florida's RICHEST 
MARKET in a sharp, concise manner 
and leave us with no need for 
flowery phrases. Our 1953 Lineage 
Record (of 23,249,394 lines of adver- 
tising) PROVES That The Palm 
Beach Post-Times is not only grow- 
i ing with the Palm Beach market 
. . we are Helping It Grow! 


Palm Beach PQST «4 TIMES 


A PERRY FLORIDA NEWSPAPER .. . Represented by JOHN H. PERRY ASSOCIATES 


F LORIDA — (Continued) ' oe : The “SM” symbols mark original, exclu- 


sive estimates by SALES M MA AGEMENT. 


SALES | SALES AND 
POPULATION agg BUYING RETAIL SALES — 


ESTIMATES M NG 

SH, @D ESTIMATES—1953 GD ESTIMATES—1953 CONTROLS 

COUNTIES _ |poli oy Ka a eR eal ta | eave ae Sa FIVE STORE GROUPS r i? 
1 | 


CITIES (in thousands of dollars—add 000) 


Urban- 
Total % Fami- | ized Net | % Per | Per | 0 4 _______} Buying (Qual- 
(thou- | of lies |Popu-| Dollars of | Cap- | Fam-| | Power 
sands) | U.S.A. | (thou- | lation (add | U.S.A.| ita | ily S.A. | Per | General | Furn.- | Auto- 
) I¢ 000) | Mdse. | House- motive | Drug 
| | J | dio 


AWest Palm 


| 
| | 
Pe | gaa ‘eore 
Beach .3| .033 : 89,365! .0363'1,742'5,196] 114,231| | 20,079) 10,152] 7,796] 34 478| 3,360) .0445, 139 
Palm Beach -2| = .0026) “f 9,135, .0037\2,175|7,613 16,500) . | 2,091 591 1,767) | 401 -0052; 200 
Lake Worth 5. , 19,650; .0080)1,310/3,779 15, 458) ° | 5,879 471) 1,416) 377) 705 -0086, 91 
Pasco -2) 0151) 7. 4) 4.5 23,928; .0097) 989|3,234 16, 378) A , 5,818) 415 1,147; 2,441 489} 0108 72 
Pinellas -2\ 1264) = -71.8/177.7 312,058) .1269 1,543/4,346) 237, 12 . 1378) 3, 41,704) 40,320) 13,000) 39,114) 7,308 .1300| 103 
1ASt. Peters- | | | } | 
burg 07 762) 46.5 201, 422! 081911, 651 4,332 176,318! .1025 24,532) 38,039 9,518} 28,241] 5,181 -0869) 114 


1 The estimate for general merchandise includes over $6.9 million of drug sales reported by A and A See end of state for SM Metropolitan rf Areas 
the large Webb’s City outlet, classified by the Census Bureau as general merchandise. © SM 1954. 


First in Television on Florida's West Coast 
One Full Year of Successful Operation 


CHANNEL 38 


FIRST in Florida’s 2nd Market, 
both in TELEVISION and RADIO. 
One of the most successful UHF sta- 
tions in the country .. . every set 
in eperation is “adapted”. For com- 
plete coverage use WS U N—AM 


and TV 


AM Clearest, Interference-Free Signal 
CLEAR CHANNEL on Florida’s West Coast 


E 
SUNSHINE 
620 Ke 


NATIONAL REPRESENTATIVE WEED AND COMPANY New York - Chicago - Detroit - Boston - Hollywood - San Francisco - Atlanta 


SALES MANAGEMENT 


{ (v 


— 
When You Look at Florida 2nd largest 


NEW BRIDGE... 
. : GATEWAY 
because ... : TO LOWER 
g WESTCOAST 
1. Pinellas County and St. Petersburq are the fastest growing parts of 
the Tampa-St. Petersburq Standard Metropolitan Area, leading the 


way in the booming growth along the Gulf of Mexico. 


Pinellas County is now accounting for 43° 
of all retail sales in this Area .. . setting 
the pace for the soaring expansion that will 


be touched off with the opening of the multi- 


million dollar Lower Bay Bridge in 1954. St. Petersburg Himes 


3. One newspaper efficiently harnesses the tre- 


mendous dollar sales in this fastest growing Demonstrating Importance . 
starting in the morning and lasting all day ... every day of 


part of Florida’s 2nd largest market - - - The the yeor. 


St. Petersburg Times does the job through 
FLORIDA REPRESENTATIVE: 


V. J. Obenauer Jr., Jacksonville, Fla. 


NATIONAL REPRESENTATIVE: 
Reynolds- Fitzgerald, Inc. 


unequalled family interest in mare than 8 

out of 10 homes in the heartland of this big 
expansion. 

We cit ba iit } FLORID A— (Continued) 

EFFECTIVE BUYING RETAIL SALES NOVERTIS. 

ESTIMATES—1953 @D | ESTIMATES—1953 CONTROLS 


ar FIVE STORE Gn GROUPS — 
(in thousands of add 000 


LATIO 
7 p ESTIMATES 


COUNTIES | 
CITIES Coun- 
Dollars % | ty | 
(add oe | es | 
000) U.S.A.| Per | 

| Fam-| Food 
ity | 


| General Furn.- Auto- 
Mdse. | House- | motive | Drug 
Radio 


| 

Clearwater ‘ , 7.5) 32,970, .0134)1,570 4,396 33,781; .0196 7,666 2,651) 9,061) 1,119 
Polk SH a : . 174,221| .0708'1,208/4,178] 115,664, .0672| 2,774) 33,136 7,637, 27,217, 4,032 

Lakeland...... 35.6} .0222) ; 49,306! .0200]1,385/4,214] 51,315) .0299] | 11,134 | 3,286] .704 

Winter Haven, Fie 3) 13,696) .0056|1,457/4,150] 20,021 .0116} | 4,618 1,200! 526} 615 
Putnam .6| .0166| - j 26,302) .0107} 9893,461] 24, 877) .0145| 3,273) 6,479 1,208 512 

Palatka ro 4 14,796) 0060/1 ,233/4,352 9,654, .0114| | 4,370 879 
St. Johns .6|  .0173| 1) 16. 32,308) .0131/1,171/3, 989 23,912! 0139) 2,952) 7,813 880 

St. Augustine : F . 21,562) .0088/1,331/4,068 21,322) . | 6,964 880 
St. Lucie 5}. 7.2| 17.3 31,288 .0127/1,227/4,346 3 : 4,005 7,230 | 1,411 

Fort Pierce 9} 0099] 4.7 20,273, .0082/1,275 4,313] 27,324 0159 | | “Pan 
Santa Rosa 9} .0124) 6.0)..... 16,254 .0066' 8173,251 J 1,787) 
Sarasota 5.) 12.5) 26.5 55,432 .0226 1,478/4,435 d | 4,192 

Sarasota 26.5). 9.1| 39,936 .0162)1,507/4,389 | 
Seminole .9| .0180! 8.5) 13.0 27,784 .0113| 961|3,269 0148| 2,992 

Sanford 8) .0080 ; 13,069 .0053/1,021|3, 112 
Sumter. 7.0073 . 10,196 0041) 871|3, 186 : 2,386 
Suwannee 4 0109) 4.4 4. 12,568} .0051 722,856 .0073| 2,863 
.0066) 3 : 8,657) 0035) azale, 985 , 3,238 
.0062 te 3,565, .0015| 3573,241 
. 113,362! .0461 1,350/4,063 938) 

Daytona Beach 33.0, .0206} 7 51,348, 0200/1, 556/4,389 .0332} x 0245} 

De Land... 8.9, . 0} 11,517| .0047|1,294/3, 839 738). : .0064| 
Wakulla 6. ; 3,514) .0014| 628/2,510 4 aloha .0016) 
Walton........ 2, .0085) 4.0 3.2] 10,653} .0043, 701/2,683 429). 0059 62 
Washington 4. : : 7,916) .0032) 638|2,474 é .0039! 50 


Total Above Cities 1,551.5) 9605) 502.4 4,434,082 .9893!1,569/4,845] 2,693,646 1.5655 | $46,802 277,831| 166,428| 578,367/102,727] 1.1583] 119 


State Tot: Total......1.....-1 3,313.7) 2.0708 980.4'2264.31 4,466,036 1.8153.1, 34814, 558] 3, 3,494,120 2.0309 3,564 808,165 316, 547| 201,067! 702,618 129,103] 1.9311) 93 
© SM, 1 1954. Before using these figures, see explanation page 11. 
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‘ @ to effectively cover the rich Jacksonville, 
North-Florida, South-Georgia market! 


WMBR RADIO COVERAGE AREA 
(50-100% NCS) 

Population ............__... (R009 

Effective Buying Income (000)_$605,758 


Per capita _ a See 
Per family - Tea Fl 
Retail Sales (000) ___________$475,522° 


WMBR Television Coverage Area 
(0.1 mv/m) 
Population ___ = _. 842,000 
Effective Buying Income (000)_$997.737 
Per capita —§_- _$ 86) 
Per family _..__ = === $$ «3,413 
Retail Sales (000) : -$800,152° 


4 “Source: Sales Management, Survey of Buying Power 
(estimate) 


WMBR RADIO WMBR-TV 
CBS in Jacksonville, Florida 


Represented by : 
\ cas nea Spot .Sales CBS Television Spot Sales o 


FLORIDA— Metropolitan County Areas ae The “SM” symbols, mark original, exclu 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES INCOME NG 
JM 1/4 @ ESTIMATES—1953 ESTIMATES—1953 CONTROLS 


FIVE STORE GROUPS 

(Urba Coun. | (in thousands of dollars—add 000) 

Fami- Net Y > 1. 

lies |Popu-| Dollars of Cap-| F: of | | 

(thou- (add General | Furn.- Auto- | 

sands) 000) F Food | Mase. teuse- | motive | Drug 
e | 


| — 


Jacksonville.....] 69 Ea 100.2} 289.9} 498,960) . ,425)4, Y .2260} 3, 92,976, 41,055| 20,592} 90,774| 14,280 
Miami.......... sie 203.6) 623.6] 1,191,757) . ,827\5, y ‘ : 174,020| 75,924) 55,664] 156,938) 42,069 
Orlando 0894) 44.2) 97.0] 201,685| . ,410/4, R 0937} 3, 35.690) 19,399} 9,529) 36,023| 5,992 


j | 
Tampa-St. Peters- } | 
burg... -3070) 187.8] 405.4 675,818) . ° ° ° -3177| 3,464) 113,287 78,433 30,334; 101,725) 17,590 e 
A Fort Lauderdale} 0741| 37.2) 93.1 179,921; . . ° ° -0892| 4,123 33,928 8,889 10,840 27,614; 5,721 .0781 105 
© SM, 1954. 


WIRK 5 000 wares | iii wit 
WEST PALM BEACH, FLORIDA WIRK-TV 


CHANNEL 21 
ONLY WIRK Is BIG ENOUGH Sie ial es 
TO SEL. PALM BEACH COUNTY COVERING 
5 KW-D — 1 KW-N — 1290 ON THE DIAL - THE PALM BEACHES 


Before using these figures, see explanation page 11. 


National Representative, Donald Cooke, Inc. National Representative, Weed Television 


SALES MANAGEMENT 


and Florida's entire Gold Coast 


Now a 1'/2 BILLION DOLLAR MARKET 


—where a MILLION Residents plus 2'2 MILLION Tourists 
give you a terrific sales bonus all year round! 


Effective buying income on the booming Gold Coast is $1,657,000,000 — a jump 
of 25% in one year! Greater Miami alone tops a billion in buying power — leads 


the nation in construction rate for the 45th straight year — and is expected to be 
the South's largest city in 1958! 


USE THIS GREAT TEAM TO SELL IT ALL—AT LOW COST! 


The Miami Herald goes into almost every home in Greater Miami, as well as pro- 
viding home-delivered circulation all along the Gold Coast... and the clear sig- 


nal of WQAM, Miami's First Station, reaches a receptive audience covering the 
entire Gold Coast market area. 


National Rep 
—John Blair & Co 
JOHN S. KNIGHT, Publisher 4 Southeastern Rep 


National Representatives, 


—Story, Brooks and Finley S WOQAM - FM ABC in Miami 


—Harry C. Cummings 


MAY 10, 1954 
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FLORI Dé An €Z \Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 


144,891| 484,109 


NET INCOME GROUPS, 1953 
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(Other South Atlantic States; Delaware, District of Columbia, Florida, 
____ Maryland, North Carolina, South Carolina, Virginia, West Virginia.) 
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City 


NUMBER OF OUTLETS 


GM |F HR| A 
y 
Gainesville. . . — } 17 
GR. swans i 17 
La Grange... 22 
Macon 40 
Marietta 18 
Moultrie 17 
10 
28 


NUMBER OF OUTLETS 
GM |}FHR A 


County City County 


Albany. 
Americus. 
Athens. 
Atlanta 
Augusta. . 
Brunswick. . 
Cartersville. 


Cedartown. . 


Dougherty 
Sumter... 
Clarke... 
Fulton. 
Richmond 
Glynn.... 
Bartow.... 


ot eS 


— Nh 


Colquitt. .. 
. Coweta.... 
.Flovd. . 


Columbus. . . 
Cordele. .... 
Dalton 
Decatur. . . 
Douglas 
Dublin. . . , 
East Point.... 
Fitzgerald 
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Savannah..... 
Statesboro... . 

Thomastca\.. .. 
Thomasville. . . 


West Point... 


Chi tham. 


Bulfoch. . . 
Upson.... 


. Thomas. 
See 

Lowndes. 

Ware.... 
..Troup.... 


> & 
KH ARDADAKONA 


SASSY Dey se Sw 


NN 
i 
— 
— 


69 
15 
17 


10) 


11 
21 
16 
13 
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SALES MANAGEMENT 


MACGOQON MOST RECOMMENDED 


TRADING HUB 
OF 28 COUNTIES 
IN MIDDLE GEORGIA 


Latest Test Market Survey of 131 
manufacturer and advertising agency 
experts proclaim MACON 
as “Finest Test City.” 


Source: Sales Management 


test market in America 
among cities of comparable size 


Good ad coverage at reasonable rates 
together with media cooperation was 
named by the experts as one of the 
most important qualifications for a 
test city. 


The newspapers which reach the 
greatest number of people, which 
offer the most effective coverage in 
the important Macon market are the 
dominant MACON TELEGRAPH 
AND NEWS. 


The Telegraph and News offer 
87.3% daily coverage of the rich 
Macon Metropolitan Area, center of 
attention in this important trade region. 
Schedule Macon—the ‘“most-recom- 
mended” test city in the entire nation 
in its population class . . . schedule 
the Macon Telegraph and News for 
complete effective coverage. 


THE BRANHAM COMPANY— National Representatives 


MACON TELEGRAPH AND NEWS 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
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IVER STORY... 
RES] PEOPLE WHO KNOW / 


Armstrong Cork Company 


P.O. Box 1347 
Macon, Ga. 


a" * Ratston Purina ComMPANY 


mac esseosme sovert 


St.Lous 2.Mo 
INLAND CONTAINER CORPORATION 


INDIANAPOLIS 6, INDIANA 


| MACON KRAFT COMPANY 


MACON, GEORGIA 


MAY 10, 1954 


was chosen because the > comes eupoty | our a raw ps and because 
producer of electric power and n mw our needs mable rates. 
+ The qualities of enterprise = ‘init ive “which cl charasterize the rapidly develop- 

9 South are exemplified to a marked n this community. 
E. A. WORM. ir. —— Manager, Armstrong Cork Co. 
In selecting Macon, Georgia as a location for our ae Chow mills. many 
-- I were taken into consideration, including anaitabuty of jabor, rail and transit 
and supplies of ay. grown ingredient as more than justified our 

in 


decision t to locate the plant Macon 
bo aye. DANFORTH, Presid mt, Ralston Purina Com 
Save Is an outstandi es x oo ae ~~ future awaiting al the 
South. The residents of the G > y- our entire plant 
force, have proved themselves intelligent A. productive “folks whe enjoy their part in 
creating an ever-higher American standard of life. 
F. SMITH, First Vice President, Inland Container Corp. 
We believe that Middle Seorsia’s natural resources, the rail and highway tran 
tion facilities, Le availability of manpower, and the closeness te expensing markets 
presents certa’ es to our operation . . . these are reasons why we have 
such a large lavestaneat in the Macon rt 


MAHRT, President, 
FOR COMPLETE NFORMATION, or en. 
TOM GREENE, P.O. "BOX 288, M 


MACON AREA DEVELOPMENT CoMmIsSION 


Macon Kraft Co. 


ATHENS, GEORGI 


INCOME: Family Income of $5,023 near tops in state— 
6th among 32 cities. Proof positive of High Buying Power. 


RETAIL SALES: Family expenditures $4,719 for city, 4th 
among 32 cities. $3,794 for Clarke County, 5th among 
159 counties. State average family sales, $2,863. Proof 
positive of High Retail Sales performance in a “must” 


market in every Georgia sales advertising campaign. 


THE MARKET: Athens population 1/1/54, 31,000 (SM 


A MARKET DISTINGUISHED THROUGHOUT GEORGIA 
FOR EXCEPTIONAL INCOME AND RETAIL SALES 


Est.) 1950 population 28,180. 10% gain shows steady 
growth ... Home of University of Georgia, one of nation’s 
best known educational institutions, with near 5,000 en- 
rollment . . . Trading center of wealthy farm area .. . 


Industrial payroll, $12,000,000. 


THE BANNER-HERALD 


Only Daily and Sunday Paper in Athens and Clarke County 
Represented by: WARD-GRIFFITH CO., INC. 


G EORG | A— (Continued) 


The “SM” symbols mark original, exctu- 
sive estimates by SALES MANAGEMENT. 


POPULATION Breen ree 


ESTIMATES 
JH J CLD ESTIMATES —1983 


RETAIL SALES 


ESTIMATES—1953 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


COUNTIES 
CITIES 


Net 
Dollars 
(add 
000) 


S 
Yass 
> 5 


FIVE STORE GROUPS 
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Chariton... . 
Chatham .. 
ASavannah. 
Chattahoochee .. be 
Chattooga. . 
Cherokee 
Clarke. . 
Athens 
Clay 
Clayton. ... 
Clinch... . 
Cobb. ... 
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34,193) 159,536 
732,911 119,698 32,051, 145,591 
28,1151. 6,430 1,739! 14,247 -0201! 120 
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— 
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1 Atlanta is in De Kalb and Fulton Counties. 
A and A See end of state for SM Metropolitan County Areas. 


328 


Before using these figures, see explanation page 11. 
, 1954. 


SALES MANAGEMENT 


OFFICES 


WAREHOUSE 
FACTORY? 


WHATEVER YOU NEED 
FOR THE RICH SOUTHERN MARKET 


Thirty-two billion dollars of spendable 
cash annually flows through the pockets 
of the people who are within easy over- 
night reach of Atlanta, Distribution City 
of the South. What facilities do you need 
to serve the spiraling wealth of this great 
market? 

Buildings of all types are going up con- 
stantly in Atlanta . . . office, warehouse, 
factory. And there is plenty of capital 
eager to erect tailor-made rental struc- 
tures, if existing floor-space fails to fit 
your needs. 

There are skilled people of every kind 
here, but if you plan to bring your own 
cadre of key men and women, a quick 
trip through the town will prove that 
there are plenty of new homes in nice 


neighborhoods to fit their payroll levels. 
This is a town in which people find them- 
selves happy, quickly — because it is a 
friendly city, not only to business and in- 
dustry, but to new comers as well. 

The Industrial Bureau of the Atlanta 
Chamber of Commerce was established 
in 1925 to help you decide if this is the 
right location for you. Without trim- 
mings, we lay down the facts. We ask 
only what you need —and tell you ac- 
curately whether it is available here or 
not. Your success here through the years 
is the only criterion of our success as the 
intermediary between business searching 
for sites, and the community which wants 
permanent payrolls. 

Your inquiry will be held in the strict- 
est confidence. 


Write INDUSTRIAL BUREAU 
CHAMBER OF COMMERCE 
1818 Volunteer Bldg. 


EG. 


Industrial Headquarters of the Southeast — 0 on 
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GEORGIA 


Here’s how to SELL conistin pace 


your advertising before 


the Georgia market iro cee 
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Che Atlanta Zourwal 677222 


THE ATLANTA CONSTITUTION £22" 


Largest circulation in the South 
423,035 DAILY — 474,868 SUNDAY 
Represented by Kelly-Smith Co. 
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SALES MANAGEMENT 


TEST! “COLUMBUS, U.S.A.!" 


Every market in the entire Southeast is typified by this “average 
city” which offers you: 
e TYPICAL INCOME SPREAD —Closely paralleling that of the nation as a whole, 
58.6% of Columbus’ income is spent by 55% of the people! The “middle spread”. 
@ COMPLETE MARKET ISOLATION —Less than 11% penetration* into metro- 
politan Columbus by any outside media! Over 100 miles from any other major market! 
© SATURATION COVERAGE —a bianketing 92.3% DAILY COVERAGE of the metro- 
politan market (185,600 people) served by the Ledger-Enquirer newspapers! 
* Audit Bureau of Circulation 


The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. GEORGIA — (Continued) 


A agg thas 3 BUYING RETAIL SALES ADVERTIS- 


y ESTiMAres ME NG 

w7 MW SYD Estimares—t983 ESTIMATES—1953 CONTROLS 

COUNTIES FIVE STORE GROUPS 
CITIES Ar Coun- (in thousands of dollars—add 000) 


Qual- 

Power | ity 
Per Auto- In- 
Fam- Mdse. | House- | motive 


S& 


e2a8e sse2 22893 


S2eegec 


2s 288 


193 ,067 
136,598 
20,419 

4,410 


- = 


118,107 
13,755 
1,171 


Sz SRE SS8ES BES 882 
2248s 


° ° 5,952 
11.4 eee 7,428 
12.0) . 8} PF. 11,088 


1,809) 
3,171 
8,346 


B88 8825 888 858 3: 


Bess 


8.8] . .3| 6,590 
10.8 7,112 4,287 
8.2] .0081| 1.9... 5,387 1,441 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation 
MAY 10, 1954 


ssf 


F 


Have You Met 


*GEORGOLINA @ 


She’s the New Industrial Belle of Dixie 


She now has an effective buying income of $272,108,000! And 
in Metropolitan Augusta she will this year spend $39,180,000 
for food, she’ll buy $34,571,000 worth of automobiles ; and at 
least $4,212,000 worth of drugs and cosmetics. 

She’ll shell out to butcher, baker, etc., at least $167,493,000 
in Metropolitan Augusta alone this year. 

And every morning she’ll pick up The Augusta Chronicle and 
every evening The Augusta Herald to see what and where to buy. 
She’ll see your product too if you place your advertising in the 
Augusta newspapers which dominate the market. You may 
place it through The Branham office nearest you. 


*GEORGOLINA—A new market combining the most attractive features of 
Georgia and South Carolina. Flowerfully scenic and industrially wealthy 


Newspaper Printing Corporation 


Agent For 
The Augusta Chronicle e The Augusta Herald 
MORNING—SUNDAY EVENING 


AUGUSTA, GEORGIA 
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RADIO - TELEVISION 


Selling the State’s 2nd Market AUGUSTA, GEORGIA 


and Nation’s 8th—AUGUSTA, GA. Se eee 
WRDW-Radio (CBS) 5,000 watts 
POPU LATION : 221 5700 Since 1930, the station =a a listener and sales a oi in Augusta. 
RETAIL SALES $176,493,000 WRDW-TV (CBS) 101,800 watts (10 kw) 
BUYING POWER $272,108,000 All-new oe oy equipment. Experienced personnel. Top-quatity 
) f picture. anne . 
Sales Management Figures MERCHANDISING ; YES 


CBS RADIO - TELEVISION .tcachNTe3 
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sive estimates by SALES MANAGEMENT. G E '@) R G | A— (Continued) 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
@D ESTIMATES @D INCOME @ ING 
4 1/1/54 ESTIMATES—1953 ESTIMATES—1953 CONTROLS 
COUNTIES  |politan! yas FIVE STORE GROUPS 
CITIES Area Urban } Coun- (in thousands of dollars—add 000) 
Total % Fami- | ized Net % Per | Per} Dollars / ty ____] Buying |Qual- 
(thou- lies |Popu-| Dollars | of |Cap-|Fam-] (add Sales l ity 
sands) | U.S.A. | (thou- | lation] (add | U.S.A.| ita | ily U.S.A.| Per | General | Furn.- | Auto- | Index | In- 
sands) |(thou-} 000) Fam-| Food | Mdse. | House- | motive | Drug den 
; sands) ily Radio 
Thomas. ....... 34.5) .0215 9.5) 18.5 31,273) .0127| 9086/3, 23,504) .0137| 2,484) 6,311, 1,823 775} 5, 183 69 
Thomasville. 18.5) .0116) 5.4 20,739} .0084/1,121/3,841 18,898} .0110 4,588, 1,133 693} 4,925 84 
Tift... ‘ 24.1; .0151| 6.3) 10.4 21,516} .0088) 893/3,41 19,618} .0114| 3,114) 5,315) 742} 1,062 4,150 72 
Tifton 8.0| .0050) 2.4 11,216} .0046|1,402/4,673] 17,787] .0103 4,172) 656 72| 3,756 128 
Toombs........ 17.7; .0110; 4.4) 8.9 12,984) .0053/ 734/2,051] 18,106] .0105| 4,115) 4,231) 1,103 990) 7,851 73 
Towns......... 4.6} .0029} 1.0)...... 2,472| .0010| 537/2,472 1,481} .0009) 1,481 419 209 119 238 48 
Treutlen....... 6.2} .0038) 1.4]...... 3,829) .0015) 618/2,735 2,044) .0011| 1,460 586) Biwacbive 596 48 
Wien s<..<.33 51.4; .0321) 14.2) 34.4 60,287} .0245/1,173)4, 45,770| .0266| 3,223) 12,715; 4,118} 65,208) 10,401 83 
La Grange... 26.3] .0164, 7.4 34,032} .0138]1,294/4,500] 24,672) .0143 6,893} 1,626} 2,256) 5,924 88 
West Point- 
Lanette (Ala.) 12.8} .0077| 3.6 16,294| .0063\1, 325 17,707} .0108 4,141} 1,778) 2,607| 2,477 
1,032 15,255 1 
\ 
741 6,063 


er ee oe) ee Se ° 1,194) .0007} 663 491 44 75 
ees ‘ a} Ges sets . 2,929 


kz coted 6} . 6) 4. ‘ ; 8,979} .0052| 2,494) 2,019 610 


{ Upson........... 24.8) .0185| 6.6) 13.1] 25,917] .0105)1,045 17,497, .0102| 2,651] 6,176 722} 1,337] 4,768 74 
Thomaston. ... 6.7 0042; 1.9) 7,551) .0031)1,127/3, 14,503; .0084 3,974 476 1,337 4,768 117 
Walker.......... 27 40.9) .0256| 11.3/ 13.6] 47,193] .0192/1,154 21,754| .0126| 1,925] 6,382} 1,984) 1,624) 5,428 72 
Walton.......... 20.1 .0125) 5.2| 4.6] 15,648] .0063) 779 12,247) .0071| 2,385] 3,623 1,115) 1,282) «3,215 62 
ee 30.9) .0193) 8.3) 21.8]  33,655| .0137/1,089/4, 27,138| .0158| 3,270} 6,036} 1,134) 2,361) «9,370 80 
Wayeross...... 21.8} .0136 | 6.3 26,683) .0108/1,224 26,051; .0152 5,398 946 2,361 9,163 93 
onsen |. pie ‘ : 3,190} .0018| 1,519 722 218 359 395 52 
tae 1) 0126 6.1) 4. i 8,284) .0049| 1,624 2,216 581 304] 1,672 51 
269 
40 
44 


2,471 62 

.2| .0026| : ele , i 325| .0002) 406 145 ie ee 38 
Pica seaal 4). Y apes y J 1,731} 0010) 1,236 637 150 250 48 
Kidlicibn <n oo . oe , hoe ; é 2,041) .0012) 1,458 617 Oss .56: 247 48 

pe 9) .0237) z F 01 26,314) .0153| 2,580) 7,460} 1,937, 2,030) 5,582 74 

cuss 9} .0112) , : 23,822) .0138 6,505 662} 2,030} 5,582 96 

( .5| 0059 pee J 2,505 1,071 49 


baie pabaree o . . ° ° 7,167; .0042) 2,312 1,824 765 394 1,722 


57 
; Wilkinson. ..... 9.4) .0058 2.4)... 20. 7,737| .0032) 823)3,224 3,150) .0018) 1,313 1,194 434 96 898 57 
j ee 18.9) 0118) 4.5) 2.6 11,885; .0048 e2ej2,001 5,596) .0033) 1,244 2,279 324 374 1,083 49 
i | Ss Ss S ails | ee 
| j } 
i Total Above Cities) 1,288.9) -8022) 379.8 1, 867 ,032 ee! tne 4,916] 1,876,148) 1.0905 368,971) 289,970) 107,020) 442,464 
i | | | 
' | | } | = — 
| State Total...... 3,604.4) 2.2524) 962.0,1727.91 3,951,450| 1.6062|1,006 4,108! 2,754,562! 1.6011) 2,863) 628,272) 373,224) 149,662) 624,450 82,480) 1.7338 77 


© SM, 1954. Before using these figures, see explanation page 11. 


Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 
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SAVANNAH REWARDS MEN OF VISION 


Though Savannah is fully aware of its fame 
for gracious living amid surroundings of 
azaleas and flowering , there are 
other and more compelling attractions in 
the minds of men who seek new combin- 
ations of growth factors vital to their 
futures. Savannah’s industrial progress has 
been both solid and impressive during the 
past 20 years—more than equal, in fact, to 


Sow on Industrial Development 


P. O. Box 768 ° 


its productive capacity in all the 200 years 
preceding. Some of this growth is based 
on inherent manufacturing advantages. 
Some is due to its strategic location and 
port facilities. One or both, aided by the 
cooperative and progressive spirit of its 

ple, may prove to be the combination 
oe for you as a man of vision and energy. 
Write in confidence to: 


District Authority 


Savannah, Georgia 


GEORGIA— Metropolitan County Areas 


The “SM” symbols mark original, exclu 
sive estimates by SALES MANAGEMENT. 


SH 


TION 
y esr MATES 


JM 


EFFECTIVE BUYING 
INCOME 
ESTIMATES— 1953 


RETAIL SALES 
ESTIMATES—1953 


SALES AND 
ADVERTIS- 


Per 


FIVE STORE GROUPS 
(int dollars—add 000) 


3 Fam- 
U.S.A. ily 


Food 


Auto- | 


General | 
Mdse. | House- | motive | Drug 


Atlanta... 
Augusta 
Columbus 
Macon.... 
Savannah 


Total of Areas 


47.4| 136.8 


211,441 


5,833 
4,528 
5,271 
4,489 
4,461 


166,575 
39,180 
32,382 
28,758 
41,410 


192,379 
23,187 
14,572 
14,229 
18,029 


188,126) 29,251 
34,571) 4,212 
33,421) 3,294) 
24,796) 3,603 
32,555) 4,958) 


1,443.0) .9016 


409. 7/1108. 7| 2,162,235 


6,278] 1,483,304) 


262,396 313,469 45,318 


GEORGIA— Income Sredhduwe of Consumer Spending Units 


COUNTY 


Appling 
Atkinson 
Bacon 
Baker 
Baldwin 
Banks 


Total at 


NET INCOME GROUPS, 1953 


Con- irae 
sumer | $0-2,499 
Units 


% 
(000) % 


| ‘| nla lars 


| 3 


$2, 500-3.999 


Doi 


COUNTY 


NET INCOME GROUPS, 1953 


$7,000 & Over 
vf 


Units 


ores MH NNW 
NWO+-"@eMOSaa-o@ | 


33.3 
38.0 
33.6 
33.9 
31.0 
38.9 
35.7 
32.0 
31.5 
36.0 


25.9 
38.0 
38.6 
32.2 
40.0 
27.1 
22.6 
30.1 
23.8 
26.8 


27.9 
36.2 
32.8 
38.2 
26.4 


34.5 
38.4 


we oeNewanr 
ee 
coh ek om wa 


22.4 
19.1 


31.9 


64.8 
61.8 


55.5 
83.7 
55.6 
22.7 
64.6 
74.8 
43.8 
50.9 . é «5 | 17.7 
67.7 ° . -3 | 10.6 
65.3 . ° -0 | 11.8 


64.1 ° ‘ 7 | 11.2 
52.8 ° . -9 | 16.3 
67.6 . : . 8.5 
67.7 ° ¢ . 7.6 
47.5 ° 5 8 | 18.9 


Before using these figures, see explanation page 11. 


For setting quotas on a territorial basis, 


areas, at the 


see cross index to states in the same geographical 


beginning of each state table alongside the state name. 


SALES MANAGEMENT 


GEORGIA— Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1953 NET INCOME GROUPS, 1953 


COUNTY $0-2,499 $7,000 & Over $7,000 & Over 
% Oa % % 4 % Dol 
Units lars | Unite Units Units 
Fayette .2| 51.0 23.1 | 27.5 16.4 2.2 
Floyd. . ? 38.6 13.7 | 29.5 24.1 
Forsyth...... 3 79.3 66.0) 15.0 4.4 


Franklin. -9 | 67.5 40.3 | 23.0 7.3 
Fulton. ... 31.5 9.5 | 30.1 25.3 


Ht 


4.5 
1.9 
4.2 
2.4 
3.7 
4.0 
4.0 
1.5 
1.8 
3.5 


-_ 


65.8 39.9 | 26.9 5.8 
77.4 64.4 | 18.3 3.4 
38.5 14.4 | 32.1 22.6 
54.9 28.3 | 31.7 
69.5 31.4 | 27.3 
57.5 28.1 | 25.8 
45.0 19.3 | 30.9 
54.3 28.0 
43.4 17.4 
78.4 63.8 


SSB2e5 8 
sooqaoo 


~-oa-—-. ww te @ 
eocoamawdonoweo 


48.5 21.9 
60.2 30.5 
62.4 34.6 
67.7 41.7 
59.1 29.8 
39.0 14.9 
61.7 31.4 
iol 55.1 27.9 
Jasper........ -0 | 66.8 36.8 
Jeff Davis.... A 35.2 


sum 


Hwwokhow- = © 
- se woe oF 


Jefferson. : 42.0 
Jenkins J 43.2 


— & oo 


— 
uo 
weeoercwnow~ 


No-W"WS—§ WH Ww 


OanNawoauwaoso 
ww oe te 


 & & oom & & © 


a 
Nw @ 
Oo 


~ 
7 
i 


Oglethorpe. ... J ‘ ; A A S.A. E , 059. 9.1 | 26.0 19.2 | 30.7 
© SM, 1954. Before using these figures, see explanation page 11. 
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Effective Buying Income, retail sales, buying power index, farm income and value added by 


manufacture are fully protected by copyright. ‘ 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 
part, may be granted only through written request to SALES MANAGEMENT, INC. 
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1950 Net Effective Buying Income 
ae in excess of $150 Million 
eT $75 Million to $149.9 Million 
[7] $40 million t0 $74.9 Million 
[ETE] $15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 
and over 


One Inch Equols Approximately 85 Miles 


1D AH O — Counties and Cities {Ste Mountain, States: Arizona, Colorado, Mon. 


l 

NuMBER OF OUTLETS | : NuMBER oF OUTLETS 

County s.)} F | GM | FHR| A City County GM |FHR| A 
| 


5 14) 24 
8 5 
6. | | Pais. inhi ane : 13 
1. 19 
3. 19 
3 4 


POPULATION EFFECTIVE BUYING RETAIL SALES 
BUD 1/1/54 BY ESTIMATES- 1953 GLD estimates—ios3 


| Metro-} 
COUNTIES | FIVE STORE GROUPS 
CITIES 2 ne (in thousands of dollars—add 000 
er 


1 
1 
2 


) 


Auto- 
motive 


| 
.0505|1 , 587 4 | 19,071 
.0275|1,772 ? 17,971 
.0019|1,433 
.0289|t ,573'5, 
.0188)1,610 


6.6) . P x -0029/1 ,090 
5.8 . 0032/1 ,348 f 
29.0) . - -0148)1 , 261 : 1,902 .0148 

5.6) . é P .0031'1 , 360 j , 1,033 -0048| 1387 
A and A See end of state for SM Metropolitan County Areas. Before using these figures, see explanation page 11. 


338 SALES MANAGEMENT 


There Are PLUS Sales Here in 
Ideho’s FASTEST Growing Market! JOIN 


the other knowing advertisers 
¥%& Evidence is in the fact that Effective Buying Income increased who use Eastern Idaho's Larg- 

as much as 20% in 1953 in this lush sales market, placing it appreciably ot ene» » 

above the national average! Reasons: (1) Construction of Palisades 

Dam; (2) Headquarters for AEC Reactor Testing Station; (3) Stable P o s T as 

farm income provided by production of varied crops, including famed H 

Idaho Russet potatoes and large-scale feeding operations. R eg! s ter 


IDAHO FALLS, IDAHO 


To learn how you can cover the Idaho Falls Market effectively only with 
the Post-Register ask any of our WARD-GRIFFITH representatives. 


The “SM” symbols mark ori inal, exclu: ; ‘ ‘ ‘ 

sive estimates by SALES MANAGEMENT, a | D AH O — (Continued) 

=—— = SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
SM ESTIMATES INCOME @ ING 
1/1/84 ESTIMATES—1953 ESTIMATES— 1953 CONTROLS 

FIVE STORE GROUPS 

(in thousands of dollars—add 000) 

Per A ty | Qual- 

} Power | ity 


In- 
dex 


a 
COUNTIES jpolitan} 
CITIES Area 


Total 
(thou- 
sands) 


c 

g Barz 
- 
g 


RSSSssseusS8 


ia 
— 
, 


ag 
geeecessa 


Bonneville... . . 
Idaho Falls. . . 


Oo 
= 
~ 
ao w 


e588: 


“~owoew 


HEM ELE 


= 
= 
- 
i<] 


928 85: 


$= 
g32522838533 
es8iseus 


— 
Ww 


we 
Sass 


& 
So 
#388 


L 

88 

a 
228 888 88 


Franklin......... 


_— 


Fremont......... 


a . 


. 
—_—_— 
oj 


B28 Tr 
2388 
883 23 £22 €828 23: 


E88 S883 B32 B2R8f BEB BES 


yEuze RES 885 


SFRSe2 sss eee 88a 


Span 


— 
= 
= 


_— 


ao 


SEE 88 


§3 


B88 S2s8 888 85323 


— 
— 
= 


omUCwmNs 
2 > 
—_ 
88s 
n 
Zoe 
$22 


32,405} .0132)1,679/5, 063 


: 


2,134 
Before using these figures, see explanation page 11. 
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1D AH O — (Continued) sive an cite ly Wale WANAGEMENT. 


POPULATION EFFECTIVE BUYING RETAIL SALES 


ESTIMATES 7 
SM 1/1/84 JM ESTIMATES—1953 


Metro- 
politan| FIVE STORE GROUPS 
Area (in thousands of dollars—add 000) 


General | Furn.- 
House- 
Radio 


1542) 128 


State Total i 182.2\275.7 4068) 3,842 ; . : ’ 3741) 


IDAHO— Metropolitan County Areas 


ABoise.........] 179 138.9| 0850 42.1| = 196,719 -O700)1,448|4,673| } .0917 3,782| y 21,648) 8,216 


Total of Area... . 135.9 .0880| 42.1 83.8 196.719) .0799'1,448 4,673] 187,944) .0917| 3,752) 29,312 21, 648| 8,216 


IDAHO— Income Breakdown of Consumer Spending Units 


! 
NET INCOME GROUPS, 1953 NET INCOME GROUPS, 1953 


Con- 
COUNTY sumer $7,000 & o 
% > Dole| % % Dol 
Units lars 


7.1 § 20.1 . ° d < -2 | 31.8 le : ° . ° 8 26.9 
9.1 -1 22.0 ° ° ° . -5 | 35.5 . ° ° . . 0 26.0 
5.5 4A 14.3 ‘ . . ° -7 | 28.1 . . ° : ° 9 22.9 
8.8 1 3.7 ‘ ° . . -6 | 20.9 ° ° . ; . +7 27.6 
12.6 -6 23.5 , A x . 4 | 35.7 . . . : ° 56 27.7 
6.2 -1 24.0 , ° , . -0 | 38.4 ° ° ° . . -6 19.9 
9.7 3 24.7 
18.2 -7 29.9 
14.9 3 30.6 
5.4 -1 19.7 


20.6 ° . ° ° ° 9 54.3 
25.3 . . ° R ° -2 21.3 
31.7 le : ° \° ° -1 29.8 
24.4 ° : ls , . 5 26.1 
25.7 ° : ‘ ° z 3 36.5 
26.3 . . ° . ° 4 32.0 
39.4 ° ‘ ° ° ° 8 17.9 
34.6 . ° ° ° : -7 19.3 
27.3 ° . ° . le -1 4.7 
14.7 ‘ : . ° A 3 27.2 


11.6 2 27.7 
9.6 2 28.0 

8.3 -6 26.7 

10.1 -1 26.5 * 
4.8 2 19.2 . . 4 43.3 

9.7 | 32.8 26.4 : x 4 30.3 

8.9 | 41.5 37.0 ; a 4 18.1 

7.6 | 28.2 22.3 , . 9 24.9 -8 | 25.4 . : ° ‘ - -6 16.2 

14.1 | 30.4 28.0 ‘ A 0 27.0 -0 | 23.4 
7.1 | 33.3 26.3 : A -8 25.2 hae a0 0 -3 | 21.6 ° 

| 6 | 34.0 12.0 


o-wnr ON ND — = 
.¢ fe 8 2 ee 2 he 
eo-@OOo"O8ON WwW & 


Franklin....... , -6 9.6) 33.4 28.8 ‘ . 4 19.4 
Fremont....... : 6 8.0 | 32.3 25.0 | 29. Y 1 32.0 Laidigeal 196.4 | 26.7 8.3 
Gem.......... 9 12.3 | 32.4 30.1 | 28. . 6 17.1 | —— | —— —— — 
Gooding...... | 5 5 10.2) 32.7 28.0! . 9 23.2 .8.A........1 155.089.3 | 30.3 9.1| 26.0 19.2 | 30.7 38.4 


1LL1NOIS— Counties and Cities — tly — aa A nag cer ng 


Pop. ; 
Illinois state map—page 346 fo | NuMBER OF OUTLETS i} i NuMBER OF OUTLETS 


City County thous.)| F | GM | FHR City County | F GM | FHR A D 


33 
196 
33 
39 
29 
32 


12 
45 
10 


Alton... Ul UE oy? 118 26 
Aurora. . ‘ants a's 51. 149 s+ & 
Belleville. . St. Clair < 40.5} 128 26 
Belvidere. . eee Pe 10.0 6 
Berwyn.... a ee 33.7 20) Downers Grove. . 
Bloomington.....McLean........ 35.6 31] East Moline Rock Island 
Blue Island. > ya  Be8 East St. Louis... .St. Clair 
Cairo..... ..Alexander.......] 14.7 Edwardsville Madison........ 

9 

0 

5 

8 


iJ 
me 


Ome RK Oe 
Pr PRR ON 


w 
a 


Canton....  aceareee 12. Effingham. . 
Carbondale - Ue 
Centralia. .......Marion ae 13. 
Champaign......C re ae Fe 
Charleston 9.8 
Chicago. . <fa 13685 .0) pa 
Chicago Hei ghts.. i a 2s. 4 | 
Cicero . Pes As ae 68.5) 295} Stephenson 
Collinsville Cees, ae © ie | | Galesburg _ | Bere 
Danville.... Vermilion. . . 38.7| 132 | || Granite City... ..Madison 107 


© SM, 194. Before using these figures, see explanation page 11. 
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SALES MANAGEMENT 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


ILLINOIS — (Continued) 


County 


| 
| 


lt 


Pop. 
(in 
hous.) 


NUMBER OF OUTLETS 


F | GM/|FHR 


Highland Park. . . 
Jacksonville 


.. Williamson. ..... 


Melrose Park. .. 
Moline. . 
Monmouth... 
Morris........ 
Mount Carmel 
Mount Vernon. . 
Murphysboro. . 


Williamson . ae 
eae 


Morgan 
Will 


McDonough 


Wabash 
Jefferson 
Jackson. . 
ol 


..Richland.. 


La Salle 


47 
62 
49 
34 
54 
213 
82 
53 
29 
58 
54 


id 
OAOAMNAKOCASCUUNan 


— 


~ 
CUW ON OO OMA 


_ 


A | D 


| 
| 


- 
KPAAABANKHUAAawu 


_ 
ome mRORUUNakoor 


City 


NUMBER OF OUTLETS 


FHR 


A 


POGMisckss «ok 059 


Park Ridge...... 7 


Pekin 
PU oz oivran aes 
Pontiac 


Rock Island. .... 
Rockford 


Rock Island. . ... 
Winnebago 
Marion...... 


Springfield....... Sangamon 


Sterling 


Waukegan 

West Frankfurt. . 
Wheaton 
Wilmette 
Winnetka 

Wood River 
Woodstock. .... 


Whiteside. . .. 


Madison. .... 
McHenry 


Ot RU eOUNM eI eH NUDE SONS 


| 


17 
11 
26 
75 
14 
17 
35 
i 
39 
67 

9 

4 
64 
13 
22 
13 

8 
11 
26 
12 
10 
7 

6 
11 

9 


— + 
aUnwonun 


ae 
orn or 


w 


WRIA KPABWAUUUN 


COUNTIES 


CITIES 


EFFECTIVE BUYING 
BYP ESTIMATES—1953 


JM 


RETAIL SALES 


ESTIMATES—1953 


FIVE STORE GROUPS — 
(in thousands of dollars—add 000) 


| General 
| Mdse. 


| 

Furn.- 
House- | 
Radio 


Auto- 
motive | 


Adams......... 
AQuincy..... 

Alexander...... 
Cairo 

Bond 

Boone 
Belvidere 

Brown. ...... 

Bureau 
Princeton 

Calhoun 

Carroll. . 

Cass... 

Champaign 
ACham paign- 

Urbana 

AChampaign 
AUrbana 

Christian 
Taylorville. . . 


-0267 
-0156 
-0245 
- 0059 
0105 


15.7 


1,663) 4,937 


-0085/ 1, 240/3 676) 


-0138 
-0082 
-0745 


15,831 
128, 154| 


101, 408 
79,967 
21,441 
38,494 
18,268) .0107| 
17,946) 


0589 
-0465 
-0124) 


0224) 2,984 


0104) 3,148 


13,083 
10,564 
2,469 
1,702 
1,167 
502 


2,805 
2,468 


538 


1,670 
806 
392 
597 
506 

4,748 


4,564 
3,916 
648 
1,746 
1,054 
918 


14,157/ 


11,921 
4,206 
3,605 
2,411 
4,314 
4,314 
2,582 
6,478 
3,259 

915 
3,658 
2,600 

27,401 


20,879 
20,034 
845 
8,949 
5,477 


3,067 


Drug 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


A and A See end of state for SM 


MAY 10, 


1954 


Metropolitan County Areas. 


© SM, 1954. 


Before using these figures, see 


explanation page 11. 
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outdoor 
ee for sales 
advertising impact: 


where you need it when you need it 


Only Outdoor carries your mes- 
sage to people where they buy, 
when they’re on the way to buy! 


General Outdoor Advertising Co. 


Chicago Office Covers 1400 
Harrison & Loomis Streets leading cities and towns 


|LLINOIS— (Continued) The SM" mils ark rial, rly 


EFFECTIVE BUYING RETAIL SALES 
SYD estimares—1983 ESTIMATES—1953 


FIVE STORE _. Wiveeaies 
(in thousands of dollars—add 000) 
Per | Per es SG, is. 
Cap- | Fam- } | 
ita | ily .S. | General | Furn.- Auto- 
Food | 


Metra. 
COUNTIES jpolitan’ 
CITIES Area 


Clay 3} .0108 ’ . ’ . 1,180)3, 
Clinton... -9| .0144 


1Centralia 


Coles -5| 0250 .0249]1 ,475|4,501 , .0312) 3, 10,609 . : 15,128] 1, .0269 
Mattoon 0} 0112 : : .0122/1,670\5,274 5 .0191 6,376}: ¢ 10,361 0141 


Charleston 8} .0061 3. : d 1,564 ‘ae y 0084 3,163 4,288 - 0068 


| | 
Cook 28 4,007.8) 2.9170) 1 ,475.2|4667.8] 9,808 ,972| 3.98722, 101 16,64 6,490,654) 3.7726) 4,400) 1,358,178|1,212,576| 306,764) 996,660|190,674| 3.7088) 127 
1 Centralia is in Clinton and Marion Counties. © SM, 1954. Before using these figures, see explanation page 11. 


GREENSBORO. N.C. 


QD Metropolitan Market in the Carolinas! 
and the in the South! a PM : 
etailed information on Pages 


BORO has a greater population within a 50-mile 216 through 229; and on 
GREENE radius than any other Southeastern city*! Pages 557 and 565. 


"4@h is one of the most important GateToation 
GREENS centers in the South*! 


AQIS bes over 000,000 people within a 50 
GR mile radius 


*Federal Reserve Bank of Richmond 


A 2,432 ' ‘ 
1,131/3, , -0109) 2, 4,333 , ’ ’ 0114 


ee 
i er |=] 


“INS 
. a 
GREENSEORG, NORTH CAROLINA Sy 
Represented by Jenn & Kelley, Ine. 


SALES MANAGEMENT 


In Chicago, it takes 2— 
to ring the bell! 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 
unduplicated coverage, one must 


CHICAGO 


=: SUN-TIMES 


211 W. Wacker Drive, Chicago * 250 Park Avenue, N. Y. 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE 


REPRESENTED BY: SAWYER-FERGUSON WALKER CO., LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA © HAL WINTER CO., MIAMI BEACH 
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Metropolis of Indiana Industry 
, Second City In The State 


(U. $. Census 1950) 


Principal retail shopping center for Lake and Porter Counties. 


No other two adjoining counties in this state equal these for popula- 
tion, effective buying income, and retail sales when excepting Marion 
County, (Indianapolis) . 


*POPULATION “EFFECTIVE *RETAIL SALES 
BUYING INCOME 


447,900 $846,877,000 $539,637,000 


*“SALES MANAGEMENT estimates for 1953 


Home of the world’s largest 
steel mills. 


Third largest steel produc- 


ing center in the nation. 


Next to Milwaukee, largest 
city within 100 mile radius 
of Chicago. 


To reach families in the Gary Trading Area effectively, there is but one medium 
you can be sure will deliver your advertising with sales producing impact. 


THE GARY POST-TRIBUNE 


Gary's only newspaper 


For detailed market data, 
see EDITOR & PUBLISHER 
1954 Market Guide. 


Merchandising cooperation 
cheerfully rendered to Na- 
COVERAGE: Gary City Zone, more than 95 out of 100 homes. For entire Gary tional advertisers. 
Trading Area, better than 80 out of 100. 


+ + + 


More than three times the effective family coverage of all Chicago daily 
newspapers combined in this market. National Representatives 
No other medium of any type even approaches our audience in size in the Gary Burke, Kuipers & Mahoney 


Trading Area. 


1 LLINOIS— (Continued) Re ae a 


POPULATION EFFECTIVE BUYING RETAIL SALES 
ESTIMATES INCOME 


1/1/84 JM ESTIMATES— 1963 ESTIMATES—1953 
COUNTIES | } 


FIVE RE 
CITIES Ar } (in thousands of dollars—add 000) 
% Dollars e 


U.S.A. ily . Per General | Furn.- Auto- 
Food Mdse. | House- | motive | Drug 
| Radio 
AChicago 7,587,415] 3.0841/2,059/6, 5,538,070) 3. . |1,109,532)1,127,027) 270,504 
Evanston Al. . 216,332) .0879}2,869 136,415). 27,855) 21,416 36,362 
Oak Park ‘ i 202,487) .0823/3,179 26,479} 18,891 45, 288 
Cicero ; e 151,111} .0614/2, 206 i j 20,581 1,271 24,688 


Berwyn. ‘ ° . 130,749} .0531/2,481)7, ° 15,097 2,738 3 13,967 
Chicago Heights ‘ ‘ é 49,047) .0199)1,931 


4,347 A 7,037 
La Grange ‘ : : 42,231) .0172/3,199 3,728 ; 8,732 
Harvey... .. ° < : 46,107) .0187|2,115)6, 1,813 t 5,775 
Blue Island : : . 39,277} .0160)2,170)7, 2,582 8,225 
Maywood. . 66,382) .0270/2,354)7, 310 . 9,612 
Winnetka... ‘ o! ° 61,093) .0248/4,736 879 
River Forest. . : . 3. 43,533) .0177 


3,819)14511 . ' 370 
Des Plaines... 53,838) .0219/2,481|8,283 822 


Park Ridge : ; ° 70,802} .0288)3 , 668) 12207 247 
Wilmette ° 70,704) .0287/3,761/ 13864 366 
Elmwood Park : . lj 45,492) .0185|2,237|7, 458 , ‘ 1,724 
Melrose Park 29,650) 0121/2, 059/7 , 232) 924 
Forest Park. ... ‘ ‘ 33,201; .0135)2,170\6, 640 210 
Skokie. . ‘ - é ‘ 78,200 mes BS 10289 . 247 


785 , 216) 163 , 447) 


2Elgin 
Crawford... . 4 é d 28,136 
Cumberiand. ... ‘ p . 10,447 


-0114)1, 327 
-0043}1 , 624 


De Kalb..... 1. 13.1) 21.9 -0285|1,643 
De Kalb . 0076 3.5} - 0080) 1 ,625)5, 
De Witt... e -0103 5.6) 5.9 038) .0110/1,639)4, 
Douglas....... -5} .0103 5.4, 3.0 ,109) .0085|1,279 
Du Page. . ° -1135} = 53.8/140.3 ° -1618'2,193/7, 
Elmburst 8} .0155} 7.3) 3,810) .0259|2,573)8, 
Downers Grove ‘ .0092 4.3 78 -0141/2,366 
Wheaton .3} .0102} = 4.2} -0158|2,385/9 , 257 
2 Elgin is in Cook and Kane Counties. Before using these figures, see explanation page 11. 
A and A See end of state for SM Metropolitan County Areas. ©s ‘ 
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SALES MANAGEMENT 


The Chicago American goes HOME 


To make people buy, you need 
home power, the force that converts 
advertising into sales, for home ts 
where most family purchases are 
planned. In Chicago and suburbs 
The American leads in evening 
home power! 


In Chicago and Suburbs: 
Y Largest evening circulation 


oe’ Largest evening home-delivered 
circulation, too 


More than one-third of circulation 
delivered by home carrier boys 


Represented Nationally 
by Hearst Advertising Service 


MAY 10, 1954 


ILLINOIS 


1950 Net Effective Buying Income 


hae In excess of $150 Million 


$75 Million to $149.9 Million 


$40 Million to $74.9 Million 


$15 Million to $39.9 Million 


EAST MOU. 
ROCK ISLAN: 


Cities shown are those having net 
Effective Buying Income of $15 million 
and over 


MORGAN 


Scale of Miles 
10 20 


‘> a 
sco Jacksonville 


MACOUPIN 


CHRISTIAN Sootr COLES 


@ rottoon 


MBERLAN! 
MONTGOMERYT. <enpemeacaie 


TAWRENCE 


4 MARION 


 Centralio 


WASmincton | JEFFERSON 
ss 

MAL mnon 
e100” THAMILTON 


: ae 


Carbondale 


SALES MANAGEMENT 


94% of Illinois’ Retail Sales 

92% of Illinois’ Food Store Sales 

94% of Illinois’ Drug Store Sales 

98% of Illinois’ General Merchandise Store Sales 
93% of Illinois’ Household Product Sales 

92% of Illinois’ Automotive Sales 


in 


WGN’s COVERAGE AREA 


WGN .... reaching more homes per week than any other Chicago station 


Sales Management Survey of Buying Power Nielsen Coverage Service 


: Chicago 11 
A Clear Channel Station Illinois 


Serving the Middle West pe 
é 
saeeahe On Your Dial 


Chicago Office: 441 N. Michigan Ave., Chicago 11 
Eastern Sales Office: 220 E. 42nd Street, New York 17, N.Y. for New York City, Philadelphia and Boston 
Geo. P. Hollingbery Co. 
Advertising Solicitors for All Other Cities 
Los Angeles—411 W. 5th Street © New York—5005th Avenue e¢ Atlanta—223 Peachtree Street 
Chieago—307 N. Michigan Avenue 7 San Francisco—625 Market Street 


Te Se arene, nark eigen, oe , i. 1 LLINO1IS— (Continued) 


A ae = oe RETAIL SALES 
JM 1/1/84 @D ESTIMATES— 1953 JM ESTIMATES—1963 


COUNTIES 
CITIES 


FIVE STORE GROUPS 
| coun. (in thousands of dollare—add 000) 


% . 
es } 
U.S.A. | Por General | Furn.- Auto- 
| Fam- House- | motive 
ly Radio | 


+0147) 3,154 
0103) 

.0056) 3,226 3,155 
0174) 4,472 9,532 
-0110} 6,745 
.0108) 2,509 4,947 
-0114, 3,754 4,747 
.0204) 2,128 6,437 
.0080) 2,798 
-0243| 2,787 8,879 
0130) 4,925 
-0049 1,217 


#87 


| 


5,416 
3,985 


8888 


s 


282: 
$32 
Be 


SET 
= 


ee ee ee oe 
y= 

st 

w 


LB 
i 


a: 


2,904 


.0099| 2,751 

.0126) 

.0075| 2,848 

-0044) 1,474 

.0140) 376) 3,446 

1,261 
585 


3,616 
5,111 


522 8258288 


13,298 
7,039 
6,341 
2,934 

11,724 


0158 . 11,754 
0059 i ¥ 7,038 
0047/1,297/3, : | 1,849! 419 


Before using these figures, see explanation page 11. 
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KAN KAK FE | TOTAL RETAIL - - - Ist* 
{ e BL mateo or 


First in Illinois in 1953 © g000 Ast 
Per Family Retail Sales* + Tg 


All Cities 25,000 to 50,000 Population —_— Ist 


7 515 Cd 


Only 1 Medium Q 1 /) Coverage of "itincie Average $873 
Provides O Kankakee County | ire 


68% COVERAGE OF TRADE AREA | GEN. MERCH. eco Ist” 


| s] 213 Kankakee 
d Nationally by WEST HOLLIDAY CO., | PER FAMILY 
veel ne $567 


Kanxaxee Day Journal men sy 


‘Y Further 
EVENINGS (Except Seturday) AND SUNDAY ——" 


T “The “SM” - symbols mark original, exclu- 
| LLI _t N O | $. — (Continued) = sive estimates by SALES MANAGEMENT. 
= 525 “SALES AND 

EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


TION 
p sri MATES INCOME NG 
W7 M GD ESTIMATES—1953 BY, M ESTIMATES—1953 CONTROLS 


COUNTIES FIVE STORE GROUPS — een eae 
CITIES Ar Urban- Coun- (in thousands of dollars—add 000) 


Buying |Qual- 
Power | ity 
Auto- Index | In- 
motive dex 


2,078 0055} 73 
| 2,912 8,687 .0198| 87 
8,116 .0125) 118 
12,413} .0072| 2,586 2,408 .0074| 


21,227) . 3,122 ’ 1,566 0121 
4,248) . 1,634 743 -0029 
232,624) . 4,918 50,955 1205 
98,923) . . ’ 26,240 -0437 
1,914 75,604). . 7} 15,984 .0371 


J 1,420|5, 103,840} . ’ ‘ 066! 32,258 0506 
.0166|1,494)4, } : 18% ’ ‘ 26,278] 1, .0249 
499} 1,830 .0074 
‘ . , Y ,803| 3 549) 16,625) .0389| 113 
Galesburg. .... 32.8] .0205 ¢ 56,252} .0229/1,71515, 161 433! | 11,960 9, 0411 3,112! 13,148} 1, .0263)| 128 


2 Elgin is in Cook and Kane Counties. © SM, 1954. Before using these figures, see explanation page 11 


Write today for 
SALES MANAGEMENT'S 


1954 
COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


27” by 41”. .. in 6 colors . . . all metropolitan areas clearly defined . . . differences in retail sales volume 
indicated by county color . . . Red for ccunties with $100 Million or more . . . Green for counties with $50 
Million to $100 Million . . . Yellow for counties with $25 Million to $50 Million . . . Blue for counties with 
$10 Million to $25 Million. Special markings indicate counties whose family sales exceed U. S. family average. 
More than 1570 cities with $20 Million or more sales . . . City population indicated, as of January 1, 1954. 


PRICE: $3.50 a single copy .. . $3.00 each for two or more. 
SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y 


SALES MANAGEMENT 


Waukegan City Zone now over 


Always marked for progress due to its stra- 


tegic position between the metropolitan areas of 
Chicago and Milwaukee, the growth of the Wau- 
kegan area has accelerated tremendously in the 
past three years. 

Although the ABC gives the Waukegan zone a 
population of 50,000, recent local estimates 
place the population close to 60,000. 

This growing market presently enjoys the 
highest per capita income in history ($2,009)— 
first in the entire state of Illinois for cities above 
50,000. With retail sales to match the high in- 


come level of the market, Waukegan offers a 
marketplace growing daily in importance to na- 
tional advertisers. 


and still growing strong... 


The Waukegan market is covered adequately only by 


The aukenan News-Sun 


Represented Nationally by Burke, Kuipers & Mahoney 


live estimates by SALES MANAGEMENT, ILLINOIS — (Continued) 


ATION EFFECTIVE BUYING RETAIL SALES 

ESTIMATES Sy7p INCOME S 

9 1/1/84 ESTIMATES—1953 LD ESTIMATES—1953 

COUNTIES |politan) | + l FiVE STORE GROUPS 
CITIES Ar ee | & (in thousands of doliars—add 000 
er er 


) 


Furn.- Auto- 
House- | motive 


198,322) . 37,920 
2, 249)7 ,525) 70,879) . 15,482 
3, 652)1 28,881) . 8,993 
5,404) 131,306) . 24,723 


6,191 $7,711) . 7,048 
5,847 30,871) . 6,573 
6, 189) 30,828) . 6, 082 
5,538 24,696) . 4,989 
3, 16,976) . 641 3,453 


5, 39,270) . 3,337 1,905 7,581 
5,178 25,518) . 3,043 1,323 5,474 
4,95 38,590) . 1,700 1,303 8,078 A 
5,232) 15,050) . 903 836 2,986 .0067 


-0168 4,800 30,033) . 1,748) 1,592 5,789 0175 
-0086 5,734 20,621; . 1,624 1,276 4,910 0098 
-0157 4,1 4),932) . 4,059 1,836} 10,104 0186 
4,379 23,911). 3,279 1,120) 5,193 613}  .0086 
-0398/1,743)5,5 78,068) . | 2,779 2,502) 13,266) 1,944]  .0405 
-0060) 1 ,909)5, 653 17,605, . , 1,627 980 2,994 377} ~=—.0070 


© SM, 1954, Before using these figures, see explanation page 11. 


For setting quotas on a territorial basis, see cross index to states in the same geographical 


areas, at the beginning of each state table alongside the state name. 
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ILLINOIS’ Gth MARKET’ 


@ BLOOMINGTON’S DAILY PANTAGRAPH 


is carrier delivered in 83 cities and towns 


@ SECOND LARGEST OF 74 EVENING 
PAPERS IN ILLINOIS* 


@ NOW SERVING A STANDARD 


METROPOLITAN COUNTY AREA 
of 121,779 people 


@ $172,300,000 in retail purchases yearly by 
Pantagraph subscriber families! 


7é BAILY PANTAGRAPH 


BLOOMINGTON PLUS MARKET 


a 43,521 + 79,258 
sae sh people other people 


% Point-of-Purchase merchandising service. Write Dept. 2 for fuil 
information on important merchandising helps. 


REPRESENTED BY GILMAN, NICOLL & RUTHMAN 


The “SM"’ symbols mark original, exclu- 
sive estimates by SALES MA AGEMENT. 


SALES AND 
RETAIL SALES ADVERTIS- 


|LLINO1S— (Continued) 


gl len 


LATION 
p Estimates ME ING 
SH Me ee CSTIMATES—1983 BYP ESTIMATES—1953 CONTROLS 
COUNTIES — |politan . ce . 
CITIES 


| | | l FIVE STORE GROUPS 

| Urban- Coun- | (in thousands of dollars—add 000) 
Total | % | Fami- | ized , p ty __ ARAL» A 

(thou- | of lies | Popu- } of 

sands) | U.S.A. | (thou- | lation 


General | Furn.- | Auto- 
Food Mdse. | House- | motive 
Radio 


McLean... . 3 24.6) 45.3 .799| "082816718, 278 4 ,528| 21,735, 10,091) 5,106] 23,153 
ABloomington 35.6, .0222} 11.6 .0270|1,868|5,733] 79, 0465, 15,209] 9,422] 4,589| 18,355 
34.5) &).7 j .0730/1 ,688|5, 206 , d , 28,980} 18,607} 7,482) 30,875 
22.4 23,855; .0503|1,795|5,520) 119,613) . 25,107} 18,386) 6,874) 28,728 
14. 8 16.4 y .0234|1,334)3, 40,114) .0733| 2, 10,604, 1,408) 1,614) 8,466 
61.4/143.6 ; -1306|1,653/5,232] 195,915) . , 65,296] 11,118] 11,232] 45,952 
10.81 ,894| .0219]1,604/4, 63,198] .0367 14,576, 6,088} 5,825) 16,500 
7 5 .0217|1,703/5,495] 32,292). 9,619} 1, ,871| 1,578] 10,857 
.0067\1,819/5,912] 18,708) . 3,891 919| 884} 5,115 
.0086|1,653\5,038] 15,869) .0093) 4,558 514) 1,028] 3,845 
.0088) 1, ‘9511/6, 187} 16,274, .0094) 4,860 174 681} 4,040 
13.3| 19.1 645) .0235|1,494/4,334) 42,868| .0249) 3. 9,072) 2,933} 2,021) 12,178 
4.6 21, -0087|1,593)4,675] 24,035). 4,080, 2,123] 1,189) 7,324 
1.9) t .0043)1,752\5, 625 9,895, .0057 | 2,533} 314 734, 3, “0131 
1 Centralia is in Clinton and Marion Counties. © SM, 1954. A and A See end of state for SM Metropolitan County Areas. 
4 Collinsville is in Madison and St. Clair Counties. Before using these figures, see explanation page 11. 
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SALES MANAGEMENT 


HALF THE LISTENING 
AUDIENCE IS TUNED TO WSOY 


tion delivers) 
5 times more listeners than the second sta 
(This is im 


QUICK RUN-DOWN ON DECATUR-LAND’S 
“SPENDABILITY” 


Population...........106,400 Total Retail Sales. . .$136,728,000 
Effective Food Sales....... 28,980,000 

Buying Income. . .$179,599,000 General Mdse. Sales 18,507,000 
Income per Family Automotive Sales... 30,875,000 


* According to Conlan Reports (November, 1953), 49.7% —to be exact. And this high 
listenership, 90 days after television came into Decatur! 


WSOY DECATUR, ILLINOIS 
A CBS RADIO AFFILIATE 
e— WHERE YOUR MONEY BUYS MORE “BUYING POWER” 


National Representative: Weed & Company 


The “SM” “symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. | 


POPULATION EFFECTIVE BUYING RETAIL SALES 
SH ESTIMATES SM INCOME 
C 1/1/54 ESTIMATES—1953 ESTIMATES— 1953 


COUNTIES Li ; watiden ‘ie ee FIVE STORE GROUPS 
CITIES Urban- | « (in thousands of dollars—add 000) 


Per General 
sands) | (thou- | | | Mase. 
sands) ; } 


4.2) 
5.2 


708 
873) 


£8 | 


4.2 
11.0 
° 10.2 
Jacksonville 21.3) . 5.4 


116 


Moultrie....... .2) 0082} 4.2/3. t . 1 P 91 
OMD: « iscsss 0st 34.2) . 11.1] 11.8 989). , , J ay y ,397) 4 ; 0219) 102 
© SM, 1954. 


eee ges 
g§ 5928 928 25 


Before using these figures, see explanation page 11. 


For PROFITABLE Selection of Markets 


Since a market is only as good as your chances of selling it, its basic market data should be “weight- 
ed” by such factors as available coverage and the local media’s command on the interest of readers, 
listeners and viewers. That’s why a study of the advertisements in this issue should be a must. 
They not only show the net worth of the market . . . in terms of your selling chances . . . but they 
frequently bring to light significant and helpful comparisons that might otherwise remain hidden 
in the basic Survey data. And they also spotlight local developments that emphasize the market’s 
continuing growth. 


For a realistic appraisal . . . and profitable selections . . . be sure to study both the Survey data 
and the advertisements. 
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A Self-Contained, Fast-Growing 


MAJOR MARKET 


RICH IN INDUSTRY @ RICH IN AGRICULTURE 


PEORIA JOURNAL STAR 


Daily Circulation Exceeds 100,000 
Covers All Peoriarea 


Represented Nationally by WARD-GRIFFITH CO., Inc. 


SRLITE RE 


| IL Lt | N @) 1 $- _ — (Continued) : = The “SM” symbols mark original, exclu- 


WE rents sive estimates by SALES MANAGEMENT. 
POPULATION EFFECTIVE BUYING RETAIL SALES 
INCOME 


Cc TIMATES 
JM Sy JM 


V/s ESTIMATES— 1953 JM ESTIMATES—1953 


COUNTIES [polit FIVE STORE GROUPS 
CITIES (in thousands of dollars—add 000 


Per} Dollars 
Fam-| (add 
ily 000) 


s87 


Food 


| 


s2 =3| 


235,638; . 53,459 
203,881) . 43,519 


18,228 4,714 
12,285) . 2,787) 
17,055). 4,521 


—_—— = 
- 
— 
— 
wo 


1,893 
5,384 
3,848 


30,952) . F 6,490 
18,222 ’ 5,726 
15,432) . m 5,010) 
172,056 ’ 39,852 


194,816) . ; 164,790) . 2 38,434 
50.6) . : 91,991) . 5,678) 69,865) . m 19,304 
39.4). } 74,978) . 5,904] 68,232) . , 16,893 
14.5}. j 27,347] . 7,813 16,693) . 2,237 


220.9 . 326,587) . 4,824) 215,784) . ’ 46,125 
84.5) . . 120,582) . 4,638} 117,372) . 27,526 ¢ 
40.5) . - 63,950) . 79\4,772 54,144). ’ 13,521 -0275 


32.2) . -0) 15.2 38,621; . 3,511 33,384 10,388 -0177 
11.0) .0069 15,290) . 4,024 18,870) . ’ 2,847 331) .0078) 113 
140 135.3) .0846 101.9 229,543) . 5,147] 185,818 ’ 5 5 41,724) 6, -0959) 113 


4 wy is in Madison and St. Clair Counties. Before using these figures, see explanation page 11. 
A and A See end of state for SM Metropolitan County Areas. © SM, 1954. 
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SALES MANAGEMENT 


This Helpful Market Analysis 


will aid you in selling 


THE QUAD-CITIES 


e Quad-City population nearly 1/4 million people. 
e 57% of these people live on the Illinois side. 


e The Quad-Cities rank third (including Chicago) 
among the 11 standard Metropolitan Areas in 
Iowa-Illinois. 


Turse and many other details of the Quad-City 
Market are included in this new brochure now avail- 
able. 


Because the Quad-City area is unusual in its com- 
Ask one of these media for your copy position of 4 cities in 2 states, the authors have en- 


deavored to give the facts in a straightforward 
THE ROCK ISLAND ARGUS _ Rock Island, Ill. manner—to enable you to make a sound decision on 


THE MOLINE DISPATCH _. . Moline, Hil. your advertising expenditures in the Quad-Cities. 
WHBF am—fm—tv _.. _. .Rock Island, Ill. Write for your copy—to one of the media listed here. 


COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, 
Effective Buying Income, retail sales, buying power index, farm income and value added by 
manufacture are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 
part, may be granted only through written request to SALES MANAGEMENT, INC. 


You Need SS 
~ 
to Reach the Rich Central Illinois inde 


% Almost $700,000,000 Effective Buying % Metropolitan Springfield’s Population 
Power in Metropolitan Springfield and 135,300 and total for Sangamon and 
Adjacent Counties. Adjacent Counties 446,000. 


% WTAX dominates this rich market with 48.6% of 
Listening Audience (Hooper Oct-Nov. 1953). 


CBS Radio Affiliate WT A X Springfield, Illinois 


WTAX-FM 
REPRESENTED NATIONALLY BY WEED & COMPANY 
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HERE IS A BREAKDOWN OF HOW THE 
SPRINGFIELD, ILLINOIS, MARKET IS 
COVERED SO EFFECTIVELY BY THE 


Hlinois State Jofnal and Register 


Circulation 

Occupied A. B. C.— % of 
County Dwellings 9/30/53 Coverage 
Gees. ocecsécee: ee 2,415 50.9 
Christian .... 12,014 3,757 $1.2 
Greene ...... 5,913 1,404 23.7 
LORZAR cccccce 8,043 2,101 26.1 
Macoupin .... 14,276 6,851 47.9 
Miasem cccccee - 4987 796 16.1 
Menard ...... 3,019 2,452 81.2 
Montgomery . 10,514 2,552 24.2 
Morgan ...... 9,660 1,802 18.6 
Sangamon .. 40,659 46,700 114.8 
Scott 2,310 387 16.7 


Total ........ 116,086 71,217 61.3 


Total City and Retail Trading Population 
(A.B.C.) 412,548 


MOTE AAs OME PLACES mavens CouD OF mone Porson O 


nn. Sem WEST-HOLLIDAY CO. INC 


National Representatives 


LLINOIS— (Continued) Tee ccinate ee SALES DARAGEMENT. 


SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


POPULATION 
ESTIMATES INCOME ING 
BYP 1/1/54 CLD Ustimares—toss BYP ESTIMATES—1953 CONTROLS 


FIVE STORE GROUPS 
thousands of dollars—add 000) 


Metro. 

COUNTIES _[politan 

CITIES Area - - (in Buyi 
et y ty ing 
of li P Dollars of Cap- | Power 
S.A. (add LY 000) .S. Furn.- Auto- Index 
000) . | House- | motive 
Radio 


U 


ASpringfield... . - 0523 . 146,475 9,628} 38,988 


9,804) . é 1,337 


9,298) . , 2,346 
29,280) . J 4,520 


12,630) . A 1,168 
65,233) . ° . 10,617 
39,034) . ¢ 10,128 
141,864) . ’ ’ 13,888) 
40,670) . ‘ »62 7,495 


17,125) . ‘ 3,612 
137,817). ’ 20,541 
63,468) . ° 14,877 
21,994) . ° 4,315 
15,523) . 14,523) .0085 7 4,110 


31,086) . 26,915) . 7,504 
10.3) . . 14,616} . , 19,631). 6, 386 
14.2) .0089) i 15,554 11,933). 1,900 
20.6} .0129 , X 22,965) . , 19,009). 6,726 
6.5| .0041 . 8,418} . Y 13,967| . 6, 405 
A and A See end of state for SM Metropolitan County Areas. 


Before using these figures, see explanation page 11. 


Table of Contents is on Pages 1, 3 and 5 


SALES MANAGEMENT 


Look at thee BEAL Danville 
Population 53,427 


The tables below are based upon old outgrown corporate city limits. Danville’s sales per capita 


The A.B.C. City Zone of 53,427 population best represents the densely <a Sal big area fiscY 
populated urban area. 


In Total Retail Sales by 49% 
Indeed the new multi-million dollar cellophane plant of the Olin In Food Store Sales by 18% 


Corporation is being built nearly six miles from downtown Danville, in General Merchendice Store Seles by 70% 


; F i In Furniture-Household-Radio Sales by 124% 
just across the state line in Indiana, but it will further expand by In Automotive Sales by 42% 


600, the Danville area’s industrial employment which grew 163% in In Drug Store Sales by 121% 
the last 10 years; and the purchasing power of its industrial payrolls 
which expanded 573%. e 


This new industrial city in the midst of the rich Corn Belt keeps A.B.C. City Zone population has in- 


. : ereased 45% in 10 years; City Zone 
at home the labor and the earning capacity released by farm creation 0% ¢ Goninil Adeertiing 


machinery. Rate only 27%. 


DANVILLE COMMERCIAL-NEWS 


Evening A Gannett Newspaper Sunday 


Represented nationally by J. P. McKinney & Son New York . . Chicago . . San Francisco 


Tee ccltmate, ty SALES: MARAGEMENT, ILLINOIS — (Continued) 
OPe ESTIMATES 
BYLD 1/1/34 


tag od IVE BUYING RETAIL SALES 


ING 
a JM ESTIMATES—1953 @D ESTIMATES—1953 CONTROLS 


COUNTIES |politan 
CITIES Area 


IVE STORE GROUPS 
(in thousands of dollare—add 000) 


Buying 

Power 

000) .S. General Auto- 

Food motive 
Radio 


19,551; . 4,147 3,522 
60,241) . p 13,832 9,987) 
26,319) . 6, 062 A 5,728 
171,361). A 45,941 33,291 
122,611) . 29,704 26,115 


39,050) . ‘ 10,300 ; 9,186 
14,413]. 3,404 4,297 
14,870]. 3,165 i 4,660 


Before using these figures, see explanation page 11. 


Not a REview ... but a PREview 


of next month’s retail sales volume in more than 200 cities. In every first-of-the-month issue SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in leading U. S. Cities. We give the sales volume, the 


percentage of change from the same month last year and its relation to the national change for the same period. 
The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spot 
Cities” alerts you to changes in the making . . . each month. 


MAY 10, 1954 


i. 100™ City in Population 
9 15™ IN TOTAL POSTAL SAVINGS! 


Rockford, Illinois, 100th City in the U.S.A. population- 
wise, is: (1) 15th in Total Postal Savings, (2) 31st in 
Per Capita Income. Retail sales for the year ending June 
30, 1953 were $215,238,977. This rich industrial and 
agricultural market area can be reached most effectively 
by advertising in the Rockford Morning Star and Rock- 
ford Register-Republic. These daily papers have more 
than 309 coverage in over 100 towns receiving home delivery! 


AT THE TOP 


ena 105,438 CITY POPULATION 
441,222 A.B.C. RETAIL TRADING ZONE 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 


BEST TEST CITY IN 
THE MID-WEST 


| L L | N Cy iu s— (Continued) “The “SM” symbols mark original, exclu- 


nr A ES : * ee Rn | re ive _ esti ‘imates by SALES MANAGEMENT. 


ar SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


PULATION 
oe NCOME 
aM EVD Estimates —1953 @ ESTIMATES- CONTROLS 


M, 
COUNTIES i > a taal Spa: ~~~ FIVE STORE GROUPS i See tales 
CITIES 


Coun- (in thousands of dollars—add 000) | 
% ty A Sovine Qual- 
| of Sales | | Pow 
sands) | U.S.A. i U.S.A. ita ily U.S.A.) Per | General | Furn.- Auto- index 
000) Fam-| Food Mdse. | House- motive 
| | ily Radio 


Winnebago 164.6 .1028 52.7'137.6 300,078| .1220/1,823 5,694) 233,928, .1359| 4,439) 54,723) 24,528, 14,541) 43,296 
ARockford 107.5 0672 34.9 205,003’ .0833)1,907/5,874 201,801; .1173 45,753 24,045 13,084 40,127 
Woodford 22.2, .0139 6.8 31,626, .0128)1,425/4,651 22,751; .0133| 3,246 4,629 359 oes) 7,112 


Total Above Cities 5,888.2) 3.6791 1,848.8 11,974,387 4.8670)2, 034/6,477] 9,135,916) 5.3101) 1,921,031,1,521,625) 463, 149)1,670, 143| 265,761 


State Total 9,042.2) 5.6507 2,846.4 7148.0|16.684,327 6. 731811, 845 5,862|11,352,340, 6.5984, 3,988 2,487,503|1,614,801| 530.830 2,048, 840|308,087] 6.5005] 115 
»— AE <a ore 
~] 5,760.6. 3.8001 1,794.4)5835.1 7,765,484 4.5136) 4,328 1,686, 753)1,338,876 362, 564|1,248,348|225,058] 4.5018 
Davenport-Rock | " | | | 
Island-Moline. 246.8) .1842) 76.9| 207.3 ,975| pee A 5,773 ,386| 1839] 4,114) 67,137] 39,804) 14,836] 69,219) 8,970] | .1762 
Decatur 106.4) .0665| 34.5 80.7 ,599| 0730/1, 688/5, 206 .0795| 3,963} 28,980] 18, on 7,382) 30,875| 2,951] .0736 
| | | | 
| | | 
Peoria... 265.8) .1661) 83.4| 201.4 .1954|1 , 809/5, 765 046) 1743] 3,598) 70,649) 40, rT) 17,123 7,199) .1831 
164.6} .1028| 52.7| 137.6 ’ .1220/1 ,823|5,694 ‘928/ .1389| 4.439| 84,723) 24,528] 14,541 ,296| 6,104) .1224 
135.3). 44.6) 101.9 ,543| .0933/1,697'5, 147 818| 1080 4,166) 37,595 19,344] 9,698) 6,030]  .0959| 
ee Fae | | 
77.7| .0486| 24.6| 45.3 .0528 1671/5, 276 0647) 4,528| 21,735, 10,981) we ; 0556 
Tas 
117.3 , 31.5] 77.3 .0848|1,774|6,616 .184|  .0745| 4,068} 24,596 ; .0794 


86.9) . 28.2) 51.0 17.817 - 0560/1 , 586 |4 , 887 i .0611| 3,730} 22,651 915) -0572) 105 
| } 


} 
68.6, . 22.3, 47.9} 92,517 0871, 240)4, 149 72,348) 21] 3,244) 15,606 . : 0400, 93 


= 


7,030.2 4.3935 2,193.1 8485 .5)14, 14 146, 5.639 5. 7506 2, 012 6, 451] 9, 9,355,454, 5. 4376, 4, 266\2, 030,425 1, 526,975 444, 4.6621, 577 , 986 | 269, 068; 5. 3852 123 
Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


Ly PEORIA .. . richly diversified 
Ob VIOUS, / (4 . “A top test market” — 
’ THE ADVERTISER MAGAZINE 


SALES MANAGEMENT 


OUTSTANDING . . . SOMA) 100. 


. and an enlarged version of our small 
cities. 
You can reach this LARGEST MARKET 
IN ILLINOIS (outside Chicago) with one 
nass medium—WMBD. 
433,200 


POPULATION _.. 

EFFECTIVE BUYING INCOME . $730,044,000 
FOOD SALES 110, 

GEN. MDSE. SALES 


HOUSEHOLD SALES 
AUTOMOTIVE SALES 
DRUG SALES 


PER FAMILY. INCOME 
PER CAPITA INCOME 


(* Peoria County only) 
All fiqures based on WMBD-S.A.M. coverage 


PEORIA 


All statistics from 1954 Sales Manage- CBS Radio Network * 5000 Watts 


ment Survey of Buying Power. Further Free & Peters, Inc., Nat'l. Reps. 
reproduction not licensed. 


LLIN O1S— G&D Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 NET INCOME GROUPS, 1953 


OR a SRE or Mere Rex ; ARE: PMT ~— 
$0-2,499 $2,500-3,999 | $4,000-6,999 |$7,000 & Over COUNTY $0-2,499 | $2,500-3,999 | sasee-a.see $7,000 & Over 
lo To To | X % % % 


% Dol- | % Dol- | % Dol- | % % -| % ’ % o.! 
| Units lars | Units lars | Units lars | Units Units lars | Units lars ' 


8.7, 

21.7 

9.7 
29.4 
30.7 
32.5 
24.8 
14.1 


COUNTY 
| 


| Map Code 


Ee 


| 26.7 35.8 | 9.3 ‘ Hamilton 9 | 54 
} Hancock . ; .3 | 39. 
| Hardin... . 41 
Henderson ; 30 
Henry... -7 | 23. 
Iroquois -5 | 29 
Jackson 7) 41 
Jasper -8 | 45 


25.1 


mo 


Alexander 


| 99.3 
| 


6 
0 


Bond 
Boone 
Brown 
Bureau 
Calhoun 
Carroll 
Cass 
Champaign 


9 
8 
1 
3 


oe ee ee 
Sewnuwavee® 


Jefferson 
Jersey. . 

Jo Daviess. . 
Johnson 
Kane. ... 
Kankakee 
Kendall. .. 
Knox. 
Lake.... 

La Salle 


~1 


22.8 
16.6 
25.8 

6.9 
45.8 
38.6 
32.3 
31.8 
48.1 
38.8 


aceon eee 
Se 


Christian 
Clark. . 
Clay 

Clinton 
Coles 

Cook 
Crawford 
Cumberland 
DeKalb 


NAo we S & 


sue oocoen ow 

c) 4a 4 

NeOonwnarneane 
nwo 


Lawrence . 33. 24.; is 33.5 m ; 22.6 
Lee...... ‘ a" . | 36.6 | 3 38.0 
Livingston > 8 | 29 6 | 32.6 3. 36.8 
Logan..... 5 4 2 | 27. | 29.: 2] 12. 35.6 
McDonough. . a a y 3. | 7.5 23.0 


a 
Sento eas 
geeeeseREe sees! 
bs b&b oe ie 


4 


S 


6.3 | 
27.4 
32.0 
27.4 | | 
27.8 | 
24.1 | 3% 
33.3 | 2 
21.2 | : 
29.5 | 


4 


McHenry. 121.6 8.3 | 22.6 13.7 | 37.9 36.7| 17.9 48.3 
McLean. .. '2| 31.3 9.4| 26.8 20.0| 28.8 33.3| 13.1 37.3 
17.8 | 37.1 40.1/| 14.1 35.6 
22.9| 32.9 43.0| 9.0 23.6 
15.6 | 42.0 43.9 14.1 34.9 


Ne owreavw wane 


Fulton. ..... 
Gallatin 


eSultacouae 


Nwe on owene 


eS 
a oe 


= 
w 
oo 
eo 


—-KAemarerou nan 
@eroneonaese 


22.5 39.1 , 28.1 
21.1 36.2 | 12.9 33.6 
23.3 | 37.2 | 11.6 30.2 
33.7 | 16.6 30.6| 3.56 11.3 
© SM, 1954. Before using these figures, see explanation page 11. 
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Greene... : -1 | 40.3 ; 31.9 | 
Grundy...... 4 17.1 | 39.2 


ILLIN '@) | S isan (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


NET—INCOME GROUPS, 1953 NET—INGOME GROUPS, 1953 


Con- 
$2,500-3,999 | $4,000-6,999 COUNTY $2,500-3,999 
% Doe | % ok Dai 
Units Units lars lars 
30.7 27.4 33.2 
27.8 28.7 37.8 
31.4 33.5 41.7 
24.9 35.6 


24.4 31.8 
29.6 36.4 


_ 


38.7 
23.8 
27.4 
21.9 
20.4 
14.6 


_ 
—-— © oO © tw 
-oowar- 


34.8 40.4 
37.9 38.3 
24.9 37.0 
26.6 31.6 
20.9 32.6 
10.8 23.5 
11.4 22.2 
26.7 34.7 
25.5 35.2 
29.2 41.4 


36.7 
23.3 
21.5 
27.7 
34.1 
27.9 
21.9 
20.1 
12.9 
32.3 
neaa . 13.9 
45.2 45.5 | 14.8 ° ° . . 2 20.6 
32.9 41.1} 10.1 
24.1 35.6) 7.3 . : ° \e 3 14.9 
13.5 ° 5 ° 5 -0 19.2 


IND (Other East North Central States: 
IWineis, Michigan, Ohio, Wisconsin.) 


— 


SEBRSRS 


ecoSeerwskeaad 


ae ewewmrae Oe td @& 


Indiana state map—page 360 | ¢, Nomser or Ovrrets ‘ol NuMBER OF OUTLETS 
City GM D City County GM | FHR 


z 


CRA KP AKLAwWkS OW 


24 
23 
9 
19 
F 14 
Marion..........G : 28 
Michigan City... : 24 
20 
44 
26 
16 
9 
12 
10 
13 
7 
23 
8 
11 
10 
15 
81 
49 
10 
17 
9 
13 
11 
13 
4 


Ne 


Nh 
MANIAWANUABDBAONA 


0 
6 
7 
9 1 
5 
5 
3 
3 


nw in 


Crawfordsville. . . 
Crown Point 
Wes. ik tee 


_ 
— 
ASwrUunun 


w 
nN 
or kr F&F OOwW~ 


iS] io 
SIAOA— Ao 
bw 
Pur AOU SOMA DAM » & S13 OO 
os -¢ —_ 
oun > 


a 


nN 
OlomudwzHkunadea 


Jeffersonville 
Kendallville: .. .. ’ 
Kokomo ; 124 


Before using these figures, see explanation page 11. 


Winchester... .. ‘Randolph. 
SM, 1954. 
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Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 
tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 


be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


SALES MANAGEMENT 


You Don’t Have to Dig for It— 
rors wav IT’S RIGHT HERE! 


A Summary of 
INDIANA $ 


so Indiana’s Golden Zone Market 


(AS PUBLISHED IN THIS ISSUE OF SALES MANAGEMENT) 
Fort Wayne Metropolitan 
Area Retail Sales: Data you want on the 13-county (ABC) Fort Wayne Market in North- 


26% ABOVE U. S. Average eastern Indiana and Northwestern Qhio with blanket home-delivered 
coverage daily and Sunday: 


WRITE FOR Population Sees Nave he 416,400 Food Sales $124,279,000 
GOLDEN ZONE Families Re 149,500 Gen. Mdse. Sales . . 59,612,000 
MARKET BOOK Total E.B.1. ........ $758,860,000 Furn.-HH-Radio ...... 29,085,000 

P E.B.I. per family... 5,076 : 120,483,000 
Facts on Fort Wayne Retail Sales 578,740,000 


and its 13-county Retail Sales per family ae. = —.— fide Management, 5-10-54) 
area. Complete data 
on Monthly Grocery eee a ey 


Inventory and other FORT WAYNE NEWSPAPERS, “ING. 
merchandising aids. 
The News-Sentinel | “THe JOURNAL-GAZETTE 


eer * New York - Chicago - Detroit 


sive estimates by SALES. MANAGEMENT. |N DIAN A— (Continued) 


is s EFFECTIVE BUYING RETAIL SALES 
yin Cc 
"SH CLD Estimates—1os3 BYP ESTIMATES—1953 


COUNTIES i FIVE STORE GROUPS 
CITIES Ur . (in thousands of dollars—add 000) 

of Cap- 
U.S.A. : . Auto- 
Mdse. motive 


4,885 
3,433 
64,737 
50,046 
6,073 
5,343 


3,140 
3,940 
3,643 
4,270 
3,436 


5.9 
16.8 
40.3 
22.2 


276 
4,005 
10,545 
8,770 


eee e35es 23928 


58.1 
17.7 
23.8} .0148 
8.9] .0056 
30.7) .0192 
15.5} .0097 


$2 


9.3) .0058 
27.4) .0171 
11.7; .0073 
26.4) .0165 
18.8) .0118 

7.0; .0044 
27.0) + .0169 

6.1] .0038 


A and A See end of state for SM Metropolitan County Areas. Before using these anaes see explanation page 11. 
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2skes = 


-=— = 
w 
= 
= 


- 


a 


INDIANA 


1950 Net Effective Buying Income 


pe In excess of $150 Million 


$75 Million to $149.9 Millior 


ee $40 Million to $74.9 Million 
$15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 
and over 


BEast Chicago 
N 


—_— 


BENTON 


i 


CFOUNTAIN 


=. VERMILLION 


ST HOWARD 


Kokomo 


SS AMUNTINGT 


of weus 


Huntington §::: 


Bloomington 


KNOX 


Vincennes 


PIKE 


DUBOIS 


Scale of Miles 
25 50 


One Inch Equals Approsimotely 3 3 Miles 


LAWRENCE 


New Albany 


Sales Mosagereal 


i | 


SALES MANAGEMENT 


no’ PIG-IN-A-PQKE" 
when you buy 


THREE OF THE LARGEST FOOD CHAINS 


whose total volume equals 56.7% of the 
retail food sales in Indianapolis find WIRE 
their radio buy in this rich market. 


THE TWO LARGEST DRUG CHAINS 


in Indiana use WIRE exclusively for their 
radio advertising. 


LOCAL ADVERTISERS IN ALL TYPES 


of business find WIRE an effective way to 
deliver their sales messages in Indianapolis. 


IT'S AS SIMPLE AS THIS... 
These major outlets sell your merchandise . . . then 
why not TEAM UP for that EXTRA sales punch so 


necessary for increased distribution and fast turnover. 


1430 KC 
Primary NBC 
, 5000 Watts 
INDIANAPOLIS, INDIANA 


NATIONAL REPRESENTATIVES — FREE and PETERS, INC. 


MAY 10, 1954 


When 131 Manufacturer and Advertising Agency rep- 
resentatives cooperated with the editors of Sales Man- 
agement Magazine in pooling their experience and 
opinions on planning, operating and drawing con- 
clusions from test market campaigns, Muncie rated 
as shown below as “best for testing’ in a specific 
grocery product problem. You'll always find Muncie 
one of the leaders. Muncie families have more money 
to spend for your product (SRDS reported $5,869.00 
per family) 15.2% above Indiana average and 17.4% 
above National Average! 


in Indiana in population group 
(2nd regardless of population) 


(4th regardless of population) 


THE MUNCIE STAR-THE MUNCIE EVENING PRESS 
THE MUNCIE SUNDAY STAR 


Combined Circulation 47,439*—Sunday 29,026* — Represented Nationally—Kelly Smith Company 
*ABC Audit Report Ending June 30, 1953 


The “SM" symbols mark original, exclu- 
i 2 -ass ot es estimates es_by SALES ee 


om ES AND 
Srrenrwe f aurea RETAIL SALES ADVERTIS- 


ING 
e ESTIMATES- —1953 ESTIMATES—1953 CONTROLS 
COUNTIES i l l l l l FIVE STORE GROUPS 
CITIES {Urban | (in thousands of dollars—add 000) 
Net 7" l Buying 
Dollars } Power 
(add S.A. 000 \ General Auto- Index 
000) Mdse. | House- | motive 


Delaware... 4) .0608) .9) 64. 159,531 10,605 20,910 
AMuncie. . A} 038% . 103,015 10,464 18,230 
Dubois.......... 8. 9} 9. 30,197) .0123/1,218 c 1,031 6,129 
Elkhart......... a ‘ 157,400 .0639|1,749)5, ‘ J a 8,323 29,311 
AElkhart... 9} .0237 5 72,200} .0293/1,905 . ‘ : 5,350 16,767 
Goshen....... |. ‘ 21,911} .0089/1,623)4, \ 4 . 2,315 5,708 
Fayette... 6) .7) 17. 40,111) .0163/1,567 y i a 1,484 6,594 
Connersville .8|  .0105) 2} 27,401) .0111/1,631|5, 269) : ’ 1,421 5,747 


; d 15.1) 35.2 71,277; .0290)1,485,4 ’ ° . - 2,565 2,851 
New Albany... 5.03 11.3 51,750; .0210)1,500) 4,580) . d p 2,405 9,425 
Fountain. . . | 6.1) 4.0 23,706; .0096/1,303/3, 886 ¢ ’ J ’ 427 4,680 
Franklin. . wd 4.5, 2.7 16,219} .0066) 965)3,604) . A 597 _ 1,257 
ES 3}. 5.5| 5.1 23,607 -0006)1,386/4, . ‘ A 1,549 3,992 

Rochester... .. -1} .0032 1.6 7,283) .0030/1,428)4,552 ¢ A . 1,058 
Aand A See end of state for SM Metropolitan County Areas. © SM, 


476} .0101 
-0072 
-0108 
3,413 233 .0046) 144 


Before using these figures, see explanation page 11. 


\The Sruth About A $187,000,000 Market! 
=“ “ELKHART COUNTY, INDIANA. 


Siveng Guylag Power Stenved Agetaet Setheck by Stewie’ Guteegehe. 
..- FIRST IN WORLD — Musical instr M 
..~ FIRST IN WORLD  — Traiter Manufacture 
... FIRST IN INDIANA _ pouty, Deiry, Grain Production 
° Shipshew:.na . ++ FIRST IN INDIANA _ new York Central R-R. Mainline Division Pint 
@ELKHART .» + FIRST IN INDIANA — Largest Single independent Super Market 
© PEs ««»-MAJOR WORLD — Pharmact Masufacture (Miles’ Alka- 
v Middlebury yj Seltzer, Whit: hall) 
Gukp : -+»> MAJOR U.S. — Radic and Television Controls Manufacture 
Goshen @ ; (Consumer Spendable Income, $16,942,000 — 1954 Consumer Markets) 


Che Elkhart Eruth 


Coverage of Elkhart County's Greater Coverage Than Any Oth- 
70%) = Multi-Million CS.1. Market by the 84%) == a Hewyner Sli tn Ete 


LL, BREWER & KENT, ING., New York, Boston, Chicago, Los Angeles, San Francisco, Greensboro 


SALES MANAGEMENT 


TS 


HAMMOND e 
EAST CHICAGO 
5 MARKET 


—— 
ZZA\ Za 


o 


- 


(WN Wwe " 


time record! 
Early 54 building starts up 23%! 
$100,000,000 expansion in Oil, Gas, Steel 


hs 


HAMMOND—EAST CHICAGO AREA 
CONTINUES PHENOMENAL GROWTH! 
City Zone new building over $40,000,000 in °53, setting all 


Huge new Woodmar Shopping Center to be ready by Fall! 


This 


Thriving Dual City’ Market 


is Indianas 2nd Largest ABC 
City Zone, 200,000 Population! 


This amazing area continues as the bright star of the mid-west .. . 
fast-growing, vigorous, diversified . . . with family income $2500 over 
national average. Here 4 of every 5 families read “The Home News- 
paper of the Calumet Region.” 


THE HAMMOND TIMES 


HAMMOND, INDIANA 
Represented Nationally by BURKE, KUIPERS G MAHONEY, INC. 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


INDIAN A— (Continued) 


POPULATION EFFEC}IVE BUYING 
C”, 
JM Bh CLD Esti Ma TES1983 


RETAIL SALES 


ESTIMATES—1953 


COUNTIES 
CITIES 


Dollars 
(add 
000) 


FIVE STORE GROUPS 
(In thousands of dollars—add 000) 


General 
Food 


53,626 


31,305 
46,163 
11,130 
30,100 


19,684 
42,675 
74,299 
31,388 


95,465 
69,514 
45,982 
24,963 
32,831 
14,443 


23,361 
32,249 
11,492 
24,723 

9,797 


13,089 
42,610 
10,373 
59,782 
29,930 


47,870 
11,772 
17,555 
774,399) 
$00,017 


266, 123 
199, 184 
100,833 
21,141 
11,514 


128,790 
46.020 
33,507 
44,207 


18,675 


8222 S285 S822 


SeesS3s 


—_——_— — st 
weaeaoao 


-0122)1,567/4,751 


.0195|1,384/4,.274 
.0048] 1, 549|4, 528) 
-0071/1,111/3,901 
-3148/1,923/6, 

.1220|2,007\6, 897] 


- 1082) 1861/6, 367 


-0810/2,110/7, 


-0410} 1, 830/6, 634 


-0086 
-0047 


-0523 
-0187 
-0136 
-0180 
-0076 


2, 249/7, 
1,799/6, 


1,546/5,111 
1,560)5, 
1,588/4, 
1,263/4, 
1,459/4,4 


35,844 
18,817 
65,537 
48,821 


22,275 
28 ,664 
14,399 
19,243 


11,683 
16,539 
46 ,635 
31,756 


61,614 
55,536 
37,099 
27 ,638 
30,901 
20,951 


18,567 
21,589 
13,035 
20,379 
17,678 


10,791 
25,605 
13,325 
51,145 
37,901 


38 955 
18,998, 
11,478 
498 ,675 
219,706 


197 ,442 
147,548 
72,158 
18,703 
14,414 


90,549 
42,597 
36,149 
33,218 


25,307 


7,849 
3,704 
14,723 
10,022 


6,089 
5,725 
2,878 
4,868 


2,278 
3,434 
13,381 
9,690 


13,423 
11,867 
8,518 
6,447 
6,714 
4,057 


4,178 
5,048 
2,702 
4,395 
3,204 


2,658 


MAY 10, 1954 


Before using these figures, see explanation page 11. 
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ANDERSON-A Potential Metropolitan County 


Corporate City Population Now 54,800 — ABC City Zone 58,265 


INDIANA’‘s 7th METROPOLITAN MARKET Anderson Newspapers cover not only Anderson itself, but 
all of Madison County with its thousands of industrial 
(MADISON COUNTY) 


workers in 148 plants which include G. M., Greer Steel, 
Population .. yea 111,300 Anaconda Wire & Cable. And this market includes pros- 
ous farmers with incomes well over the national average. 
te $116.028.000 perous 
ne ie : a ee FULL MERCHANDISING FACILITIES 
ective Buying Income ae CIRCULATION 
. . Morning & ser d Se ...- s+ 35,661 
Look At The Quality of Market Index: dae 18,926 
U. S.A. BULLETIN and HERALD 
Indiana 


ANDERSON, INDIANA 


Represented by The Allen-Klapp Co. 
(New York — Chicago — Detroit) 


INDIANA— (Continued) ___five estimates by. SALES: MANAGEMENT, 


™ Sc Rat rata rem e2 “SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


y ESriMares ING 
77) SYD Ustimares—1953 ESTIMATES— 1953 CONTROLS 


M ‘ 
COUNTIES ; FIVE STORE GROUPS 
CITIES Urban: | } (in thousands of dollars—add 000) 
Total % Fami- % Qual- 
Popu- 


(thou- of lies ity 
sands) cars 8. .S.A.| Per General Y Auto- In- 


Food lo motive dex 


= ae a ores 


| 
Madison... 111.3). 35.5 68.9 081, . ’ 116,028; . . 27 ,008 . 103 
A Anderson. . 2 h | 18.4 3,215) .0379)1,701)5, 77,494). 17,047 \ ‘ 115 
Elwood ee . = , 305} .0074)1, 15,136). 3, 80% : J : 108 


Marion ’ a. 1548.9 | 1,166, ' 841,320) . ' 173,881 . .4580} 124 
Alndianapolis 5] 2747 ,057| .3512| 785,862). 154,152 y 134 
Marshall... 5. 8) 10. gz 37,941| .0220) 3, 6,968 .0210| 107 
Plymouth... .. my 3] $,227| . 18,690}. | 3,539 
Martin ur .2| 0070} 3.3)... ‘ 6,205) . | 1,860] 


Miami. on y .4) 13. At } 28 803 
Pm. in ae i y F 22,003 


Bloomington. . 1] .0182 .3| ,862| \6, 39,901 
Crawfordsville 3.5) . 5} 127). 22,815 


1, 145|3, 664 22,202 
1,451/4, 13,015 
32,901 
15,574 
2,693 
° 11,937 
11,974, «. | 7,439 


17,833) . 12,050 
18,051) . 14,661 
16,008) . (2,181 


=" 


$29 832288 


‘ 72,476) . 40,962 
0081 3.8) 18,163) . é 20,441 
.0125 .2) 6. 23,001) . : 17,270 
.0082 T eee 17,534). 14,131 


: 
28 885 8583: 


S8se 8AB BRB 


S 
825 
= 
8 


ey oil 9) 7. 28,204) . 24,976 
Greencastle. . ; 0042 ; 8,002; . . 15,762 
Randoiph........ 8) .0174 .2) 9. 38,483) . | 35,843 
Winchester... . x .0036 d 9,667) . x 20,304 
ss a .0121 r ; 20,007) . : 20,592 

, ~ 2) 7. 28,315). | 20,989 
7.1; .0044, 2.2) 10,806). 522\4, 16,080 


Aand A See end of state for SM Metropolitan County Areas. ; Before using these figures, see explanation page 11 
364 SALES MANAGEMENT 


FOR FACTS ABOUT 


Consumer Preferences 


‘ in 
» Indianape! 


“eras 
yerropolite” ire 


GET THIS VALUABLE BOOK TODAY! 


Next to the facts which prove the 
Indianapolis market is big, and its 
citizens spend plenty of money, the 
most important facts are what they 
spend it for. That’s the key to effective 
selling, promotion and advertising in 
any market! 

You'll find some important facts 
about market size and wealth in the 
column at the right. And for the latest 


record of consumer preferences and 
buying habits in approximately 200 
product classifications, send for the 
9th Annual Consumer Analysis of the 
Indianapolis Metropolitan area! 
Compiled and published by The 
Indianapolis Star and The Indianapolis 
News, it’s one more valuable tool that’s 
yours for the asking to help you sell 
your share in this top-priority market! 


KELLY-SMITH COMPANY -: NATIONAL REPRESENTATIVES 


* Consumer Income Supplement, 1953, Standard Rate & Data Service. 
** Sales Management, Survey of Buying Power, May 10, 1954. 
*** 1954 Consumer Analysis of Metropolitan Indianapolis, and Electrical World, January, 1954. 


THE INDIANAPOLIS STAR 


YOUR FIRST TEAM 


Pan SALES: £N 


THE INDIANAPOLIS NEWS 


MAY 10, 1954 


Average per 
is $6943, ae ata claeane 
over 400,000.* 


$ $ $ 


Retail Sales per Family were. 
22.4% above the national 
average last year.** “ 


Sales per household of furni- 
ture, TV sets, and radios were 
25.9% above the national 
overage in 1953.** 


$ $ $ 


In 1953 Automotive Store Sales 
per Family were 43.3% above 
the national average.** 


$$ $ ‘Sh 
General Merchandise Store 
Sales, in 1953, were 75.4% 
above the national average, on 
a per family bosis.** 

$$ $ 
Retail Drug Store Sales per © 


Family were 83.3% above the 
national average in 1953.** 


$ $ $ 


Sales of ironers were 63% 
ahead of the national average | 
during 1953.*** 


$ $ $ 


Electric roaster sales ran 53% 
ahead of the national cvernry 
last year.*** 


INDIANA 


TO SELL THE 
SOUTH BEND MARKET 
IT TAKES THE 


SOUTH 
BEND, 
IND. 


CBS + NBC 
CHANNEL 34 DuMont 
What a Market! St. Joseph County... the heart of this rich market . . . tops all 
Indiana Counties with an Effective Buying Income of $6,619* per family. 

Total Effective Buying Income for the 9 Northern Indiana Counties and 3 Southern 


Michigan Counties blanketed by WSBT-TV is a whopping $1,204,383,000!* 


What a Station! You can count on results with WSBT-TV, Channel 34. It’s 
America’s Outstanding UHF Operation with FIRSTS like these: FIRST UHF on 
air in Mid-America. FIRST UHF live studio telecast — anywhere. FIRST to 
televise four 1953 home games of college football. FIRST with 100,000 authenticated 
Channel 34 sets. * Source: Sales Management Survey of Buying Power, 1954 


ASK PAUL H. RAYMER COMPANY, Inc., National Representative 


INDIAN A— (Continued) dive estimater by SALES: MANAGEMENT, 


SALES AND 
POPULATION te A NG RETAIL SALES ADVERTIS- 


ESTIMATES A ING 
BYP 1/1/54 BYP ESTIMATES—1953 GZD estimates—t983 CONTROLS 


COUNTIES |p agi ete AEG DY FIVE STORE GROUPS = 
CITIES (in thousands of dollars—add 000) 


General | Furn.- 
Mdse. | House- 
Radio 
1,997 304 , 668 ‘ 0 19,319 
2,136 236 ,579 16,363 


1,966 39,670 1,766 
1,051 13,147 ° 941 


Food 


1,448 30,003 1,701 
1,527 23,721 1,445 
1,031 12,721 
1,218 18,620 


1,348 23,531 
1,153 20,378 
999 4,214 
71 


° 87,010 
095 69,267 
290/4,213] 11,935 


1 
‘ -0308)2 
-0100 . \° -0084)1 : 
-0043 . -038/1,369/4,971| 6,303 : 3,317 


* In future issues, Lafayette-West Lafayette will be listed as a multiple city, popvlation in excess of 50,000. : ) SM, 1954. 
A and A See end of state ivr SM Metropolitan County Areas. Before using these figures, see explanation page 11. 


To be sure that you’re basing your selection of markets and media on all available factors, 


study both the Survey data and the Survey advertisements. 


SALES MANAGEMENT 


TOPS, ANY WAY YOU FIGURE IT! 


Look at income figures from any angle—greatest per- 
centage of high income spending units (net incomes of 
$4000 and up) —average family income—and median 
personal income. You'll find that South Bend, Indiana 
leads the Nation in all three! South Benders have the 
money to buy—and they use it! Get all the facts. Write 
for free market data book, ‘“Test Town, U.S.A.” 


Che 
Soulh Mend 
Ort bu nN e 7 Counties, i/2 Million People 


F. A. Miller — Pres.and Editor Franklin D. Schurz — Secy. and Treas. 
STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


INCREASE IN NUMBER OF “POTENTIAL” METROPOLITAN AREAS 


With this edition of the Survey, 8 “potential” metropolitan areas have been added, bringing the total 
number to 233. “Potential” areas are those which are near metropolitan status and probably will attain it 
long before official recognition catches up with them. In each case the central city is just short of the 


necessary population figure or is such an important trading center that retail sales exceed that of some 
cities on the official list. 


TO GET 100% COVERAGE IN THIS RICH 
NORTHWESTERN INDIANA MARKET 


: You MUST Use the 
LAFAYETTE JOURNAL & COURIER 


| in addition to the 6 leading metropolitan dailies 
Deaaectae Above tl Covsten. Lafayette Journal & Courier coverage 
Total coverage of 6 metropolitan dailies* ....35.4% 


Yes, the Northwestern Indiana market is a “fringe area” as far as 
metropolitan newspapers are concerned. Advertisers who hope to cover 


this market by using only “big city” media MISS ALMOST TWO OUT 
OF THREE homes in this area. 


The Journal & Courier’s dominating coverage of its A.B.C. Trading Area, 
plus a 92% saturation of the Tippecanoe County Metropolitan Area 
makes this paper an indispensable medium in presenting your product’s 
sales message. 


fail 


H 


‘epresented 
SHANNON 6 ASSOCIATES, Inc Lafayette—West Lafayette Corporate Population Exceeds 50,000 


, 1954 367 


A NEW HIGH! 


40..305.64:3 


AGATE LINES OF ADVERTISING 
PUBLISHED DURING THE YEAR 1953 


4,772,623 lines gain over previous record year of 1952 


the aur : Ue wane | the Aumday Evansville, Indiana 


Courier: Press ae “Heart of the Tri-State” 


| N D | A N A —— (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


POPULATION 
SM ESTIMATES SM INCOME ING 
C 1/1/54 ‘ ESTIMATES—1953 ESTIMATES—1953 CONTROLS 
FIVE STORE GROUPS 
(in thousands of dollars—add 000 


COUNTIES 
CITIES 


% % Per | Per 
of li Popu-| Dollars of Cap- |Fam- 
U.S.A. U.S.A.| ita | ily General 
Mdse. 


3 .1191/1,671/5, 297 

0836 ? Y 0934] 1,718|5, 409 
| -0086}1,111/8,261 
.0680) & , .770| .0714|1,616 el 
.0406 : .0458)1,735|5,049 


115,127 


.0189 8 15. . .0171/1,388/4,381 30,953 
.0069 . q .0070|1,573|4,806} 16,402 
.0055 1 , .0050/1 ,400/4,351 4,571 
.0142 : ’ ; -0107|1, 1585/3, 18,997 


-0106 . ° ° -0067| 975|3,188 20,214 
-0457 ° A ° -0475/1 ,599/5,21 90,181 
-0256 ° . -0282/1 ,692/5, 296 74,651 
0127 ° x 7 0116/1 ,402/4, 20,102 
-0039 . 0037}1,432| 4,101 13,600 


© SM, 1954, Before using these figures, see explanation page 11. 


The only Single Medium offering effec- 
tive family coverage in. the isolated 
9-County Terre Haute Market (popula- 
tion over 275,000. Met. county area, 


ell 
93.3% Daily 


COVERAGE 


In the 10 largest cities (popu- . . ° | 
lation 2,500 and over) in the Daily Circulation 59,346 


A. B. C. Retail Trading Zone. Sunday Circulation 47,742 
Write Today for The Terre Haute Tribune-Star 


_New Market Information E. A. FAULKNER & ASSOCIATES. Representatives, New York—Chicago 


SALES MANAGEMENT 


Badal 


EVANSVILLE, INDIANA 


is heard by 

42,500 FAMILIES 

with a 
Per Family Buying Income of 
$5,409.00 
In Evansville Alone 
PLUS 
27 Surrounding Counties 

in the 

Tri-State Area 


Ask WEED & CO. about 


WGBF 


1280 KC 


WBOW 


1927 NBC 


TERRE HAUTE, INDIANA 


is heard by 
22,300 FAMILIES 
with a 
Per Family Buying Income of 
$5,049.00 
In Terre Haute Alone 
PLUS 
9 Surrounding Counties 
in the 
Wabash Valley Area 


Ask WEED & CO. about 


1230 KC 250 Watts 


The “SM” symbols mark original, exelu- 
sive estimates by SALES MANAGEMENT. 


INDIAN A— (Continued) 


EFFECTIVE BUYING 


INCOME 
BY) ESTIMATES—1953 


POPULATION 
ESTIMATES 
11/4 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


RETAIL SALES 
BYP ESTIMATES—1953 


COUNTIES 
CITIES 
Per 
Fam- 
ily 


FIVE STORE GROUPS 
thousand: 


(in s of dollars—add 000) 


Buying 
Power 
Index 


Coun- 
Sales 
Per 
| Fam-| Food 
("ty 


of 
U.S.A. Auto- 


motive 


Furn.- 
Radio 


WED. 501.23 18.5 
19.9 


5.0 


4,127) 
4, 


Columbia City 4,308 


-0102) 2,876 
-0124) 3,342 
-0079 


3,597 
4,418 


2,412 


655 
684 
565 


2,560 
4,878 
3,569) 


- 0106) 
011 


21,391 7 
0046 


13,566 276 


Total Above Cities 2,073.8 3,756,621 5,707 


3,454,633) 2.0079 725 , 856 199,645) 761,716/110,700] 1.6256 
| 


State Total 4,197.8 2577.9] 6,738,312 


5,177 


4,725,445 2.7465 | 3,630|1,047,015 246.467; 991,882|138,261] 2.7181 


INDIANA— Metropolitan County Areas 


Evansville 
Fort Wayne...... 
Indianapolis 


175.3 
197.1 
693.4 


55.3 
61.9 
190.1 


152.9 
152.9 
548.9 


292,948 
371,904 
1,166,775 


5,297 
6,008 
6,138 


Bhs 


97.4 
226.1 
108.8 


30.9 
68.2 
36.0 


64.1 
187.9 
82.0 


159,531 
451,436 
175,770 


5,163 
6,619 
4,883) 


_— 
+ 
= 


& 889 8: 


111.3 
90.0 
81.4 


35.5 
28.7 
23.2 


68.9 
56.3 
52.7 


184,091 
157,400 
139,733 


5,186) 
5,484 
6,023 
73.0 22.4 


45.6} 116,703 


5,210 


202,575) .1177) 3,663) 43,741) 23,436 39,424 
266,640} .1549/ 4,308) 56,281) 41,148 64,737 
841,320) .4890) 4,426) 173,881) 134,408 191,752 


98,226 
304 , 668 
127,662 


-0571 
1771 


3,179 
4,467 
3,546 


21,632 
63,423 
27,949 


10,605 
38,149 
21,030 


20,910 
65,625 
27,619 


116,028 
115,445 
87,010 


3,268 
4,022 
3,750 


27,008 
24,911 
19,013 


12,021 
8,323 
8, 867 


25,970 
29,311 
15,113 


90,181) .0524) 4,026) 18,375 8,147 20,628 


Total of Areas. . 1,753.8) 1.0961) 552.2'1412.2] 3,216,291 


5,825] 2,249,758) 1.3076 


4,074) 476,214| 306,134] 127,763} 491,000| 78,882] 1.2649 


A and A See end of state for SM Metropolitan County Areas. 


© SM, 1954. 


Before using these figures, see explanation page 11. 


The Survey of Industrial Buying Power—Pages 51-79 


MAY 10, 1954 


INDIAN A— (Continued) — Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 


COUNTY 


$7,000 & Over 
% 


5.2 | 24.4 


16.5 
20.9 
21.1 
25.9 
31.2 
26.6 
26.5 
31.3 
33.1 


Swoureoorse 


21.9 
27.8 
25.8 
30.0 
12.5 
17.6 
29.9 
16.5 
15.7 | 37.9 


sce 


39.8 
42.8 
43.8 
36.6 
46.0 
38.0 


23.3 
29.0 

7.2 
21.8 
26.6 
28.1 
25.2 
29.9 
20.8 
36.5 


32.4 
30.6 
23.9 
17.3 
25.3 
22.5 
24.9 
16.7 
33.0 
28.2 


20.0 
37.1 
32.1 
30.7 
25.6 
18.7 
27.7 
22.0 
20.1 
13.8 


29.5 
25.4 
28.5 
17.1 
41.2 
33.1 
21.9 
31.5 
41.1 


NET INCOME GROUPS, 1953 


$7,000 & Over 
% 


GI 


% Deol 
Units lars 


3.5 
10.4 
24.2 
11.2 

8.3 

4.0 

8.5 

1.5 

5.8 

3.9 


5.4 
5.5 
5.1 
16.0 
6.2 
4.2 
9.4 
9.9 
6.2 
6.6 


84.4 
4.2 
10.4 
5.6 
5.5 
7.3 
8.5 
2.7 
35.9 
5.2 


2.3 
62.1 
7.0 
42.2 
10.3 
3.1 
7.4 
5.4 
25.7 
6.9 


6.3 
6.6 


.| 1,493.6 


and Cities — 


(Other West North Cent 


Missouri, 


Nebraska, 


ral States: Kansas, 


Minnesota, 


North Dakota, South Dakota.) 


Pop. 
lowa state map—page 374 Gn 


City County thous.) 


NuMBER OF OUTLETS 


GM 


D 


County 


GM D 


~ ww 


- 


we 
ocbauacdeuew09 


_ 


— w& 
Aeon On 


- 


= te 
Cor FP RADCKH HANES OH 


Ree 


Webster City. ... 


_ 


RASC I FOO 


w = 


iJ 
POM rw KE SEP PAN UN Da WA OW ~ 


Before using these figures, see explanation page 11. 
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ie) wae sSiudse 


Z 
i 


SALES MANAGEMENT 


COVER 69 COUNTIES WITH 


wowo 


FORT WAYNE, INDIANA: NBC AFFILIATE 
SO0,000 WATTS 


3,754,500 POPULATION 
1,149,880 RADIO FAMILIES 
$6,239,061,000 EFFECTIVE BUYING POWER 
$4,499,763,000 RETAIL SALES 


WESTINGHOUSE BROADCASTING COMPANY, INC. 
WBZ-WBZA + WBZ-TV - KYW + WPTZC(TV) +: KDKA + WOWO + KEX 


EXCLUSIVE NATIONAL REPRESENTATIVES: FREE & PETERS, INC 


vty stare wen 1y601,572 Lines 


the Waterloo Courier and 

every other lowa daily is the @ DES MOINES 

way the Courier hustles for Evening Tribune 1,136,704 
and gets tie-in advertising. Morning Register _,-------------------------- 46,051 
Look here... from January Sundoy Register 32,147 


1, 1953, thru December 13, 2 fo Mg Se || Se RIES ie a aS | SR sateen 1,214,902 


1953, the Courier’s me- 
chandising staff solicited @ SIOUX CITY 


: A lee ~ Journal & Journal Tribune 1,214,119 
354,197 lines of tie-ins... in Sunday Joumal-Tribune 27,683 
11,080 insertions. 


Your advertising will bring in TOTAL SIOUX CITY 1,241,802 
more results if you put the 


Etoct our National repre Woterloo Daily Conrier 
sentatives or write direct. ; gh OO A aha = ee 


MAY 10, 1954 


THIS 


MARKET iS AVERAGE FAMILY INCOME # 62 7. 
MASON CITY, IOWA 


11 ABOVE NATIONAL AVERAGE MARKET INDEX 12 


MASON CITY GLOBE-GAZETTE 


Represented by MASON CITY, IOWA Member 
Jann & Kelly, Inc Northwest Daily Press 
New York, Chicago, De Minneapolis 
Los Angeles, San Franc lowa Daily Pre 
Atlanta Des Moines 


IOWA WA ii Continued) be i ; _____ Bie estimates ty” SALES: MANAGEMENT. 


SALES AND 
evans f apes RETAIL SALES ADVERTIS. 
v7 y ESrimares SM ING 

M ESTIMATES—1983 ESTIMATES—1953 CONTROLS 
COUNTIES l FIVE STORE GROUPS 
CITIES Area Urban-| (in thousands of dollars—add 000) 


(add ot 
000) i General Auto- 
motive 


9,286 
6,740 
17,703 


—_—— = 
Bx} 
S83 


14,180 
11,075 
15,475 
21,278 


PEER 


1 
1 
1, 
1 


Black Hawk. ... 
AWaterloo... 
Cedar Falls... . 

Boone 
Boone 


129,907 
102,358 
16, 066 
24,155 
17,195 
22,075 


#2 


> 
| 


——_ ost 


Bes 


24,412 


24,356 
36 , 808 
13,560 
21,877 


17,637 
26,546 
15,663 
20, 552 


~_——_— 


23,365 
36 , 257 
10,956 
27,091 
11,404 


15,349 
31,570 
16, 480 
24,350 
16,563 


S282 &% 


_-——— 


i 
ua 
~a 


26,784) . 18,063 
|. 77,164) . 64,965 
Mason City... 6}. i 50,079). 52,786 
Cherokee....... ' 2 re! 29,934) . 20,492 
Cherokee... .. d j q 11,996) - 14,976 
18,835; . 18,037 
12,483| . 9,341 
29,846, . 29,256 
13, 46 R 22,347 


27,503, . 21,348 
81,700) . 63,036 
55,019] . 45,181) . 
26,635, . 19,215 3,371 


36,542) . 25,887 3,319 
11,389) . 12,079 
10,611). 5,126) . 1,654 
12,860) . 9,151 2,408 


23,445) . 13,495 2, 
74,136) . 58, 195 4,041 
55,793) . 52,971 


19,344) . 15,181 3,795 : 
A and A See end of state for SM Metropolitan County Areas. Before using these figures, see explanation page 11. 
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lowa’s Most Diversified Second in Retail Saies 


pore Ty Metr opolitan on te tecaeea 


CEDAR RAPIDS 


IOWA'S SECOND LARGEST MARKET 
IS COVERED 100% DAILY and SUNDAY by 


‘aoa | Ohe Cedar Rapids Gasette (“SSR | 
EVENING — OVER 60,000 CIRCULATION — SUNDAY 
Home Delivered in 16 Eastern lowa Counties Day of Publication 


Cedar Rapids Has More lowa’s Local-Retail 
Large Retail Stores Than REPRESENTED NATIONALLY BY Advertising Linage-Leader 


arg -After-Y 
Any Other City in lowa ALLEN-KLAPP COMPANY Year-After-Year 


The “SM” symbols mark original, exclu- : 

sive estimates by SALES MANAGEMENT, a 1O W A — (Continued) 
SALES AND 
ADVERTIS- 


POPULATION EFFECTIVE BUYING RETAIL SALES 
SM ESTIMATES SM | ME ING 
1/1/54 ESTIMATES—1953 ESTIMATES—1953 CONTROLS 


COUNTIES l } FiVE STORE GROUPS — 
CITIES one i Sas Urban-} (in thousands of dollare—add 000) 
otal | % 

(thou- | of 

sands) U.S.A. 


Auto- 
motive 


17,493 
13,787 
15,515). 3,097 
11,902) . 2,653 
, 24,183) . 5,637 
13,424) . 78)5, 11,865) . 2,885 


34,031| . 21,560] . 4,401 
19,118) . | 16,678) . 4,224 
26,383| .0108|1,619/5, 15,610). 3,78 
13,982) .0057/1, 11,516). 2,990 


20,672) . 16,914) . 4,532 
20,177), . 12,883) . 3,041 
16,573) . 13,190) . 3,253 


31,599) . 20,698 
14,568). : 13,663 
23,683) . | 13,114 
35,255). 30,165 


23,266) . f 18,071 
24,892) . J 18,894 
15,318) . ; 14,468 


J 
QD 
= 


20,702) . 13,658 
17,590). y 15,426 
22,191) . 16,691 


2,844 
2,033 
2,557 


83 32 


-0117 . ‘ 22,641 
-0202 50,400 
-0077 . 22,165 
-0097 . ° 19,278 
-0045 y 10, 145 


Nn 
_— 


4,488 
6,209 
4,970 
2,655 
2,466 


17,762 
33, 899 
21,632 
14,419 
11,849 


~— = 


S228 
$ gfs28 


-0299 . 77,766 
-0170 7.1 45, 234 
0121 5.8) 6. 24,673 
0105: 5.6 19,538 


49,545 9,516 
42,504 8, 254 
21,992) . 2,545 
16,873 2,996 


8323 


~—_ — 


.0163} 7.5) 5. 41,721) .0169|1,599/5,563] 25,969) . ; Z 6,888 .0163 
0035} 1.6 9,817} .0040|1,753/6, 13 12,844). 4,169 0049 
.0274| 13.7) 32. 63,591| .0259|1,452/4, 642 : 3,376 9,972 0287 
0104) «5.4 23,871] .0097/1,438/4, 421 . 1,731 5, 107 .0109 
.0096] 4.7 25,184} .0102|1,646)5, 358 i : 1,330 4,474] 815] .0104| 108 
23 .5| .0884) 35.6) 83. 195,106 .0793/1,782/5,481 : J 17,808 34,000] 5,1 .0810| 118 
ACedar Rapids .0477|  24.9| 141,918] .0577|1,8605,7 134,233]. 17,557 ; 31,708} 4,6701  .0618) 130 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 
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“TYB0ENA Vista 


1950 Net Effective Buying Income 


is In excess of $150 Million 


Cities shown are those having net 
$75 Million to $149.9 Million 


Effective Buying Income of $15 million 


Ef] $40 Million to $74.9 Million and over 


Q 10 25 so 
$15 Million to $39.9 Million 


One inch Equols Approsimately 50 Miles 


Scale of Miles Copyright by 


A | | 


‘ The “SM” symbols mark original, exclu- 

10 W A — (Continued) sive estimates by SALES MANAGEMENT. 

SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
Sy7p ESTIMATES Sy7p iNCOME TH ING 

1/1/84 ESTIMATES—1983 ‘ ESTIMATES—1953 CONTROLS 


COUNTIES 
CITIES 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Dollars Qual- 
(add ity 
000) ¥ Auto- In- 

Mdse. dex 


14,477 
13,392 
14,391 


oy 
“ 


12,551 
27,195 
23,871 
17,869 


S28 8&8 


_ 


45,670 
37,815 
12,299 
17,540 


_ 


4#® #22333 32 


.0085|1,298)4,1 14,664 
0048 1 o7els.s12] 8.400 
.0093|1,470\4,326] 19,081 
.0047]|i,707/5,047] 13,679 


20.5 -0196) 1 ,432)4,498 41,078 
-0128 ‘ -0122)1, 461/4,538 32,191 
-0119 -1) 4.0 -0122)1,690/4, 24,132 
-0067|1 ,602/5, 446 10,896 


© SM, 1954. 
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Buy WHO 


and Get lowa’s Metropolitan Areas.. 
tus the Remainder of lowa! 


TAKE FOOD SALES, FOR INSTANCE! 
CEDAR RAPIDS ~ + » A 
TRI-CITIES® 2 © © « 
DES MOINES * + « « 
DUBUQUEs + + « « 
SIOUX (IY + «+ « 
WATERLOO + + + « 
REMAINDER OF STATE 


THE “REMAINDER OF IOWA” ACCOUNTS FOR THESE SALES: 
(Which You MISS Unless You Cover the Entire State) 


67.2% Food Stores 


63.2% Eating and Drinking Places 
CANESOTA Sinnten canes AREA 47.9% General Merchandise Stores 
57.5% Apparel Stores 
eter, Mest 61.4% — Home Furnishings Stores 
a Se ee 65.9% Automotive Dealers 
| on Fa AEE 74.9%, Filling Stations 
80.8% Building Material Groups 
wisconsin 62.0% Drugstores 


Source: 1953-'54 Consumer Markets 


Biel pwale (sei lei 
\. aageeas BUY ALL of IOWA— 
a... eee Plus “lowa Plus” —with 


$0 z 
’ 
in 
NEBRASKA iim |e. ' 2 9 9S oo “ ? 
22 ew > , i- n , 
. ep vb ©, 885 a . if 
Te. '* [| -a1.| “Sy T= be 1 | j 
re ie, oi 455 { 
\ 
0 \ 
\ 


Des Moines . . . 50,000 Watts 


Col. B. J Palmer. President 


“”- 
” “ 
‘ 9 


P. A. Lovet. Resident Manager 


MAY 10, 1954 


2,779,531. Rich-from-the- Soil 
Midwesterners Live within KMA’s 2 MV Line 


That’s a market greater than Iowa or Oklahoma or Colorado-Nebraska combined! It's 
America’s top-spending farm market! In 1952 KMA-Landers spent pple oo ae for goods and 
Services . . . a figure surpassed only by a handful of metropolitan markets. 

These Midwesterners prefer the KMA type of programming—1l1 up-to-the-minute newscasts 
daily . . . latest weather and market reports . . . audience building disc jockey shows . . . the 
best in popular entertainment—all beamed to the taste of the KMA-Landers in this rich tural 
area. 

* fee ont sell po or services in the rural midwest, you belong on KMA. Contact Petry 
or 


5000 a 960 KC 
Repr. by Edw. Petry & Co. 


May Broadcasting Co. Shenandoah, lowa 


. “The “SM” symbols mark original, exclu- 
10 W A— (Continued) mes sive estimates by SALES MANAGEMENT. 
< SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTS. 


we 
JM BY, M ESTIMATES— 1953 BY, M ESTIMATES—1953 CONTROLS 
COUNTIES p j ~ FIVE STORE GROUPS 
CITIES _ ~ (in thousands of dollars—add 000) 
Dollars of Cap- 
(add S.A. 000. . Generai Auto- 
000) Food Mdse. motive 


30,939) . 1,311/4, . 4,531 2,317 ’ 6,907 
6,978; . 1,342)3, d 1,626 2,945 
10,612) . 1,516/4,82 ‘ o 2,068 , 3,866 
19,022) . 1,277 ’ . 2,658 2,641 
33,756) . 1,449/4, ’ . , 4,398 4,670 
7,936) . 1,345)4, 12,764) . 2,395) 2,877 
23,545) . 1,549/5,118 14,459) . 2,704 3,083 
445,915) . 1,889/5,754) 341,880) . 63,318) 47 ,483 ° 83,611 
358,215) . seer 319,547) .1857 57,652) 47,144 . 78, 633 


107,218) . /1,821|4,874 69,887) . . 16,001} 5,594 ’ 12,414 
76,751) . 1633/5, 257 54,035). 13,399 2,374 . 10,505 


26 ,393 1,353)4,551 19,521 3,999 921 4,353 
° . 10,512) . 1, 143)3, 6,968) . 963) 315 1,880 
-0108 ; ° 26,766) . 1,547'4,867 18,993' . 3,412) 618 3,039 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


25 Years of Service 


With this issue the Survey of Buying Power is 25 years old, but frankly, we're not interested 


in birthday cakes and candles and silver trimmings. Instead, we’re mighty proud of our rec- 
ord of service during those years. Mighty proud, too, of that quarter-century of priceless ex- 
perience . . . They were years of growth. Of testing, improving, foolproofing our techniques. 
Of increasing acceptance by companies, people and groups who depend on reliable population, 
income and sales data to get their campaigns and projects off the ground. Of steadily com- 


pounding prestige as the country’s No. 1 source of market data. 


SALES MANAGEMENT 


1,310,000 
IOWA PEOPLE 


read... THE 


DES MOINES SUNDAY 
REGISTER 


(More than 500,000 copies) 


and you can reach amy and all age groups . . . Teens to 
Twenties, Young Marrieds, Family People, Community 
Leaders! 


15 to 24 — 75% are readers 
25 to 34— 73% are readers 


inte | 34 to 44 — 71% are readers 
45 to 54 — 67% are readers 


- as reported by the Advertising Research Foundation 
in its first statewide audience study of 14 Sunday newspapers circulating 


in Iowa. 


For complete facts on where these people live, what they earn, what they 
own, see “A Study of the Des Moines Sunday Register Audience in Iowa.” 
For details on how to get your copy, write Advertising Research Founda- 


tion, Inc., 11 West 42nd St.,. New York 36, New York. 


THE DES MOINES SUNDAY REGISTER 


- an "A" Schedule Newspaper in an "A-1" Market 


Gardner Cowles, President 
MAY 10, 1954 


Reasons Why DAVENPORT NEWSPAPERS 
are Key to the $443,975,000* 
Quad-City Market 


DAVENPORT, IOWA 
ROCK ISLAND, ILLINOIS 


MOLINE 
AND EAST MOLINE 
ILLINOIS 


rg 


MORNING DEMOCRAT EVENING DAILY TIMES 
SUNDAY DEMOCRAT and TIMES 


HEADQUARTERS: DAVENPORT, IOWA 


Represented Nationally by JANN & KELLEY, INC. 


1OW A— (Continued) Tee catimates ty SALES. MANAGEMENT. 


SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
SM ESTIMATES cH INCOME 

Vs 


ie 77) ING 
1/1/54 ESTIMATES—1953 ESTIMATES—1953 CONTROLS 


COUNTIES | politan| | l FiVE STORE GROUPS 
CITIES | Urbar (in theusands of dollars—add 000) 
Total | % | Fami- Per y ty |. 
ita 


(thou- | of | ties 
sands) | U.S.A. | (thou- | General ’ Auto- 
Bee (thou- ood Mdse. motive 


ae Sie oe 105.9) . 32.9 
ADavenport.. 76.8) . 24.2 
. 18.6) . 4.6 

25.7) . 7.5 


S858 REEF F388 


—— 


45.3) . 13.2 
23.2) . 6.3 
21.8) . 7.0 
12.1) .0076} 4.0 


3,264 
2,995) 
614 
347 


—_——_— 


16.1) . 5.1 
8.4) . } 2.8 
10.7) . * Se 

47.5) . 15.5) 34.4 
Ottumwa 34.4) . 11.3 


A and A See end of state for SM Metropolitan County Areas. 


1,087 
1,016 

540 
3,826 
3,543 


Before using these figures, see explanation page 11. 


-_-——— 


g 


For PROFITABLE Selection of Markets 


Since a market is only as good as your chances of selling it, its basic market data should be “weight- 
ed” by such factors as available coverage and the local media’s command on the interest of readers, 
listeners and viewers. That’s why a study of the advertisements in this issue should be a must. 
They not only show the net worth of the market . . . in terms of your selling chances . . . but they 
frequently bring to light significant and helpful comparisons that might otherwise remain hidden 
in the basic Survey data. And they also spotlight local developments that emphasize the market’s 
continuing growth. 


For a realistic appraisal . . . and profitable selections . . . be sure to study both the Survey data 
and the advertisements. 


SALES MANAGEMENT 


' ‘ THAT’S MORE THAN 200,345 PEOPLE 
We re Speaking of mS TUNED TO WOC ONCE A WEEK OR OFTENER. 


nd . And what a prosperous le they are. The 1954 Sales 
200,345 Radio Listeners Management a of Saying Power” shows them with 
an annual effective buying income of $1714 per capita. This 
WITH MON EY TO SPEND is $177 above the national per capita average. Annually, they 
spend in the area’s retail outlets $1288 per capita . . . or 

$213 above the national per capita average. 


In the Quint Cities— Davenport and Bettendorf 
in Iowa; Rock Island, Moline and East Moline — 
where WOC garners its largest audience, the effective * 
CLINTON buying income is $1799 per capita . . . or $252 above the 
9 20 national per capita average. And these Quint-Citians spend, 
940 annually, $1282 per capita in retail outlets . . . or $207 
above the national per capita average. 
82 4 HERE’S A MAJOR MARKET .. . largest between 
SCOTT Minneapolis and St. Louis . . . between Chicago and Omaha. 
HERE’S A MAJOR MARKET WITH MONEY TO SPEND, 
QUINT oo AND THE WILL TO SPEND IT. The way to get this 
MUSCATINE CITIES HENRY § market to spend its money for your product or services is 
20 32,209 46,500 : an advertising schedule on WOC—the station that has 
ROCK 35.70% delivered the area’s favorite radio listening since 1922. 


MERCER 
17400 23 COL. B. J. PALMER, President 
se 3 ERNEST C. SANDERS, Manager 


CEDAR 


15 
2535 


15 SEE YOUR NEAREST F & P man. 


NBC Affiliate 
5000W - 1420 KC 


Map above shows the Standard Audit & Measurement DAVENPORT, 
Services estimate of Radio Station WOC’s daytime listening IOWA 
area. Small figure in each county represents the per cent 
of radio families who listen to WOC once a week or oftener. FREE & PETERS, Inc. 
Large figure in each county indicates the number of persons Exclusive National 
listening to WOC once a week or oftener. Reps. 


The “SM” symbols mark original, exclu- 1 

sive estimates by SALES MANAGEMENT. |1O W A— (Continued) 

SALES AND 

_ POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 

Sip ESTIMATES INCOME ING 
1/1/54 ESTIMATES—1953 ESTIMATES—1953 CONTROLS 

COUNTIES FIVE STORE GROUPS 


Ri 
CITIES Urbar (in thousands of dollars—add 000) 
y Net Per 


Dollars Cap- 
(add t ily . ¥ Auto- 
000) Food motive 
ily Radio 


22,007) . ° . 2,715 1,648 
28,659). : ¢ ° ° ° 3,507 4,529 
9,796) . * ‘ B 2,504 2,617 
11,883} ~. R ° 1,969 1,925 


69,535). i x , . . 10,030 11,065) 1, 4 

45,426) °. “ : 8,301 . 10,700 .0214 
; 18,288). 4 F 2,511 3,442 0081 
-0135) ‘ As 25,958) . ; ; ; 3,344 3,665) 31 0112 
.0037 6} 7,152] . , ‘ ? .0069 2,127 2,480} 229]  .0043) 116 


Before using these figures, see explanation page 11. 
Pee eee See eee ee ee ee ee ee ee ee 


i QUAD-CITIES' FAVORITES! 


b= a a a a 
MAY 10, 1954 


THE RICHEST CHUNK O’LAND IN THE GREAT MIDDLE WEST 


4 


GROSS FARM INCOME 
EXCEEDS 37 STATES 

$1,025,239,000 (Siouxland) SO.DAK. Qawa./ 
QUALITY LIVESTOCK 

RECEIPTS 1st IN NATION 


$400,000,000 (Sioux City Market) O e LAND 
ONE OF THE WORLD’S LARG- NO Vx 

EST “TRUCKED-IN” LIVE- ie 

STOCK MARKETS. Cy 


(Sioux City Market) \ WEBR. 
DATA SOURCE—Sailes Management, 
S. R. & D. Consumer Markets, 
United States Market News 
Get Your Share of This UNLIMITED MARKET a 
POTENTIAL. Contact Our National Representa- 
tives Now. Vf 


The Sioux City Journal 
ot Sigaaiere ea 


National Rep.-Jann & Kelley, In 


1OWA— (Continued) A als ______ ite states "ty SALES: MANAGEMENT, 


ean ~) SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTS 


ESTIMATES NG 

x SH 1/1/54 ee ESTIMATES—1953 JM ESTIMATES—1953 CONTROLS 

COUNTIES | poli li echeiiar es © Saar & Mie ¥ FIVE STORE GROUPS ~— 
CITIES Urban-| | | | (in thousands of doll: 

Totai | % | Fami-| ized | Net 


Dollars | % : a f . ___} Buying Qual- 
thou- | of | fies |Popu-]| Dollars | (add of Sales | j Power | ity 
sands) | U.S.A. | (thou- | lation (add | U.S.A.| ita | ily 000) U.S.A. f | General | Furn.- 0- Index In- 


| sands) — 000) “7 
| i 


—---- | -— —__— | — _ — = | - _|- 
Woodbury ; - 0683 . : 187,902, .0763|1,719|5,399] 150,280| .0873| 4, 318) 27, 543, 23,337 5,343) 29, 562 4, * 
148) 


ASioux City 5. 0533; 27. 150,469; .0612)1,764|5, 552 135,969; .0790) 24,795 23,077| 5,063; 27,043) 4,174 
Worth ° - 0068) . 178) .0062)1,380'4,599 8,878) -0052) 2, 690 1,980) 201 ‘132 2,094 
Wright -9| .0125 ° . ’ -0125)1, 549/4,816 22, 021) -0128| 3,441) 4, 542) 569) | 3, es 551 


Total Above Cities ,063.3) .6644 . ,853,771) 75371 , 743 5,496) 1,741,415) 1.0122 324, 07 210, | 93, 03,407 402, 337) 47,559) 


HN Nai ng Ss eee ee ee on on — 
| 


2,653.7) 1.6584) __ 829.5)1310.4] 4,042,374) 1.6431|1,823'4,873 3,062,570| 1.7801) 3,692, 569,820 267, 084| 138, 839] yor 


— 6 Metropolitan County Areas 


109.5) 0684) 35.6) 83.4) 196, 106 Gene a a 158,436) gg 26,775] 17,808) 9,849, 34,000 = 0810) 118 
| | 


— 

| } } | | 
..| 36 246.8! .1842/ 76.9] 207.3] 443,975) 1804/1 ,799)5,773 316 ,386| — 4,114, 67,137/ 39,804) 14,536) 69,219) 8,9 1762) 114 
40 | 236.1) .1476) 77.8! 212.3 445,915! .18121,88915,754 341,880) .1987| 4, ‘atl 63,318! 47,483, 18,513} 83,611| 10,084] .1798| 122 
Before using these figures, see explanation page 11. 


Definition of Consumer Spending Unit 


The “consumer spending unit” is closely related to the Census term “fariilies and unrelated 
individuals”. . . which adds to the number of private households the income-receiving units 
living in quarters not classified as dwelling units (boarding houses, hotels, military barracks, 
colleges, etc.), as well as unrelated individuals living alone or with other families. 


2 


SALES MANAGEMENT 


) 
10, 1954 


MAY 


UMBER ONE 


in the nation’s 


BIGGEST 4 


THESE FACTS PROVE IT! 


Here are some of the reports available 
to you... made for us, not by us... to 
help you get down to cases in your plans 
to sell lowa. 

Quality Of Reader:"Measuring the 
World's Biggest Farmer” (U. S. Census 
Bureau survey on high income average 
of Wallaces’ lowa farmers). 

Reader Traffic: Continuing Study of 
Farm Publications No. 4 (the facts on 
cover-to-cover readership). * 

Reader Preference:'inFARMation Please 
No. 2” (scientific area sampling study by 
lowa State College showing subscribers’ 
confidence in their farm paper). 

Dealer Preference Special for you based 
on information you furnish to get your 
dealers’ views on advertising and medic. 

Coverage:SRDS, ABC figures on actual 
farm coverage. 

Reader Frame of Mind: Comparison 
tests on selling climate created by media 
in the market. 


*Also Starch Studies, 1953 and 1954 


LR PIN ELT OE 


Ss Bi ac OIL OLE AES Ml SO es 


No.1 Farm Market! 


Nothing pleases us more than to have an advertiser ask 
for the measure of Iowa as a market for his product, or 
of the media serving this market. 

It gives us a lot of satisfaction because Wallaces’ Farmer 
and Iowa Homestead always comes out ahead — by a 
country mile. What’s more, not a single item needs to be 
left to guess-work. We know we can do the job for you. 
Our knowing is based on completely unbiased, scientific 
facts. And common sense. 


What Do You Want to Know? Would it help youto know more 
about the readers of your ads? What they own, their sources of 
helpful farming information, their buying intentions, what gets 
their attention? Would you like to know what your dealers think 
of your advertising? Do you want an additional reliable estimate 
of your sales potential? Write us for reports you want. Perhaps 
you'd like to use our research facilities to make a special study 
for you. We'd like to help you. 


LLORES ETE IAD LES 2 


: 
Pas 


WALLACES’ FARMER 


AND 


IOWA HOMESTEAD 


DANTE M. PIERCE, PUBLISHER DES MOINES, IOWA 


HIT ALL 3 TARGETS! 


Dubuque Wisconsin-IIlinois lowa 
$116,000,000 $100,000,000 $76,000,000 


ADVERTISE IN DUBUQUE FOR DUBUQUELAND! 


One target isn’t enough to hit when you aim at metropolitan area, its Iowa trade territory and its 
Dubuque or Dubuqueland. No outside media gives even wealthier Wisconsin-Illinois trade territory 
you more than a low-scoring hit on one or two %-mile from the city limits offer you a “plus” 
targets. Only the Telegraph-Herald and KDTH give market which can be sold only from Dubuque. 
you bullseyes on all three targets at which you should P. S. For even greater sales, parallel your dis- 
be aiming if you sell in Dubuque. The Dubuque tribution to the market. 


TELEGRAPH-HERALD K DTH 


Jann & Kelley, Inc. NBC 
lowa Daily Press Assn. John E. Pearson Co. 


IiOwA— Metropolitan County Areas live estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
7 ESTIMATES INCOME ' 

JM 1/1/54 SM 


ESTIMATES—1953 ESTIMATES—1953 CONTROLS 


FIVE STORE GROUPS 
(in thousands of dollars—-add 000) 
Per Y Buying |Qual- 
Fam- Power | ity 
ily -S.A. Furn.- Auto- Index | In- 
Food Mase. og motive | Drug dex 
0 


5,81 A 18, 167 3,483) 17,493) 1,434]  .0493) 106 
, 5, BO}. 27,643 5,343) 29,662) 4, -0780) 114 
91. mates Nonna 5, 24,458) 14,913 8,881; 24,853) 3,256]  .0752| 112 


— 
Total of Areas .5| .8521| 278.3] 737.01 1,882,132 .643011,791|5,685] 1,189,171 .6913| 4,273] 227,308] 188,192 60,605! 258,738] 33,4731 .6395| 116 


IOwA— Income Breakdown of Consumer Spending Units 


NET—INCOME GROUPS, 1953 Tons NET—INCOME GROUPS, 1953 
ota 
| Con- | 
COUNTY COUNTY sumer $4,000-6,999 $7,000 & Over 
% % o% % Units % 

(000) Dol- | % 
lars lars | Units 


26.2 ° 15.8 -1 40.3 
5.1 ‘ A 8 19.7 3 37.7 
9.8 : e -1 24.7'| 27.2 36.9 
7.9 : . 7 23.6 7 39.2 
5.4 : ° -6 20.8 7 32.5 
3.9 . . 4 31.5 -1 32.4 
5.0 , ° 8 25.6 6 34.5 
4.4 ° -7 24.0 -1 37.6 
5.0 . 4 3.4 2 31.4 
6.9 . 25.1 6 32.3 


4.4 ° 7 18.5 -1 (29.1 
8.4 . 24.0 6 37.4 
6.1 , ° 27.4 2 31.8 
6.7 ° 27.5 5 37.1 
4.3 . 26.0 0 31.9 
4.2 ‘ ° 17.7 -5 33.1 
3.6 ° 19.0 -1 30.4 
5.3 . -6 | 30.5 24.3 8 31.9 
6.1 25.3 5 35.6 
29.3 21.9 0 38.2 


egsseexeee 8: 
oweaarrueoaue 


5.5 4| 34.0 32.6 | 22.8 33.8 
22.4 25.6 24.4 | 21.2 31.8 
6.2 | 30.3 32.4 27.1 | 27.0 35.2 
6.7 | 40.4 16.0 | 31.6 30.9 21.4 32.6 
8.5 | 24.1, 6.6| 20.8 W.2| 31.2 32.9 
26.3 28.4 21.9 34.8 41.6 
24.4 6.9| 24.4 17.1 | 37.8 41.2 
34.8 11.8 31.3 26.7| 24.8 32.8 
43.3 17.9 | 30.4 31.2 | 20.8 33.2 
27.4 8.1 | 28.8 21.3| 20.5 33.8 


Before using these figures, see explanation page 11. 
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29.8 
18.2 20.2 
24.1 a 6 | 16.6 
11.0 ld 4 | 25.0 
6.9 A -5 | 37.1 
8.6 27.2 


A and A See end of state for SM Metropolitan County Areas. 


SHSSRESRSS BSL: 


gaessesers 
Olwes-awvoenenno 
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10 WA — @ Income Breakdown of Consumer Spending Units— (Continued) 


NET—INCOME GROUPS, 1953 


: 


$7,000 & Over 


5 Fs 


Units 
30.9 
30.0 
32.5 
28.9 
36.0 
30.4 
33.0 
31.3 
33.9 
30.5 


38.4 | 21.7 3 16.6 
4.8 | 35.3 0 23.9 
7.5 | 27.6 . 2 23.6 

19.7 | 40.7 22.6 
7.0 | 30.7 le 7 23.0 
4.3 | 38.8 7 33.7 
5.2 | 36.7 7 26.5 
3.9 | 46.1 4 32.7 

16.9 | 26.0 ° 0 22.7 


SUSSSSIBRS 
eooe-a=—an & @ 
eee en eee) 


6.1 | 38.3 -5 26.4 
28.5 4 | 31.8 ° , ° re 6.5 | 29.7 . 9 23.5 
29.9 5 | 31.9 ° <! ° 4.2 | 48.9 ° 3 39.5 
33.5 -6 | 26.2 ° , . 15.4 | 26.5 ° 0 19.1 
31.2 -9 | 27.0 . z ° Sew 4.5 | 30.7 25.6 
28.8 eT | 27.3 . . ° been 7.5 | 44.6 -7 26.8 
28.8 -9 | 31.3 ° . ° 39.8 | 25.2 ° 3 18.5 
25.3 -9 | 36.8 . ° . 3.3 | 27.5 ° 9 21.2 
26.2 -4 | 36.6 ° ‘ le 6.7 | 25.3 ° 3 22.0 
25.0 -3 | 22.8 ° 
30.4 -2 | 18.4 ° , . 934.1 | 29.3 ° 8 21.4 


ESR SSRSERSRS 
on Go 8 


Sa35 
oo & ie 


29.2 32.8 . . 8. 155,059.3 | 30.3 9.1 a 19.2 | 30.7 13.0 36.3 
(Other West North Central States: lowa, Minnesota, ° *a: 

Missouri, Nebraska, North Dakota, South Dakota.’ —~ K ANS AS — Counties and Cities 

Pop. Pop. 

Kansas state map—page 386 pug NuMBER OF OUTLETS Ana 

City County thous.) GM | FHR D City County 


Arkansas City. ..Cowley 13 
12 
16 
17 
8 
12 
11 
i4 
20 
7 
14 
10 
29 
14 
14 
10) 


_ 


58 
21 
21 
22 
23 
22 
18 
18 
30 
27 
15 
16 
36 
72 
110) 123 

10) 19 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES —- 


ESTIMATES INCOME 

# BUD 1/1/54 CLD estimares—19s3 LD estimates—ioss 

COUNTIES li FIVE STORE GROUPS 
CITIES (in thousands of dollars—add 000) 


Coffeyville 

Concordia 

Dodge City...... 

El Dorado 
Emporia........ 
Fort Scott 

Garden City 

Great Bend 
re 
Hutchinson...... 
Independence... . 

| SORT e 
Junction City. ...Geary........... 


_ 


CUTOFF ALK USP HK UNOS 


ihe 
ac 


ee 
_ 


- 


AUtEWAANADOCAWIAH 


-_ 


-— WwW _ 
PIES AOR OU Ns 
— oa 4 
Pe OWAOS A © =~3 1 © 


oa 
eoShrmuuncowans 


wr 
“ae 


SH oS em 0D 


_ 
a 


Per 
Fam-' 
ily 000 S.A. General | Furn.- Auto- 
Mdse. | House- | motive 
Radio 
17,399; . 3, 1,015 4,493 
12,525) . 775 4,161 
8,100) . 554 2,605 
17,611 4,728 
15,196 4,083 


1,274 

955 

9,901 325 2,138 
51,474) . 3,473 14,089 
34,072 3,009 11,181 
15,922 830 2,904 
14,197 719 2,874 


16,064 
37,856 
22,199 

3,439 


4,336 
12,216 
7,039 
611 


S288 £8288 


—_S— so 
« 


5,779 
15,115 
8,718 


588 


e 838 3829 


= 
| 
~ 


Before using these figures, see explanation page 11. 
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KANSAS — (Continued) The cctttatel by SALES MANAGEMENT. 


SALES AND 

EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ra} INCOME ING 

SM ESTIMATES —1953 ESTIMATES—1953 CONTROLS 


COUNTIES ’ fe Es 7 - FIVE STORE GROUPS 
CITIES thousands of 


POPULATION 
@D ESTIMATES 
1/1/54 


Drug 
= bon 3 teh 


.0059|1, 263/3, 663} 
.0083 1 ,250|3,774 0110| 3,513 
0047 ic same 12,519] .0072 

.00491,174/3,743] 7,848| +0046) 2,453) 
.0025|1 ,524)4, 3,882) .0022 2,966) 
0206 1, 358)4, 41,797| 0243) 3,371) 
.0079/1,498/4,233] 20,085 
00601, 428 4, 086 17,835 


-_- 


BS 22288 £88 


§ 23888 233 


.0230|1,279/3, 37,939 
.0117/1,481/4,225] 25,976 
.0037 1,503/4,1 7,828 
.0113/1,310/3, 21,535 


ow 


88 


8 
= 


0047 5,697 
34,424 
29,731| 


2 
Es 


—_—— — 
PET 
Ses i 


3,884 
25,379 
19, 146 

9,310 


—— 
- 
os 
— 


29,312 
28, 036 
36 , 965 
29,189 
19,283 
14,210 


~~ 
a 
ws 


_-—— so 


miit 


18,902 
18,187 
5,833 
6,288 


S8sE Fes 


—_——_— 


8,728 
6,433 
3,282 


328 8¢ 


14,808 
7,652 
11,042 


. 


sg2 882 882 8253 882 282 8825 235952 2598 8: 


= w 
$22 


23,108 
18,338 
4,251 
3,215 


9,781 
9,249 
5,829 


51,076 
5,736 
9,432 


6,729 
30, 888 
20,401 

4,873 


29,744 
.0133|1, 56/4, 24,289 
.0035/1,312 5,820 
-0041)1,014 6,234 


~—oOo~ 
w 
= 
ny 


883 


002411 ,360 7,341 
0159) 1,484 £8,262 
.0110|1,697/5, 24,574 
0144/1471 25,907 
00671, 820 15,384 


ogea- 


22 28228 


-0073 1,123 17,157 
-0090/1 , 256/3, 16 ,488 


© SM, 1954. Before using these figures, see explanation page 11. 
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ow 


Sell the Kansas Farm Market -::- 


Here is America’s “sleeper” mar- 
ket ... Kansas farm families and 
the folks in surrounding agricul- 
tural communities. 

Just look at these figures from 
the latest Kansas Business Re- 
view. Farm Income up 9.4%. Hog 
prices up 27.4% over a year ago 
and eggs up 17.5%. Wheat is 
bringing the farmer $1.97 a bushel 
and corn sells at $1.51. 

Finally, the farmers themselves 
feel prosperous. In addition to 
bulging bank accounts there’s a 
big demand for land itself—so 
great that the price per acre and 
the total value of all farm real es- 
tate has hit an all time high. 


--use the Kansas Farm Station ~- 


MAY 10, 1954 


Mass selling depends on mass exposure . . . and that’s just what WIBW 
gives you. From sign-on to sign-off, Kansas farm homes report that they 
listen to WIBW more than twice as much as any other station. In this same 
statewide, personal survey* WIBW continued to rank an outstanding first 
for the best farm news, weather, and market reports. Let us prove WIBW’s 
selling ability with FAST RESULTS FOR YOU! 


*Kansas Radio Audience, '53 


CBS Radio in Topeka 
WIBW Ben Ludy, Gen. Mgr. 
WIBW, WIBW-TV, KCKN 


Rep.: CAPPER PUBLICATIONS, INC. 


KANSAS 


PUPS STH 


1950 Net Effective Buying Income 


e sng of $150 Mm ; Cities shown are those having net 
i] $75 Million to $149.9 Million Effective Buying Income of $15 million 
S24 $40 Million to $74.9 Million and over 30 60 


————E ad 
$15 Millien to $39 9 Million One Inch Equals Approximately 60 Miles Galt Monagesa 
1 G 


A . ” 


NSAS— (Continued) __ Se sive estimates by. SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES INCOME ING 
JM 1/1/54 JM ESTIMATES——1953 LD estimates—soss CONTROLS 


COUNTIES | a a ‘Retiadl FIVE STORE GROUPS #6 
CITIES Ar housands of doll 
Total % | Per | Per 


Net sail ent 
(thou- of | it Popu-| Doliars of |Cap-|Fam- 
sands) | U.S.A. i (add U.S.A.| ita | ily ; Auto- 


motive 


Bt ae Ee ae a 2 eee 
.0050|2,058)7,141 8,245) . 2,184 
.0083|1,129/3, 14,160| 3,690 
-0050/1 , 162/3, 16,460} .0095| 4, ? 6,153 
-0280)1,408/4,027} 52,221) .0304) 3, 14,042 
| .O0111/1,615)4,549 27,118) . 7 7,084 
Independence 9} .0074) “i 7,981) .0073)1,511/4,281 16,117} .00¢ i 5,542 


Morris 
Morton 
Nemaha 


rs 
os} 


Neosho oe 6. . ' ,804| .0101|1,204/3,648 

Chanute 2) ; 72| .0060 1, 45814, 019 
Ness | 
Norton 


2&8 @ 


Osage 
Osborne 
Ottawa.... 


Pawnee 
Phillips. . .. 
Pottawatomie.. 2.2) .0076| ' ve 14,746) 


© SM, 1954. 


a . hs 41 
For setting quotas on a territorial basis, see cross index to states in the ‘same geographical 
areas, at the beginning of each state table alongside the state name. 


SALES MANAGEMENT 


Market... 


ore Farmers 
ith More Money 


On this we agree ... you sell more product in 
areas where exist a greater number of prospects 
with money to buy. 


Department of Agriculture figures show 59 
Missouri counties‘and 47 Kansas counties each 
produced $10 million or more in 1952 farm 


income. (These are the areas sales managers 
dream about). 


Weekly Star Farmer has 31% more farm family 
coverage than any other farm paper ... in 
these highest income counties. 

In all of Missouri and Kansas, Weekly Star 
Farmer has 43% more (98,242 more) farm 
subscribers ... than any other farm paper. 


It’s a sales and advertising manager’s dream 
come true ... you're sure to reach more farmers . . 
and more of the BEST farmers . . . with the . 
Weekly Star Farmer. 


RGA SASSEG.EE MSA 


Why Settle For Less? 


1729 Grand Ave. 202 S. State St. ew ¥ 15 €. 40th St. 
Kansas City HArrison 1200 Chicage WEbster 9-0532 N ork Murray Hill 3-6161 


MAY 10, 1954 


you'll buy WICHITA 


with an EBI* of $508 MILLION 


a s 
— KFBI goal get thes ‘Greater Wichita 


Trade Area 


with an EBI* of $728 MILLION 


Metropolitan Area... ... $508,536,000 }-- ; 
(Sedgwick County) ‘KANSAS 
26 County Area... .... $728,556,000 


(50% Over Penetration) 


KFBI Primary Market . . . . $1,237,092,000 OKLA 


**EFFECTIVE BUYING INCOME 
REFER TO PAGE 230 FOR NATIONAL RANKING 


Sell this entire market with Wichita’s most powerful voice 


1070 10,000 WATTS 


WICHITA'S MOST FAVORABLE WICHITA’S GREATEST POWER 
FREQUENCY 1,000 Watts Nite 


Representatives 


Avery-Knodel ABC Affiliate 


K ANS AS — (Continued) pl fecio chossh tive estimates by SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
OY) ESTIMATES—1953 ESTIMATES—1953 


1/1/84 
COUNTIES FIVE 


_—— 
CITIES Area Per (in thousands of Gollare-add 000) 


of 
ita r General ; Auto- 
Food Mdse. | House- | motive 


2 | 


Pratt... 
Pratt 
Rawlins. ... 
AHutchinson 


3,153 ’ 4,680 
2,748 ° 4,363 
1,356 1,740) 
14,342 4,272| 20,760 
12,314 ° 3,812} 19,417 


~ 
- 
Ss] 


gees 
B28 


~——— = 


& 
§ 


Republic 
Riley... . 
Manhattan 


1,874 477 2,351 
3,368 748 3,652 
6,358 ’ 1,736 8,516 
5,533 ° 1,611 7,954 


2888 


os 
de 
J 


3883 238 


=. 
_~——< 


= 
S 


Rooks... 
Russell. 


2,446 931 2,908 
1,778 735 2,473 
3,441 918 4,307 
2,522 791 806 3,802 


_-—— 


11.7) 28.6 
9.5 
1.5] 3.8 


9,633 7,141 2,536) 16,660) 1,238 
8,787 7,141 2,429} 16,660) 1,008) 
‘ 2,146 710 688 3,298 1 
poorccosh OOO -4| .1780) 95.4/254.0 64,337; 39,249) 19,756) 85,416) 10,914 
AWichita.... -3| .1239) + =67.1 55,539; 38,587; 19,218] 75,781] 10,227] .1533 


A and A See end of state for SM Metropolitan County Areas. t Before using these figures, see explanation page 11. 
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INDUSTRIAL SALES DATA FOR ALL COUNTIES 


Industrial data for all counties—not just the leading 100—are available on IBM cards. Address 
Market Statistics, Inc., 432 Fourth Avenue, New York 16, N.Y. Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


a UTC * : NSO N (Reno County) 


Now officially designated by 
Sales Management Magazine as a potential 


METROPOLITAN MARKET AREA 


Population, 56,300, ranking 3rd in Kansas Met. Areas 


HUTCHINSON Leads All Kansas Metropolitan Markets in, per Family— 
TOTAL RETAIL SALES 
FOOD STORE, 
GENERAL MERCHANDISE, 
FURNITURE & HOUSEHOLD, 
DRUG STORE, 
AUTOMOTIVE SALES. 


HUTCHINSON’S Market Influence is not confined to its Met. Area (Reno County), 
but extends through 33 additional counties of Central-West Kansas to the state lines 
of Colorado and Oklahoma. Hutchinson’s geographical position in mid-Kansas gives 
it obvious advantages in dominating trade flow with Western Kansas counties. 


The Hutchinson News-Herald is the only newspaper published in or out of Kansas, 
whose circulation parallels the natural and extensive marketing area of Hutchinson. 


23% (12.500) of the News-Herald’s circulation total provides 100% coverage of City 


Families—77% (42.000 circ.) provides 50% coverage of the 84,000 families in the 
additional 33 counties of the trade area. 


Hutchinson Now Qualifies for Big Market Promotion—Over 50,000 
Population, Met. Area; Over 350,000 Pop., Total Market Area 


HUTCHINSON NEWS-HERALD 


All Day (non-duplicating), and Sunday. 
Circulation Over 54,000 ABC Daily and Sunday 


NATIONALLY REPRESENTED BY 


JANN & KELLEY, INC. 


NEW YORK + CHICAGO + DETROIT + ATLANTA + SAN FRANCISCO + LOS ANGELES 


MAY 10, 1954 


r evaluating 


WICHITA 


KANSAS 
... your best advertising buy 


WICHITA EAGLE 


WICHITA EAGLE reaches 
MORNING @© EVENING @ SUNDAY 


> 66, 789 Represented by O’Mara and Ormsbee 


sh homes 


S : CITY CARRIER DELIVERY 
DAILY SUNDAY 


11,670 more than any 


other newspaper. Publisher Evening Eagle 61,910 
Statement Morning Eagle 61,910 66,789 


9/30/53 Other Paper 50,723 55,119 


F /\ /\ N\ Eagle Lead 11,187 11,670* 


° ; The “SM” symbols mark original, exclu- 
KANSAS — (Continued) sive estimates by SALES MANAGEMENT. 
SALES AND 
reer BUYING RETAIL SALES ADVERTIS- 
57 y ESrimares SM NCOME ING 
ESTIMATES- 1953 ESTIMATES—1953 CONTROLS 


COUNTIES | i 7 i rasan oa wom PAT : ; FIVE STORE GROUPS — 
CITIES Area Urban- : (in thousands of dollars—add 000) 


“ized 


Popu- c 

lation 8. i 000) 5 General | Furn.- Auto- 
(thou- H motive | Drug 
sands) 


9.4 J d m . . ¢ : y 1,802 ‘ 8,326 651 

4 d P A 1,802 . 8,326 551 

.7/103..1 : .0843|1,727/5, y ‘ J : 14,120) 7, 24,115) 3, 

2. A -0679)1, ‘ ’ 067 ‘ 12,338 . 23,588 a 
331 1,228 él 

Before using these figures, see explanation page 11. 


TOPEKA, KANSAS 


and Its Rich 21-County, Drive-In Trade Area 


@ City Zone Population over 110,000. @ City and 21-County Circulation 71.036. 
@ 21-County Population over 450,000. @ Total Circulation 85,452. 


served by no other medium as completely as by the 
TOPEKA CAPITAL-STATE JOURNAL 


Over 21,500,000 Lines of Advertising Carried in 1953 
REPRESENTED BY CAPPER PUBLICATIONS, INC.—NEW YORK, CHICAGO, CLEVELAND, KANSAS CITY, SAN FRANCISCO 


SALES MANAGEMENT 


MAY 


10, 


1954 


“The Pulse” Inc. proved conclusively that the KFH cost-per-thousand makes KFH 
your most economical buy in the thriving Wichita market. Yes, KFH has more 
audience than all the other Wichita stations COMBINED! Ask any Blair man to 
give you the complete story. 


CBS WICHITA, KANSAS 


FRANK V. WEBB 


AM & FM Vice-President and General Manager 


JUST ONE! 


When one station delivers so much for so little, all you need is PROOF. 
KANS has a good many success stories — some are exclusive KANS 
buyers — with terrific testimony on results. You need this great Wichita 
Market, and you can do a great job with KANS. 


K A N S JUST ONE! REPRESENTED NATIONALLY BY 
NBC IN WITCHITA _ paut H. RAYMER COMPANY 


KANSAS — (Continued) tine estimatic by SALES MANAGEMENT, 


POPULATION EFFECTIVE BUYING RETAIL SALES 
v7 ESTIMATES SM INCOME SM 
‘ 1/1/54 C ESTIMATES—1953 ‘ ESTIMATES—1963 
COUNTIES 


FIVE STORE GROUPS 
CITIES (in thousands of dollars—add 000) 


¢ 
past 


General | Furn.- Auto- 
Mdse. | House- | motive 
Radio 


1,338 


Z 


288 88} 


3 
a 
7 
a= 


n= 


127 


~~ 
. 

RZ 
£ 


- 0016) 1, 527|5,671 
14,495) .0059)1,150|3,451 
4,320; .0018/1,440)5, 


33 328 


—~_—— 
7% 
8 
n= 


15,669) .0063)1 ,081|3,134 

7,717| .0032)1,169)3, 508 

279,360) .1135)1,586)5,015) 
193,902) .0788)1,495)4,7 


243 

N 
6,21 
5,977 


PEE: 


Sar 

s! 

“ 

on 

Saw 

SB8e 8 

@ 

E 

2882 892 888 S28 2:8 
3 3s 3 


1,402,289) .5700)1,680 5,009] 1,239,714 


oo 
aa 
= 

ws 

& 


28,535] -6057 


——s 


| 2/2888 888 888 


2,072.4) 1.2951) 668.5/1140.2] 3,147,218 1.2783|1,61914, 7061 2,165,560 


K ANS AS — @%D Metropolitan County Areas 


564,141 64,4511 1.2763 


286.4) .1790| 95.4) 254. 


608,536) .2067|1,776 350,480) .2037) 3,674 85,416) 10,914) .2002) 112 
56.3) .0352} 18.7) 35. 


88,925) .0361/1,579)4, 75,296) .0438) 4,027 20,760) 2, 0383) 109 


120.0} .0750| 39.7 t 207,236! .0843/1,727 120,505, . 3,035 24,115] 3, -0781 


462.7 .2092| 153.8 392.6] 804,697 .3271\1, 73018, 282 546, 281| .3175| 3,552 130,281| 16,693] -3166| 110 


KANSAS— Income Breakdown of Consumer Spending Units 


| 
ia NET INCOME GROUPS, 1953 | NET INCOME GROUPS, 1953 


Total 


COUNTY sumer e $2,500-3,999 
| 0 


% Dol- | 9 -| % %  Dol- 
Units Uches nf | ucts Uris Units lars 


42.0 -9 | 32.2 18.2 | 26.7 -5 | 24.0 . 5.1 16.2 
38.1 -0 | 32.7 13.7 | 27.8 7 | 21.5 4) 10.7 4.2 
39.8 -7 | 28.4 5.7 | 38.4 23.8 -1 | 16.1 465.2 
27.9 -9 | 34.8 3&2 14.3 | 33.6 -2 | 19.7 ° 8.5 26.0 
19.1 -7 | 25.0 41.1 15.6 | 29.7 -1 | 22.6 . 6.6 23.1 
45.5 -9 | 30.2 43.3 17.3 | 30.4 2) 19.1 . 7.2 23.2 
37.6 -5 | 34.5 29.7 9.5 | 36.3 -9 | 20.9 -0| 13.1 35.6 
30.6 -8 | 26.7 39.1 14.3 | 27.1 -6 | 27.0 . 6.8 23.1 
39.3 -1 | 34.6 42.7 16.8 | 28.5 8 | 23.2 ° 5.6 20.2 
| 54.2 -0 | 28.1 38.7 12.8 | 23.2 -8 | 24.4 -0| 13.7 37.3 


Before using these figures, see explanation page 11. 
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| COUNTY : nme $2,500-3,999 $7,000 & Over 
FY 


_< 


RPeweaan=-uon 


KANSAS— Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1953 


$2,500-3,999 
9% % 
Units 


$4,000-6,899 


5 ann 
(a) 

Dol- 
a 


NET INCOME GROUPS, 1953 


$7,000 & Over 
% 


Unite lars 


Dol- 
lars 

31.3 

32.8 


27.9 
33.8 
22.5 24.1 
30.0 
25.2 


23.6 
30.0 
26.4 20.3 
29.5 
28.4 


23.9 
17.8 
23.3 
32.3 


26.6 
18.8 
18.3 
30.1 
14.3 
31.4 
30.8 
31.0 
31.6 
20.5 


36.8 
30.1 
30.2 
36.8 
26.5 
37.4 
38.7 
30.1 


33.5 
31.3 


15.9 
31.8 


33.1 
28.2 
27.8 
18.5 
24.4 
30.2 
28.0 
33.5 
31.2 
26.8 


29.0 
22.9 
24.7 


24.6 
27.6 
23.0 
51.2 
25.7 
18.8 
26.4 
22.0 
24.8 
31.6 


33.5 
34.5 
31.6 
48.1 
21.7 
24.0 
35.4 
19.7 
34.9 
39.3 


24.9 
24.2 


28.3 
21.5 


wsrhanas-wnrno 


own > 


23.1 
21.0 
35.5 
30.1 
33.0 


34.6 
29.6 


Swww- 


33.9 
30.5 
28.6 


ceeuawononun=m 


o-w- 


31.9 
19.9 
15.2 
32.5 
25.1 
28.0 
16.6 
24.7 
57.6 


15.7 
19.2 
22.0 
19.2 
62.9 


27.0 


32.8 10.5 


9.1 


30.3 26.0 19.2 


lars 
7.8 


24.8 
19.1 
37.9 
14.6 
17.6 


25.2 
17.1 
44.0 
22.6 
22.3 
40.6 
35.8 
30.7 
23.4 
4.7 


19.7 
26.4 
35.8 
39.3 
32.1 
42.7 
35.5 
47.8 
33.6 
44.4 


38.5 
14.6 
27.6 
65.2 
60.2 
25.1 
43.5 
37.2 
12.1 
40.6 


21.8 
57.0 
12.7 
17.5 
30.4 


10.4 31.8 


13.0 36.3 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


(Other East South Central States: 
Alabama, Mississippi, Tennessee.) 


—K EN TUC K Y — Counties and Cities 
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“NEVER BEHIND 
ON THE NEWS!" 


FRANKFORT, KY.—The State Capital 


IS A QUALITY MARKET! 


1953 
Effective Buying Income 


$29,815,000 
+$2,857,000 over 1952 


Population 
19,100 
+6,800 over 1952 


Automotive 
$3,001,000 
+$414,000 over 1952 


EFFECTIVE BUYING INCOME PER FAMILY $4,888 
Frankfort is a well integrated industrial community and the home of 


2,500 State employees, whose annual salaries total approximately 
$7,500,000 . . . This is year round, steady employment. 


The FRANKFORT STATE JOURNAL 


National Representation: John H. Perry Associates 


K EN TUCK Y — (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


COUNTIES 
CITIES 


Bell...... 
Middlesborough 
Boone 
Bourbon. 
Paris 


Boyd 
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Boyle 
Danville 

Bracken 


Breathitt 
Breckenridge 
Bullitt 


Butler 
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Carlisle. 

Carroll 
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Casey... 

Christian 
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7p ESTIMATES 
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A and A See end of state for SM 
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Metropolitan County Areas. 


© SM, 1954. Before using these figures, see explanation 11. 
SALES MANAGEMENT 


LEXINGTON, KY. 


World's largest horse-sales center. * Kentucky's largest educational center. 


. Richest livestock and general farming 
World's largest loose-leaf tobacco market. nn tn South. 


Manufacturing center for nationally dis- Second largest retail and wholesale center 
tributed products. . in Kentucky. 


Site of government hospitals and offices with multi- 
million dollar payrolls. 


LEXINGTON HERALD-LEADER &cfz*cctuey 


i Heral Lexi Lead 
— ” Sunday Herald-Leader wee betegt ™ 


The “SM” symbols mark original, exclu- Ser y 
sive sive_estimates by SALES MANAGEMENT. ] K E N T U C K Y ms (Continued) 
SALES AND 
TION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 

oH ESTIMATES t ING 
1/1/54 ESTIMATES—1953 ESTIMATES—1953 CONTROLS 


COUNTIES : 4 1 : : z ais Ape GROUPS 
CITIES (int dollars—add 000) 


General ; Auto- 
. | House- | motive 


Fayette... ... 78 . i . P 1,498/5, 154 
ALexington . d | . . é 1,367/4, 615) 
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Henderson J p ; 22,737) .0092 
Henry... 0} . , 10,016} .0041 
Hickman. ..... .4) .0046) . — 5,735} .0023 
Hopkins... .. .- = ¥ , 42,338 .0172'1, 
Madisonville .6| . . 15,266! .0062|1,316|3,914] 21,074) .0122! ,081| : k 7 .0082 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 
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THE OWENSBORO MARKET CONTINUES TO GAIN 


and so do the Inquirer, the Messenger and WOMI. Owensboro’s effective buying income is 
up for 1953 over 1952. Owensboro’s retail sales are up and the circulation of the Daily 
Inquirer and Messenger was up March 1, comparing 1954 over 1953. 


RADIO STATIONS 


THE OWENSBORO INQUIRER WOMI The Owensboro Messenger 
EVENING MORNING 


WOMI-FM 


Covering the Oil-Coal-Agricultural rich mid-western Kentucky market. 


MAY 10, 1954 
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AMONINIDI 


SALES MANAGEMENT 


WAVE-TV 


66.7% GREATER COVERAGE AREA 


than any other television station 
in Kentucky and Southern Indiana! 


36.1% GREATER CIRCULATION 


than the area’s leading NEWSPAPER! 


761.0% GREATER CIRCULATION 


than the area’s leading NATIONAL MAGAZINE! 


(WAVE-TV’s superiority as of January 1, 1954, and still growing) 


WAVE-TV delivers a strong, brilliant picture to thousands 
of families who get satisfactory television reception 
from no other outlet. 


The extent and importance of WAVE-TV’s better picture 
is proved by the fact that WAVE-TV program schedules 
are carried by dozens of papers in cities 80 to 160 


miles away from Louisville. 


Ask NBC Spot Sales for all the facts of WAVE-TV 


coverage — all of them the result of the following exclusive 
WAVE-TV facilities: 


914-FT. ANTENNA! LOW CHANNEL! 


(Above average terrain) (Channel 3) 


100,000 WATT POWER! ALL-NEW EQUIPMENT! 


(Maximum permitted) (The most modern available) 


ones WAVE-TV 
Channel 3 


FIRST IN KENTUCKY 


Affiliated with NBC, ABC, DUMONT 


NBC SPOT SALES, Exclusive National Representatives 
MAY 10, 1954 


77% RETAIL SALES GAIN IN 3 YEARS! 


Tap the Atomic-Powered Paducah Market Through The Paducah Sun-Democrat 


Since an atomic energy plant was started near Paducah in 1950, sales curves have all but run 
off the chart. 

The year 1953 was even bigger than record-smashing 1952—and the prospects for a sound and 
continued growth are highly promising. 

Look at the figures below, then plan to advertise for a greater share of the Paducah Market. 
CHAIN-REACTION BUSINESS on ea 
RETAIL SALES 1950 1952 1953 
Paducah-McCracken County wi $ 46,679,000 76,550,000 82,620,000 
14-County Trade Area : .. 130,265,000 198,070,000 184,317,000 
EFFECTIVE BUYING INCOME 
Paducah-McCracken County . 51,981,000 105,336,0€0 118,644,000 
14-County Trade Area 162,403,000 215,319,000 264,944,000 
POPULATION 
Paducah-McCracken County : 49,137 83,600 89,900 
14-County Trade Area os 211,689 239,600 253,400 


Beye The Paducah Sun Democrat — 


JOHN E. PEARSON CO., Rep. PADUCAH, KY. Natl. Representatives 


KE ° The “SM” symbols mark original, exclu- 
K E N T U Cc K Y — (Continued) sive estimates by SALES MANAGEMENT. 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
77m ESTIMATES 77m INCOME ING 
1/1/84 OUD ESTIMATES— 1953 CONTROLS 
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Meade... 5 | 20.84... 13,189 
2,357 
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5,817| 
7,911 
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| . ° 22,672 | 730)2,06 

bite 20.0) .0125! . u 18,376) . 919/3, 

1 Corbin is in Knox and Whitley Counties. © SM, 1954. Before using these figures, see explanation page 11. 

A and A See end of state for SM Metropolitan County Areas. 
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nny 


THIS VW FACTUAL STUDY 


OF NEWSPAPER SUPPLEMENTS 


BELONGS 


IN YOUR 


Media File 


SI NDAY MAGAZIN} 


belongs 


im any supplement Schedule 


Send for your free copy today, Write to: Promo- 
tion Department, Lovisville Courier-Journal, Lovis- 


ville 2, Kentucky, 


DID YOU KNOW? 


With its market population of 598,000, 
Louisville is larger than a full dozen This 
Week markets, ranks next to Miami if com- 
pared to American Weekly markets, and is 
larger than all but eight of the 38 markets 
covered by Parade. Louisville is the second 
largest U.S. market offering supplement 
advertising—yet not served by one of the 
three national supplements. 


DID YOU KNOW? 


With its circulation of 303,663. the Louis- 
ville Sunday Courier-Journal has a greater 
circulation than almost two-thirds of the 33 
This Week newspapers, reaches more homes 
than more than half of the 26 American 
Weekly papers, and has more circulation 
than all but three of the total of 38 Parade 
newspapers, What's more, its readership 
figures are even above the high level of 
reader interest for all supplements. 


THE LOUISVILLE 


oo 


DID YOU KNOW? 


With its 91% coverage, the Louisville 
Courier-Journal Sunday Magazine compares 
favorably with the 50.2% average cover- 
age of the Parade newspapers, with the 
47.5% average coverage of the This Week 
newspapers, and with the 44.6% average 
coverage of the American Weekly news- 
papers. In addition, it offers 15% or better 
coverage of 69 counties in Kentucky and 
southern Indiana, 


Convrier-Zournal 
SUNDAY MAGAZINE 


BELONGS 


IN ANY SUPPLEMENT SCHEDULE 


Sunday Courier-Journal Circulation 303,663 ¢ Member of The Locally Edited Group ¢ Represented Nationally By The Branham Company 


MAY 


10, 1954 


KENT U Cc KY — (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
Sy7p ESTIMATES Sy7p INCOME 
LD 1/1/54 ‘ ESTIMATES—1953 ESTIMATES—1953 
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Total Above Cities ‘ é 272.6 1,334,959). 4,897] 1,351,376) . ‘ 49,741 


State Total...... 1.8826, 834.1|1175.6] 3,273,338) 1.3306 3,924] 2,217,966) 1. "2,659 ’ 70,223 
KENTUCKY— Metropolitan County Areas 


| | } | 
254.8) . | -0) 160.8 332,748) - 1352) 1 ,306)4, 207,919; . 2,888; 650,203) 24,831 45,150 


103.2) . | -0| 78.4) 154,619) .0628/1,498/5,154) 139,496) . 4,650; 27,192) 17,368 21,801 
611.6) . -3) 512.0) 1,003,317) .4078|1,640/5, 687,492} .3997| 3,690, 162,983) 75,757 151,410 
mane < | 0} 61. 118,644) - 0482/1 ,320/4 091 82,620, .0480) 2,849) 17,115) 10,317 22,875 


Total of Areas 1,089.5] -6622| 317.3 812.2} 1,609, 328| .6840|1,519|6,0721 1,117, 6496) 3,522; 257,493) 128,273 241 ,236| 41.970} 


KENTUCKY — Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 | = NET INCOME GROUPS, 1953 
otal 

| Con- 
COUNTY sumer $2,500-3,999 $7,000 & Over 
(000) 6 % % oa. 
Units Units lars 

32.4 | 24.6 J 12.0 ° . 10.3 

17.5 | 31.8 A 21.6 " . 14.9 

53.1 | 16.9 " 4.7 A P 5.6 

24.5 | 29.1 le 13.2 ° . 18.5 

56.6 29.3 | 29.5 A 11.7 . . 9.6 


24.2 7.0 | 27.8 -1 | 37.3 . 4 2 
59.0 32.5 | 28.0 -2/| 11.8 ° ° 4.2 
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12.4 
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42.6 17.7 | 37.1 -3 | 14.6 ’ -7 20.6 
52.5 26.1 | 34.1 -8 | 10.2 e 2 12.4 
67.7 42.1 | 24.0 le 7.2 . : 4.9 
49.9 22.1 | 32.5 -6 | 12.9 ° 7 20.3 
43.2 16.4 | 30.2 -3 | 19.7 9 26.6 
62.6 36.7 | 27.5 ° 8.1 1.8 7.9 


Before using these figures, see explanation page 11. 
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1 Corbin is in Knox and Whitley Counties. 
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Go 
Where 
There's 
Growth 


Represented nationally by Henry I. Christal 
Co., New York, Boston, Chicago, Detroit, San 
Francisco. 


te. WHAS-TV 


Represented nationally by Harrington, 
Righter & Parsons, Inc., New York, Chicago, San 


Francisco. 


ASSOCIATED WITH THE COURIER-JOURNAL AND LOUISVILLE TIMES 


Victor A. Sholis, Director 


Neil D. Cline, Station Manager 


MAY 10, 1954 


KENTUCKY — Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1953 ial NET INCOME GROUPS, 1953 
: Con- 
$4,000-6,999 ‘$7,000 & Over COUNTY sumer | $2,500.3.900 $7,000 & Over 


we 0 (000) x she Oa uke Dal 


24.1 ; ‘ r : . } ee 11.8 t .0 | 29.3 4 ‘ 4.9 21.6 
25.5 , E F ' | 3.0 ; -5 | 21.6 : a : 6 2.5 
16.2 Y . ‘ \ 5.0 ’ 7 | 27.3 ‘ . $ 5.1 18.9 
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27.3| 27.2 33. ; : . . 4.4 | 45. .2 | 34.3 
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12.8 . : : ° . ° 3.0 ; -7 | 31.7 
37.0 ° B J . . 1.7 a 
26.7 ; . . A ‘ . 3.1 : -3 | 35.1 
10.4 : le ; . . . 10.5 \ -6 | 40.7 
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10.7 . -3 | 25.9 


14.3 : 
24.2 , . ‘ ° e . 9 . -7 | 33.5 
32.5 . . f 3 ‘ . 3.2 : -4 | 24.8 
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33.6 | : 
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(Other West South Central States: The “SM” symbols mark original, exclu- 

LO U ISIA N A — Counties and Cities “Arkansas, Oklahoma, — Texas.) sive estimates by SALES MANAGEMENT. 
Pop. Pop. 

Louisiana state map—page 410) (, NuMBer or Outiets __i| Gn NuMBER OF OUTLETS 
County thous.)}| F |GM|FHR ‘ity County 'thous.)} F 


. Rapides... . 2] «191 19 19 nate | RAE . 120 
2; «50 9 3 i : 46 
O} 326 32 73 i . 189 
2 93 11 12 i ori . 113 
| 646 4 bnesanwen 4)2,417 
9 69 2 ; ‘ 83 
a 7 Al; i iach abinwad " 30 
7 71 13 Shreveport . 376 
Ss} 51 8 Thibodaux....... : 45 
Lafayette........Lafiyette........| 38.2] 153) 9 


A and <4. See end of state for SM Metropolitan County Areas. SM, 1954. Before using ‘hese figures, see explanation page 11. 


ose al 10.5 


WHAT THE TRIANGLES STAND FOR... 
The solid black triangles in these tables and footnotes refer to Standard Metropolitan Areas. 
The open triangle indicates SALES MANAGEMENT “Potential” areas. 


SALES MANAGEMENT 


SHREVEPORT ometropotitan AREA 


now 93rd" w U.S. (up From 108th!) 


The Shreveport area, dominated by KWKH, gets 


more important every year. 


SHREVEPORT HOOPERS—JANUARY, 1954 
SHARE OF RADIO AUDIENCE 


8:00 A.M.—12 NOON KWKH BB C D E OTHER 
MON. THRU FRI. v1 213 63 6S 449 oe 
12 NOON—6:00 P.M. 
MON. THRU FRI. 48 233" 203 69 Tt oe 
6:00 P.M.—10:30 P.M. 
SUN. THRU SAT. 


Throughout its Standard Audit Measurement area, 
KWKH delivers almost three times as many Aver- 


age Daily Listeners as the second-ranking Shreve- 
54.6 C25 wee. 118. 42 


port station (and for 46.4% less cost-per-thousand- 


*Adjusted to compensate for fact that Station B signs off at 
5:30 P.M., in January. 


KW KH 


A Shreveport Times Station 


listeners) . 


January, 1954 Hoopers prove we do the top job 


in Shreveport itself, too. 


* 1954 Sales Management figures 


50,000 Watts - - - CBS Radio - - Gilialiciia 


The Branham Co., Representatives e Henry Clay, General Mgr. @ Fred Watkins, Commercial Mgr. 


LOUISIANA 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


LOUISIANA — (Continued) 


SALES AND 


COUNTIES 
CITIES 


Bienville....... 
Bossier City... 


ALake Charlies. 
Caldwell 


7p ESTIMATES 
OUD 1/1/54 


EFFECTIVE BUYING 
INCOME 
ESTIMATES—1953 


RETAIL SALES 
ESTIMATES— 1953 


C071 
-0152 
-0089 


Per 
Cap- 


Per 
Fam- 


ADVERTIS- 
ING 
CONTROLS 


FIVE STORE GROUPS 


(in thousands of dollars—add 000) 


ily 


259,515 


165, 875 
92,347 
8,492 
5,966 


8,269 
20,354 
11,203 


General 
Mdse. 


| 


a2 S88 Bbe8 


—_— 


% = 
eS 
a 


176 
689 
13,720 
13,670 


4,590 


Auto- 
motive 


7,505 
5,217 
4,310 
2,050 


797 
4,603 
3,304 


1,573) 
6,565 
5,582 
67,235 
63,753 


25,578 


A and A See end of state for SM 


Metropolitan County Areas. 


Before using these figures, see explanation page 11. 


INDUSTRIAL SALES DATA FOR ALL COUNTIES 


Industrial data for all counties—not just the leading 100—are available on IBM cards. Address 
Market Statistics, Inc., 432 Fourth Avenue, New York 16, N.Y. Phone MUrray Hill 4-3559. 


MAY 10, 


outdoor 


for sales 


advertising impact! 


where you owed it when you need it 


Only Outdoor carries your mes- 
sage to people where they buy, 
when they’re on the way to buy! 


General Outdoor Advertising (+, 


New Orleans Office Covers 1400 
3900 Tulane Avenue leading cities and towns 


LO U | S$ | A N A am (Continued) a The “SM” symbols mark original, exclu- 


___ sive estimates by SALES MA AGEMENT. 


| SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES INCOME C, ING 
‘ oH @D ESTIMATES— 1953 JM ESTIMATES—1953 CONTROLS 


COUNTIES |} ~ ns i 
CITIES 


~ FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Net 
Dollars 
(add 


Auto- 
000) 


motive 


18,303) . J 7 d 5 y 4 4,384 
332,237) . ’ ‘ a ‘ 4 ‘ ; i 41,252 
258,336) . ; ‘ 4 d 28,939 23,519 a 35,960 

11,706) . . ‘ J 5 2,016 1,280 1,166 

9,550) . 4 4 ‘ ‘ 1,795 1,160 1,339 
32.7) . d A 24,732) . 2,748) 13,125) . 5 2,793 1,127 2,996 
29.2) .0183 ? . 21,670) . 2,968) 13,998) . 7 3,430 1,555 1,678 
14.0| .0087| 3.7)... 9,937) . 2,686)  4,899| . : 1,668 721| 1,157 
a: and A See end of state for SM Metropolitan County Areas. © SM, 1954. 


Before using these figures, see explanation page 11. 


The ONLY Medium in the Rich Baton Rouge 
Market Giving Maximum Coverage 


ASK THE JOHN BUDD MAN! 


AFFILIATED WITH RADIO STATION Wj8O 


MORNING ADVOCATE 


BATON ROUGE, LOUISIANA TWO GOOD NEWSPAPERS 


SALES MANAGEMENT 


YOU CAN FOOL SOME OF THE PEOPLE SOME OF THE TIME . . 


but radio time buyers are 
SMARTER than people! 


They know there’s no hokum in Pulse . . . no unseen telephone respondent 
who might even be a visiting Eskimo. Only Pulse with its face-to-face survey 
gives you true audience content. 


*Pylse made in the home survey proves WMRY 
BEST BUY in New Orleans Negro Radio Audiences! 


Mort Sil Gen. Mgr. 
In the potent New Orleans Negro Market, Pulse proves that WMRY tops ont Sone are Oe 


all stations in Negro homes. WMRY, the only all-Negro station in New 600 k T ATION 
Orleans, TOPS all competitive Negro programming by more than 58%. 


*Pulse New Orleans Negro Homes i wr IR Vv 
Survey, Sept.-Oct., 1953. Represented Nationally by Gill-Perna, Inc. 


NEW ORLE 


= estimates by SALES. wa Eu LOUISI!ANA— (Continued) 
SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


oD * SYD Ustimates—isss BY EstimaTes—1953 conTRoLs 


COUNTIES i l FIVE STORE GROUPS 
CITIES (in thousands of dollars—add 000) 


Auto- 
motive 


$72 


Iberia... “a E d . 3 A 3 A 7,068 

New Iberia ’ 
Iberville........ i é : . d “ A 2,976 
Jackson + i ° y . ° ’ . 2,625 
Jefferson 7 x ° . ° ° ’ . 11,136 

Gretna ‘ J J y J . ly . . 5, 164 
Jefferson Davis - é zl . ° ’ . ’ 7,494 

Jennings 6 F . d ,17 . ’ 5,337 
Lafayette ‘ y d te . d ° : 11,922 

Lafayette... : r 3 ¢ ° . . y J 11,153 
Lafourche....... 4 é 4 é d . ’ 7,182 

Thibodaux..... , : . = ‘ . 3, 4,757 
ee ee 4 ‘ t d . ’ ° 3,153 
Lincoin... 7 e ‘ . d ’ : ’ 4,980 

Ruston........ ; J 2. é : ° . 4,703 
Livingston... ... x d . ‘ ’ . 3,208 
3,154 
5,836 
= é d o 5,472 
Natchitoches. ... . é d ° x p ° ° 2,805 
Orleans 4. : . . 5 . ’ 115, 774 96,390} 28, 


© SM, 1954. Before using these figures, see explanation page 11. 


they’re not seeking ENDURANCE records! 


Esso Reporter for the 16th year ADVERTISERS WIN 


Chattanooga Medicine for the 12th year Srelty et anne ioe for i 


Plough Sales Corp. for the 14th year war for blonket morket coverage. 


BC Remedy for the 12th year 


! 


_ 


SasSsSSRVSlsses| 


_ 


5000 watts NBC 


Colgate-Palmolive-Peet for the 11th year eaoeteeaned (Oy Gonige'P. eRinginey 


Local advertisers—fourteen of ’em for 15 years or more 


the y ‘Tre achie ving RESUL rs NOW /N OUR aon VEAR OF SERVICE 


in Louisiana’s 2nd largest market! wv WwW WwW 


MAY 10, 1954 


+ 


ne They 
ITEM feada bu choose the 
ITEM because 
94% of powerful 


ITEM circulation 

~ se s is now concentrated 

t gr ~ 9 squarely, solidly and 
«nb had a traditionally, in the rich 
tit | . New Orleans Retail Trade 


area. They can reach their 
customers best and most suc- 
cessfully with the ITEM, 
Louisiana’s largest eve- 


New Orleans merchants, who 
voluntarily choose their eve- 
ning newspaper to create ning newspaper, with 
and promote business, a daily circulation 
placed 72° of their total ; exceeding 105,000 
lineage in the NEW —— and more than 
ORLEANS ITEM 109,000 on 
1953 . Sunday. 


for 


del, New Orleans with the IF ES AA 


SAWYER > FERGUSON - WALKER - National Representatives 
NEWYORK «© CHICAGO ° £ODETROIT * LOS ANGELES «* ATLANTA ¢ SAN FRANCISCO 


i The “‘SM"’ symbols mark original, exclu- 
LOU I SIA NA . ( Continued) Le be ___ sive estimates by SALES MANAGEMENT. 
My SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 

7 | IN 
BUD 1/1/54 BYP ESTIMATES—1953 BY) estimates—1953 CONTROLS 


M 
COUNTIES it l | ' FIVE STORE GROUPS | 
CITIES in thousands of dollars—add 000) | 

Net | &% Per | Per % a se ot ee pr 0 § ____] Buying |Qual- 

Dollars of | Cap- | Fam- ] | Power | ity 

(add U.S.A. | ita | ily | U.S.A.) P General | Furn.- | Auto- Index | In- 

000) | Mdse. | House- | motive | Drug dex 

| i Radio 


ae 
ANew Orleans ; 947,491] .3852/1,562'5,209) 7 | .4072 144,372) 115,774] 39,750! 96,390! 28,248] .3906| 103 
| kag 


} | } 
Ouachita 4} 0509} 23.9) 54. 110,696 -0450| 1, 360/4,632 ty 17,056} 10,605, 7,706| 33,087| 2,730] .0506| 99 
A Monroe- © | | | | | | 
West Monroe 56.§ 7.4 76,305| .0306|1,323|4,353 3 .056: 13,673} 41: 7,708| 32,760| 2,668)  .0393 
AMonroe. .. - 3.9 59,537| .0242/1,326/4,283 . te 9,733] 8 6,831 32,400) 2,387 0327 
Plaquemines . 16,502| .0067|1,115/4, 460} : 3,160) 2m; 213 
Pointe Coupee 5} 2. 16, 240| tons} 755 2,953 , j 1,719 : 1,727; 287 
Rapides j 5) 46. 109,505! 0445/1, 092/3, 982 | .0485) | 19,287) 12, 19,166} 2,227 
A Alexandria. 38.2 8 51,150} .0208|1,339)4,335 -0386 | 12,392 346 ; 17,880} 1,831 
Red River 2. , 7,591; .0031| 678|2,530 .0030) 1,355 | 1,383) 
Richland . 7| 3. 19,625} .0080| 752'2,929 | 0110) 4,074 ‘ 5,253 
Sabine 5) 4) 15,196 onl 741'2,814 ; | 2,004] 1, 1,489| 
St. Bernard 3} . 4) 3. 14,698/ 0060/1, 105|4,323 ’ : 234 
St. Charles 13.6) . . 13,382; .0054| 984/3,717 oF ,691! 827 
| 
St. Helena 9.2| . .3| 6,308} .0026 ee | : 161| 
St. James 15.2} 0095} 3.7)... 8,981} .0037| 591/2,427 | .0042) 1, | 1,229) 
St. John 14.9) 0083) ‘ " 11,745} .0047) 788/3,263 Py 342 — 


| | 


| 


St. Landry 81.9) . 9| 21. 62,715) .0255| 766|3,152 ; 485, ee 3,938, 11,070) 
12.9} 0081} 3.6} 13,997! .0057|1,085/3,888] 22,364) .013 att ‘ 2,805} 8,468 
26.6) . ‘ 20,243, .0083| 761|3,213]  8,983| .0052) 251/ 2,941) 
38.0 4 .2| 20. 39,330 oT a 28,219) 1,307| 5, 021| 
28.1) 0178, 8.0) 9.1 25,459} 0104) 906/3,182} 18, 182! aed 2,260) | 1,286] 3,401 0119) 
56.6 .0353 . 49,522} .0201| 875|3,195 pe .0235| 2,611) 1,278} 8,030| 1,387 02m 68 
12.91 0081! 3.51......1 9.0231 .0037' eoei2.s78! 6,514 noes aol ; 156 7441 +260!» .004e! 57 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 
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1954 


Opportunity G la Creole 


... recipe from new New Orleans 


New Orleans now caters to a growing list of nationally famous 
firms. Why? Because New Orleans supplies industry with the 
markets, the transport, the resources—and all the other ingredi- 
ents needed for profitable operation: 


¢ Nearby export markets Expanding domestic markets 
¢ Unlimited water supply Low cost fuel 
¢ Fine living conditions Low-cost electric power 
¢ Interconnecting transportation Second port U.S.A 
¢ Cooperative labor ¢ Year-round mild weather 
¢ Abundant raw materials 


Send for booklet, ‘‘Why Industry Moves South.” 
Your inquiry will be held in strict confidence; — 
ask any questions pertinent to your business. 
Write M. B. Walle, Director, Greater New Orleans, 
Inc., New Orleans 16, La. 


Greater New Orleans 


Where You Get All 3 Essentials For Profit . . . eseunces—> 


LATEST 1954 POPULATION OF LOUISIANA’S 2nd LARGEST & RICHEST MARKET 


SHREVEPORT METROPOLITAN AREA 


(CADDO AND BOSSIER PARISHES, LA.) 


237,000 


SOURCE: 1954 SRDS CONSUMER MARKETS 
Advertisers and agency experts proclaim— 


SHREVEPORT one of the TOP TWO 
test markets in entire South and Southwest 
in its population bracket 


In an impartial survey by Sales Management Maga- 
zine, 131 manufacturer and advertising agency experts 
were asked to name their choices of preferred test 
cities. These market authorities selected Louisiana’s 
2nd largest market, SHREVEPORT, as one of the top 
two most important test cities in the entire South and 
Southwest in its population group. 

As in previous test market studies, Shreveport is again 
recognized as a leading test area. Shreveport is ideal- 
ly located and serves as the principal sales mecca of 


The Shreveport Times 


the tri-state trading region known as “Ark-La-Tex.” 


Shreveport again stands out in this latest test market 
survey for experienced advertisers know that THE 
SHREVEPORT TIMES-SHREVEPORT JOURNAL 
offer complete effective coverage of the rich “Ark-La- 
Tex” mace at reasonable rates, along with excellent 
merchandising assistance. Test market authorities 
selected SHREVEPORT. Make this top test city 
your choice too . . . along with the dominant Shreve- 
port Newspapers! 


Shreveport Jovrnal 


Newspaper Production Company, Agent 
/ CHECK WITH THE BRANHAM MAN 


LOUISIANA — (Continued) — 


“SM” symbols mark original, exclu- 
= estimates by SALES MANAGEMENT. 


y ESTIMATES preers * see RETAIL SALES 
SH 1/1/84 JM ESTIMATES—1953 JM ESTIMATES— 1953 


COUNTIES | | FIVE STORE GROUPS 


CITIES % - % (in thousands of dollars—add 000) 
et 
Dollars 


of 
(add I 8. Per General | Furn.- Auto- 
000) Mdse. motive 


45,333). ’ ° . . ’ . A 5,715 
17,120) . J ’ , 014 " ‘ ‘ 4,808 
15,534 
32,503 


16,317 
40,383 
24,211) . 
37,966) . 
11,588 


10,662 
11,145). 
5,321 


13,947 


1,251.0) .7 ‘ 1,942,292 5,202] 1,549,080 R 293,987) 214,732} 98,825] 343,251 


2,870.8 3,436,734 4,318] 2,350,993) 1. ’ 515,622} 305,759) 131,907) 487,857 


1IANA— Metropolita County Areas 


13 197.0] .1231] 65:8 re. 332,237 ‘ca 184,356] .1071| 3,316] 35,385 . 11,550] 41,252 a .1242| 101 
1 
979 054 


98 760.3) .4751| 225.3) 736.4] 1,168,134) .4749)1,536/5, 787 ,405| .4577| 3,495'* 168,899 , 4C,478| 107,760) 31,071)  .4698) 99 
135 228.6| .1428) 66.9) 166.8] 333,099) .1354/1,457/4, 252,472| .1468| 3,774 52,799 . 14,69)' 73,800) 8, 
Before using these figures, see explanation page 11. 


-1403) 98 
© SM, 1954. 


Table of Contents is on Pages 1, 3 and 5 


SALES MANAGEMENT 


The big market 


you've got covered 
is the big market, indeed 


In NEW ORLEANS you get 79% daily coverage from 
one big newspaper medium — The Times-Picayune States 


This is important in the wise selection 
of markets—the M factor, the Medium 
factor— 


How efficiently can you advertise 
in the market! 


Here is the answer in New Or- 
leans: The Times-Picayune New Or- 
leans States ... a single medium that’s 
big enough to take the measure of one 
of America’s major markets. 


Here’s New Orleans’ extraordi- 
nary coverage story: 


1. Virtually 8 out of 10, persons 15 
years and older are regular readers of 
the daily Times-Picayune States in the 
A. B. C. city zone. 


2. This means 420,414 persons in 


the city zone are regular readers of 
The Times-Picayune States. 


3. Daily reader impressions in the 
city zone—not accounting for duplica- 
tion—total 526,847. 


4. Almost one-fourth of all (24%) 
see the daily Times-Picayune, and no 
other newspaper; 13% see the daily 
States, and no other newspaper. 


America’s easiest media decision. 


That’s The Times-Picayune States 
in New Orleans. For complete cover- 
age facts, you'll want to see the brand- 
new study of daily newspaper readers 
in New Orleans made by Publication 
Research Service. Ask Jann & Kelley, 
Inc., today. 


Che Cimes-Picauune 
NEW ORLEANS STATES 


Represented by JANN & KELLEY, Inc. 
Circulation: Daily 270,068, Sunday 276,684 


A.B.C. Publisher’s Statement 6 mos, ending Sept. 30, 1953. 
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Cc 


LOUISIANA 


1950 Net Effective Buying Income 


Br. In excess of $150 Million 


} $75 Million to $149.9 Million 


[ees] $40 Million to $74.9 Million 
$15 Million to $39.9 Million 


TEMSAS 


Cowconpia 


Cities shown are those having net 
Effective Buying Income of $15 million 
and over 


Staueecare $1 LANDRY 


COPYRIGHT BY 


we EFFERSON. 
CarCasitu & . 


iY) 
"ORT 


7 
‘ay 
s 


JEFFERSON 


Puy 


Scale of Miles 
10 25 50 


One Inch Equals Approximately 48 Miles 


| 


MONROE _... in Rich Northeast Louisiana 


up...UP... UP Goes ABC City Zone Population 
NOW 60,514 ( 1954) The above population figures say much more than mere words . . . they 


proclaim MONROE’S outstanding progress since 1940. Population here 


in the City Zone has jumped from 36,869 in 1940 to 60,514 today. 
Source: 5 6,642 ( 1953) The ABC City and Retail Trading Zone population is now authoritative- 


a a 48,874 (1950) ly placed at 285,411, announces the Audit Bureau of Circulations. 


U. S. Census data. 36,869 (1940) 
There are many reasons for Monroe’s superb progress: important natural 


gas and oil deposits, also numerous diversified and ever-expanding 
na os vont at ‘| industries, abundant agricultu‘e along with record-high purchasing 
newspapers tor com- power make Monroe a market of outstanding merit. 
vee effective coverage in the wealthy 
ortheast Louisiana trade area. 


MONROE NEWS-STAR & WORLD 


CHICAGO e NEW YORK e DETROIT © ATLANTA e CHARLOTTE 
Represented by THE BRANHAM COMPANY DALLAS © ST. LOUIS e MEMPHIS @ SAN FRANCISCO e LOS ANGELES 


SALES MANAGEMENT 


410 


~ 


: 


NATIONAL 
i = ; . Z GPF ADVERTISING 
ALEXANDRIA § ) RAPIDES PARISH REVENUE UP 
PRIMARY MARK' NOW OVER d 59% IN 5 YEARS! 


9 perishes within ETE 1953 LINAGE (vs. 1952) 
eae Gi ay 

Population 266.600 . 

EBI $242,979.00 Z (34 qr. 53 vs. 3¢ qr. 48) 


up 14% Z = 
Retail Sales $162,839,000 300 Z 21,303 sperscmclincse hi 
up 6% , js j WEEKLY FOOD 
Food Sales $ 39,146,000 : = Trading Zone: BULLETIN 
Drug Sales $ 4,463,000 : 4th LARGEST of 438% MORE than all merchandises your 
= 64 La. parishes— _ outside evening news- J ™ advertising = -* 
(SM 1954 vs. 1953) “ : "23.5% gain in 10 years! papers combined! ° automatically ! 
(1950 Census) data on request) i 


Alexandria's market 

is one of the 3 
chosen by Devoe & AY. 
Raynolds for a big 
Spring test. Isolated! 
Receptive! Depend- 
able buying power! 

Its newspaper 

your Louisiana 
purchase! 


MUGTHUAHA ATA 


= es by SALES MANAGEMENT, LOUISIANA— Metropolitan County Areas — (Continued) 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
BYP 11/54 BYP ESTIMATES—1953 BYP ESTIMATES—1953 


FIVE STORE GROUPS 
in thousands of dollars—add 000) 


General | Furn.- Auto- 
Food Mdse. | House- | motive | Drug 


83,450) . 19,287} 12,936) 65,247, 19,166) 2,227 
ALake Charles. . iJ . . -0674| 1,536 104,309) . 22,896] 11,556) 4, 25,578} 2,364 
A Monroe- 
West Monroe. . ’ 4 .0450) 1360/4, 102,827 17,056} 10,605} 7,706) 33,087| 2, 


Total of Areas...].... 1,475.6) .9221| 430.111254.71 2,219,545) .9022|1,604|5, 161] 1,514,819, .8808| 3,522| 316,322 204, 134| 89,261 300,643 53, 156} : 98 
LOUISIANA— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 NET INCOME GROUPS, 1953 


Con Con- 
COUNTY J ; % COUNTY sumer AJ $2,500-3,999 
/0 /o 


oO 

Units vi Uae 
14.8 23.4| 6. : al 3 35.9 | 18.8 
16.4 ° ~ ¥ 5 7 . 29.3 
18.9 32.7| 5.2 17. 4| 38.2 13.1 | 28.6 
9.2 19.3] 3. 7 y 13 | 38.7 13.8 | 24.2 
11.3 23.5| 2. t 6.3 | 63.4 33.2 | 20.4 
16.4 28.7| 4.2 14. 7 17.6 | 28.6 
13.4 26.4| 2.6 10, : .6 | 18.7 
23.2 
23.6 30.8| 11.3 22.8 
20.6 26.6 | 23.7 33.3 
23.5 21.3 | 24.5 34.3 
22.7 30.6 | 11.8 24.7 
24.9 34.0] 10.5 22.1 


eoeone OCH 
qgnrarrwnwoqa 


33.8 ° 3 30.0 
23.9 ° 7 2.1 
27.6 A 3 22.6 
28.0 ° 3 32.0 
28.7 ° -1 26.6 
25.2 2112.3 23.9 
16.3 . 3 18.2 
28.7 e 0 31.2 
31.8 ° 7 24.9 
24.2 ° 2 23.5 
22.7 . 4, 23.8 
28.6 a 0 27.8 
40.1 31.7 . 4 33.6 


51.7 -0 | 20.9 A 4 33.2 
65.9 -5 | 22.2 ° 0 19.6 
64.2 8 | 21.5 J 5 21.7 
55.8 -1 | 30.1 ° 0 21.4 


. ° . . 43.0 15.6 | 26.5 -5 20.8 
10.6 : . x 6/ 5. ° . 8. -3 | 30.3 9.1 | 26.0 -7 36.4 


Before using these figures, see explanation page 11. 
MAY 10, 1954 411 


You can reach all of Maine’s 
No. 1 and 2 trading areas at low cost with 


THE MAINE TELEVISION NETWORK 
WPMT-TV WLAM-TV 


CHANNEL 53 CHANNEL 17 
“First in Portland” “Lewiston-Auburn’s Only TV Station” 


COMPLETE CONVERSION IN THE ENTIRE AREA 
CBS — Dumont — ABC Networks 


M A 1 N B ak Counties and Cities — (ot New England States: Connecticut, Massa- The “SM” symbols mark original, exclu- 


PAO NT ae 


chusetts, New Hampshire, Rhode Island, Vermont.) sive estimates by SALES MANAGEMENT. 
“Pop. : 
Maine state map—page 417 ag ___ NuMBER oF OUTLETS | i NuMBER OF OUTLETS 
City County thous.} F |GM{|FHR| A i County | F | GM|FHR 


4 10} 22 i ........Androscoggin. .. . ‘ 205 31 

21.5] 92 6 8} 22 Cumberland..... : 324 57 

32.3] 125 2 28 32 iBiwess ‘ 33 9 

10.8 52 5 10 8 Stee =e ‘ 41 10 
4 * * 
6 


. Androscoggin. . . 24.44 95 


21.2] 101 19} 15 * ae ’ 
Brunswick... .. 7.5] 55 11} 14 25 


SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
C 44 ESTIMA INCOME @D ING 

py, V/s ESTIMATES—1953 ESTIMATES—1953 CONTROLS 

COUNTIES 4 : ee FIVE STORE GROUPS we ] 
CITIES Tem (in thousands of dollars—add 000) 

(thou- 


sands) 


Cap- 
ita General Auto- 
Mdse. | House- | motive 


83.5) . . s ° 1,476 ’ ’ A ’ 9,558 , 18,288 


66.2) . d 102,351) . 1,546) ,222) A é 9,096 17,280 
41.8) . . 66,044) . 1,580/5,504 , A , . 9,181 
24.4). d 36,307) . 1,488/4,777 . . 8,099 
96.1) . ° ° 115,812) . 1,218)4, ° - ° 22,905 
11.9] .0074 ; 17,291) . 1,453/5 , 962 ° ’ ° 4,914 
169.8) .1062 . 251,021; . 1,478/4,941 . ’ 35,861 
, 79.2) .0495 ‘ 122,364) .0497|1,545)4,934 < ° 25,311 
Brunswick... . 7.5} .0047 ° 9,705} .0039|1,294/4,621 , ‘ 4,422 


A and A See end of state for SM Metropolitan County Areas. 


WGAN WGAN-TV 


560 KC 5000 WATTS CHANNEL 13 239,000 WATTS 


The largest retail and wholesale area north of Boston 


GUY GANNETT BROADCASTING SERVICES 
390 Congress St., Portland, Maine Telephone: Portland 27423 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as 
IBM listings of data in the “Survey of Buying Power’, regrouped according to your sales 
territories, may be obtained from Market Statistics, Inc., 4832 Fourth Avenue, New York 16, 
N.Y., Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


The PORTLAND, MAINE Market 
is a Nine County Sales Area 


62% of the population | 


65% of the total income 


64% of the total retail 
65% of the food sales 


60% of the gen. mdse. 


sales 


sales 


61% of the automotive sales 


65% of the drug sales 


65% of the gasoline sales 4 | ; 


in the state of Maine 


are concentrated in these 


nine southern counties. 


* Largest Metropolitan County 
Area 


*& Largest Wholesale Center 


*& Largest Newspaper Circulation 


NORTH OF BOSTON 


Sales Management’s Test Market Survey, Nov. 1953 rates 
Portland as one of the best test markets in the country: 


Ist for all cities in Maine 

Ist in New England for cities 75,000 to 150,000 population group 
3rd in New England for cities of all sizes 

6th in U. S. A. for cities in 75,000 to 150,000 population group 
18th in U. S. A. for cities of all sizes. It ranked 75th in 1950. 


The PORTLAND newspapers give you 94% coverage of the city and retail trade zone 


and 52% of the entire nine counties. 


78,164 circulation daily .. . 87,243 Sundays 


PORTLAND, MAINE 


PRESS HERALD ° EVENING EXPRESS 
SUNDAY TELEGRAM 


Represented by The Julius Mathews Special Agency, Inc. 


MAY 10, 1954 


oneran Nu \ 


HARMONY 


; \ 
: ° 


Clonekset- 
PITTSFIELD £ as yr 

j Oielldr 

County 


co. 
ff Population 
Total Income ... 


Retail Sales 


Food Sales 


AUGUSTA 


(MAINE) 


Your sales potential in the 
} Golden Kennebec Valley 


GROWS EACH YEAR 


| When a market goes ahead year after year, there’s 
f a sound reason for it. 


in the Golden Kennebec Valley—where 121,700 
people enjoy good income and retail sales make big 
gains each year—you can be sure your advertising 
dollars will pay off. 


Two big shopping centers—Augusta and Waterville 
—supply every consumer need within this rapidly 
growing market. 


And two great newspapers supply both news and 
shopping information to 66% of the homes in the 


entire 2 county area .. . so that your products are 
an intimate part of the lives of these 35,100 families. 


This 1953 record points to your 1954 sales potential. 


Gen. Mdse. Sales . .$ 8,978,000 
Furn.-Hshlid Sales . 4,973,000 
Automotive Sales .. 21,575,000 

2,789,000 


KENNEBEC JOURNAL 


$159,703,000 
114,697,000 
33,321,000 


WATERVILLE ™aine) SENTINEL 


Represented by 


The Julius Mathews Special Agency, Inc. 


M AI N E— (Continued) 


The “ ‘SM” ” symbols ‘mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


COUNTIES 
CITIES 


Franklin 
Hancock 
Kennebec 


Waterville... . 


Augusta 


Knox. ... 
Rockland 


POPULATION EFFECTIVE BUYING 
ESTIMAT 
BY LD BYP ESTIMATES—1953 


Per | Per 
Cap- | Fam- 
ita | ily 


11,245 .4,401 
|1,179/3, 
1,379/4,843 
1,494/5, 146 
wars 
1,252/3, 
.0052|1,375|4,41 
a... 1 .0079)1 0873, 498) 
12.3| 14.3 1,278'4,4 


28.9) 61.2 ’ 1, 2984, 
9.1 ’ -0185)1,410)5, 
5.4) 2.4 ’ -0084/1,198/3, 
6.4) 10.8 ’ -0100)1 , 191/3, 834 
3.4 x -0057|1,301/4, 133 


66, 154 
15,619). ° 941 
16,171). F 857 398 
12,877| . 785 361 2,479 ¢ 96 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES 
SH | ESTIMATES—1953 


hike ~ FIVE STORE GROUPS 
(in thousands of dollars add 000) 


Auto- 


General 
Mdse. motive 


Furn.- 
House- 


Radio 


an ane 
405, 601 
1,248) 1,250 
6,969) 3,784 
3,525 1,984 
1,825 797 


3,963 
4,866 
17,323 
6,146 
6,582 


1,694 1,180 
985 862 
639 334 

3,038 1,053 


4,858 
3,902 
4,164 
6,315 


12,376 
10,509 


5,817 
4,020) 
1,129 


26,776 
18,385 
2,549 ° 
3,061 . 81 


Aand A See end of state for SM Metropolitan County Areas. 
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Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


BANGOR’S $334,343,000 7-County Market 


Better than 44 of MAINE STATE Totals in Every Important Category 
New Construction Totalling More Than $100,000,000 Scheduled for 1954 in Our Area 


@ This Market is covered quickly and effectively by —— The Bangor Daily News. 
Circulation averages 67,071 Daily — 71,619 Sat-Sun. (ABC 9/30/52.) ABC City 
Zone 54,961 population and recently established ABC Retail Trading Zone brings 
total to 320,968. 

It's a BIG Market — served by a BIG paper — the 

LARGEST DAILY North of Boston. Through a superb 

carrier delivery system, the NEWS is received before 

breakfast throughout the entire territory. That is why the 
trade will not settle for out-of-zone publications . . . why 
they will not stock on the basis of secondary efforts. 


If you want your share of Maine’s BIG retail sales mar- 
ket, YOUR BEST ARGUMENT to both Distributors 
and Retailers is that (1) the trade will be conditioned 
and (2) the consumers will be PRE-SOLD through an 
advertising campaign in—Maine’s Largest Daily News- 


paper .. 


e ” The Bangor Daily News 


67,071 Daily — 71,619 Sat. - Sun. ABC 9/30/52 


National Representatives: SMALL, BREWER & KENT, Inc. —New York * Boston * Chicago * Los Angeles * San Francisco 


The “SM” symbols mark original, exclu- , . 

sive estimates by SALES MANAGEMENT. M AI N E— (Continued) 

SALES AND 

mp esriwares EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
IM <exd 

JM JH ESTIMATES—1053 BYLD EstimaTES—1953 CONTROLS 


eee. ame 27s | ~~ FIVE. STORE GROUPS 
(in thousands of dollars—add 000) 


COUNTIES 
CITIES 


1 
Teuat % g Per fan 2 
(thou- t opu- am-| 
sands) | U.S. 5 ly 000) J General | Furn.- Auto- 
Food Mdse. = motive 


38.8) . 5) 15. P .0185|1,170/3, , ‘ Q 9,694) 2,009} 1,189) 4,252 
20.9) . 4 5. ; ; ,004/3, , : ; : 1,088 480| 1,787 
33.4) . .2| 7. ; . ,004/3, ; ; , 7,893; 2,231 743| 4,722" 612 


vaul 93.2) . ps e . A ’ ° ’ ° ° ’ 3,853 4,071; 11,460) 2,031 
Biddeford. ost 21.2) . ‘ : . ; a . ° Les By 1,659 1,632 5,026 469 


© SM, 1954. Before using these figures, see explanation page 11. 


York County shows more “value added by manufacture” than 
| any other Maine County.* 

That’s why Biddeford-Saco 1953 income reached the all time 

BIDDEFORD-SACO high of $50,270,000—$5,405 per family, $842 higher than the 

P state. 1953 retail sales of $33,488,000—another all time high— 

Largest Market in prove that people in the Biddeford-Saco market really spend: 


Maine’s Most Productive that the market deserves your 


closest attention. THE BIDDEFORD 
Industrial County . . . The Biddeford Journal, read in 


ton Macnee homes, is your best JOURN AL 
—» BIDDEFORD, MAINE 


* Census of manufacturers 1948 Represented by The Julius Mathews Special Agency, Inc. 


MAY 10, 1954 a5 


AMERICAN BROADCASTING COMPANY 
LOBSTER NETWORK 


WPOR LAND 


- 25.5% of States’ population 


MUTUAL BROADCASTING SYSTEM 
YANKEE NETWORK 


- 37.9% of States’ retail sales 


- WPOR is strong on local impact, 
news, weather, music, sports 


. Growing acceptance—WPOR local 
business up 106%—national bus- 
iness up 238% 


CHICAGO—Hal Holman 
PACIFIC COAST—Duncan Scott 
Hal Meyer, President 


Represented by— 
NEW YORK—Richard O'Connell 
BOSTON—Lou Borgatti 


M AI N E— (Continued) 


PORTLAND, MAINE 
om 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


PULATION 
ESTIMATES 
1/1/54 


EFFECTIVE BUYING 
re INCOME 
OVD ESTIMATES—1953 


RETAIL SALES 
BYP ESTIMATES—1953 


FIVE STORE GROUPS — 
(in thousands of dollars—add 000) 


PO 
JM 


COUNTIES 
CITIES 


% 
of 
U.S.A. 


19,425 7,770} 


5,1 


Se tae SS es 
Metropolitan County Areas 


Shik bafasis bale 


Sind oral cdiohell etal adel 


437 , 486 


60,713 
30,499 


- 1082) 103 
-0622) 94 


tea oad ie 


119.6741 40,618) 22, 430] 80, 925| 10,1254 2243] 100 
Before using these figures, see explanation page 11. 


BUYING POWER DOESNT ALWAYS MEAN SIZE 


In Sanford, Maine, we’re mighty powerful when it 
comes to buying. 

Again Sanford leads all cities in Maine . . . regard- 
less of size . . . in family and per capita income— 
and by big, big margins. 

Family income is $7770—$3207 above the state. 
Per capita income $1719—$401 above the state. 


No matter how you sell—whether it be on a family 
basis or on a per person basis—Sanford offers you 
more. 


The Tribune and Advocate carries your sales mes- 
sages into these high income homes. It’s everybody’s 
newspaper. Yours, too—if you are seeking big sales 
results! 


SANFORD TRIBUNE and ADVOCATE sanroro, maine 


Represented by The Julius Mathews Special Agency, Inc. 


Table of Contents is on Pages 1, 3 and 5 


SALES MANAGEMENT 


1950 Net Effective Buying Income 
EB « 0xc01s of $150 milion 

EER 875 mition 10 $149 9 milion 
ee) $40 Million to $74.9 Million 
EEEZZ] $15 mition to $99.9 Millon 


Cities shown ore those hoving net 
Eflective Buying income of $15 million 
ond over 


Scole of Miler 
25 50 


One inch Equols Approsmotely 50 Miles 


MAINE— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 NET INCOME GROUPS, 1953 


% ree 1 $4,000-6,999 [$7,000 & Over 
Cl] ‘0 

uae tare | Unhs lars | Unie 

33.4 26.6 | 20.1 36.1) 9.6 28.3 
35.2 28.0) 20.2 26.0) 9.5 35.7 
31.4 25.8 | 20.5 37.7) 8.7 26.4 
34.2 33.4) 21.5 32.8) 6.1 19.1 
31.8 33.2 | 20.0 32.4) 4.6 16.0 
32.5 27.0) 26.8 34.6/ 9.0 27.8 
36.8 36.6 | 18.3 28.4) 4.9 19.1 
33.3 36.7/| 17.1 20.4| 3.9 13.6 
$2.8 29.3 | 26.5 36.7) 7.0 21.9 
31.4 28.6 | 24.5 34.7| 6.6 23.1 . $. 30.3 9.1 
(Other South Atlantic States: Delaware, District of Columbia, Florida, 

Georgia, North Carolina, South Carolina, Virginia, West Virginia.) 


} Po 
Maryland state map—page 421 > NuMBER OF OUTLETS . NuMBER oF OUTLETS 


County GM | FHR) A City F A|D- 
i 


& 
Z 


F 5 
gee 


son aqes » 
aon © 


5 15 Hagerstown...... i " 1 
252) 489 Hayttsville. . 
* * * * 


"8 
10} 28 
3} «(14 
21 


Before using these figures, see explanation page 11. 
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F ( RS T @ ... For twenty-four con- 


secutive months, now--The Pulse of Baltimore 
has rated* WCAO-AM and WCAO-FM most 
listened-to mornings, afternoons, evenings! 


WCAO 


“The Voice of Caltimore” 


*Mon. thru Fri. 


Also Ist in total rated time 
periods Sun. thru Sat. 
Jan., 1952 thru Dec., 1953 


All programming is simulcast by WCAO-FM (20,000 watts) at no additional cost to advertisers 


CBS BASIC « 5000 WATTS «© 600 KC ¢ REPRESENTED BY RAYMER 


MAR YLAN D — (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
SALES AND 
ADVERTIS- 


corns, | geneusaene 
1 
BYP 1/1/54 BYP ESTIMATES—1953 


RETAIL SALES 
ESTIMATES—1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


COUNTIES 
CITIES 


Per | Dollars % 
Cap-|Fam-| (add of 
ily 000) U.S.A. 


General Furn.- Auto- 
Mdse. | House- Drug 
Radio 


15.1 
16.2 
38.3 


13,741 


79,114 
25,681 


17,384 
82,000 


31,482 
15,100 
474,046 
21,052 
140,673 


451,725 
35,404 
12,967 
44,128! 


-0052) 853)2, 
-0180)1 ,152)5, 


80, 288 
60,019 
84,564 
33,121 
1,458,120 
1,312,019 


9,137 
26,125) 
39,006 
15,418 


6,074 
4,389 
2,441 
1,346 
74,235 
71,679 


2,461 


1,883 

2, 

1,701 
49,4 
42,752) 


1 


33f 
4,987 
1,37 
4, 


1 Baltimore County combined with independent city of Baltimore. 
A and A See end of state for SM Metropolitan County Areas. 
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Before using these figures, see 


explanation page 11. 
© SM, 1954. 


SALES MANAGEMENT 


in Baltimore? 


Take a good look at your sales in Baltimore. Are they up 
to par for the Nation's 6th Largest City? Baltimore is a big 
league city with 1,345,000 people in the ABC zone. Pop- 
ulation has increased 340,000 since 1940. And Baltimore 
families spend big, thanks to high average incomes of 
$5,318.* Yes, Baltimore is a big league city where you 
can get big league sales. 


"source: Sales Management Magazine 


If your sales aren't thriving in Baltimore, then look at your 
advertising schedule. Are you missing a large segment of 
the big-buying Baltimore families? The more than 50% 
who read the News-Post? News-Post total circulation is 
now 225,453 ... that’s the largest evening circulation in 
Baltimore! Want to hear the whole story? Contact the 


Hearst Advertising Service representative in your territory. 


Baltimore News-Post 
and Sunday American 


Bought and read by more-than-half of Baltimore's families 


MAY>»10,.1954 


YOU CAN’T MISS HITTING THE 


in HAGERSTOWN, 


HERE IS THE TARGET: 


An ABC city zone population of 50,557. Ef- 
fective Buying Income in the Metropolitan 
Area which increased more than $7,000,000 
in the past year to $113,621,000! 


Metropolitan Area Retail Sales which in- 
creased more than $6,500,000 to $80,987,000. 
Retail Sales in the city of Hagerstown $3,113,- 
000 greater than the city’s income! 


When You Advertise 


MARYLAND 


Again, County Sales Per Family of $3,392 top 
the Maryland average. 


36.7% of Metropolitan Hagerstown wealth is 
in the all important $4,000 - $7,000 income 
bracket—higher than the Maryland average, 
higher than the U.S.A. average. 


You can hit the center of this quality market 
only through the HERALD-MAIL .. . with 
its 25,753 circulation. 


Hagerstown ff 
HERALD-A\AIL 


National Representatives: BURKE, KUIPERS & MAHONEY, INC. 
New York - Chicago - Atlanta - Charlotte - Oklahoma City - Dallas - San Francisco 


MARY LAN D — (Continued) 


The “SM” symbols mark original, 


sive estimates by SALES MA AGEMENT. 


rors, | geome 
JM Bien BYP ESTIMATES—1953 


COUNTIES | 


sf 


0078 
0091/1, 
-0031/1, 
-0462)1, 
-0239)1 , 483) 4,661 


Urban- 
ized Net % 
lation . 

U.S.A. 

(thou- 

sands) 

3.9 

5.8 

38.7 


1) 16.7 ’ -0223)1 ,274)4,1 
-0104)1 ,504/5,1 


3.5 . -0086; 9831/2, 
Pocemoke City. ’ d : j -0017}1 ,204/3, 


EE 


2egrer 
eg 


BSR 
838 


a 
oe 


Total Above Cities} 218.6) . . 809, 7719) 585,289 1,707,182 -9923 


-5|1828.4] 4,005, 1.6280|1,827/6. 2,490, 362| 1.4627) 3, ’ ’ ; . 75,487| 1.5776] % 


@7D Metropolitan County Areas 


-9096) + 416.7/1294.1) 2,278,839) .9263)1 5666/5 1,643,684) . 3,705) 413,710) 255,211 . 220,601 yes y x 
-0685; 27.3) 51. 108,638) .0445/1,171 4, or 80,288) . 2,041) 24,314 8, ’ 1,1 
-0631; 24.6) 39. 113,621) .0462)1 ,337/4,61 80,987) . 3,282) 21,836 7,665 ’ 14,364 oan 


. 1.0211| 468.6 1384.8] 2,502, 098 1.0170|1,831/5, 340] 1,704,989) . 3,638! 480, 860] 271,286) A 246, 188) 56, val 1 —t 
Before using these figures, see explanation page 11. 


Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 


SALES MANAGEMENT 


TO SELL THE RICH, STORIED DEL-MAR-VA PENINSULA 


WBOC-TV 


CHANNEL 16 EST. 1954 
42,750 TV HOMES 


WBOC 


960 KC — FULL TIME — EST. 1940 


91,915 RADIO HOMES 
MUTUAL NETWORK ABC and DUMONT NETWORKS 
Only TV station with a consistent 


* Commands 65.8 Percent of Radio 
listening audience. signal in area. 


RADIO PARK .. . SALISBURY, MD. 
SERVING 301,700 POPULATION; $430,000,000 RETAIL SALES 


“Conlan Survey Monday thru Friday average: 6 AM-12 M, 63.3%; 12 M-6 PM, 68.1%; 
6 PM -11 PM, 66.1% 


‘| MARYLAND-DELAWARE 
and District of Columbia 


1950 Net Effective Buying Income 


3 5 5 
ee In excess of $150 Million 4 Ss < 


E41 $75 Million to $149.9 Million 


a Ets) $40 Million to $74.9 Million 


$15 Million to $39.9 Million 


4 Cities shown are those having net 
Effective Buying Income of $15 million + 
and over q. § is I | Rs & 
One inch Equals Approximately 30 Miles Salt Monwgieneal 
A | a ] Cc | D | E | F I GS 
421 
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MARYLAND— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 Z NET INCOME GROUPS, 1953 

‘otal 

Con- 

$2,800-3,990 $7,000 & Over COUNTY sumer 8 a $4,000-6,999 |$7,000 & Over 
‘oe ‘oO 0 

% Doll % Doel % (000) % % 

Units lars lars | Units uU Units Uahe 

33.1 28.9| 29.3 39.8] 7.0 6.0 | 48.8 21.6 | 28. 7 2.8] 6.7 

23.6 19.3| 20.5 37.6) 11.2 Ye 65.0} 15.0 2.7 | 14. 3 22.1 | 38.9 

26.5 18.8 | 34.0 36.91 15.3 37. 81.3 

31.6 33.1| 19.1 31.3] 6.0 17. 4% 4.7 

30.1 32.6| 19.7 33.1] 4.9 14. Ba 13.2 

31.9 30.3| 24.4 36.0| 6.8 19. 7.0 

32.4 27.7 | 27.2 36.1 | 10.1 25. 6.5 

30.7 27.61 27.4 38.1| 8.6 22. a 27.8 

30.8 33.6 | 16.4 27.8| 5.3 17. 14.5 

31.8 20.9|23.4 34.2] 7.8 21. 7.7 


50.9 24.4| 30.6 36.3| 14.6 27.0] 3.9 12. 858.1 
33.4 11.6 | 28.7 24.7| 27.5 36.7| 10.4 27.0 
30.0 27.9 22.0 35.0| 13.4 33.5 . }55,059.3 | 30.3 9.1 | 26.0 


MASSA z H USET T S ame Puente and Cities — (Other New England States: Connecticut, 


Maine, New Hampshire, Rhode Island, Vermont.) 


Mass. state map—page 425 "i NuMBER OF OUTLETS 
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Fitchburg. ...... 
Framingham 
Gardner 


- 
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POPULATION 
SM “ue v7) ; 
J ESTIMATES—1963 ESTIMATES—1953 


FIVE STORE GROUPS 
‘in thousands of dollare—add 000) 


U.S.A. General | Furn.- Auto- 


Mdse. | House- | motive 
Radio 


Sales 
Per 
Fam- 
ily 
4,708 


. - 0315) . y 77,647 ’ ’ 2,298 2,920) 10,658 
Barnstable. 5} .0072 A 17,929) . 4, 26,566) . ° 1,100 942 6,231 
Berkshire... ....| 108 - 0846 . 206,108; .0837 5, 151,547) . 3,678 F 11,996 7,584) 26,981 

Pittsfield. -8| .0342 . 90,858} .0369) 75,514) . , 8,278 4,330] 13,189 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, 


see explanation page 11. 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as 
IBM listings of data in the "Survey of Buying Power", regrouped according to your sales 


territories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, 
N.Y., Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


HERE'S THE REASON WHY 
Pittsfield’s Sales Power Goes UP and UP and U P 


$206,109,000 $57,000,000 


General Electric Co. (Pittsfield, ‘ . , k in th 
Total effective buying in- Mass.) recently announced that Highest paid production workers in the 
damslathe Ptield act- their 1953 payroll exceeded state for December 1953—$17.50 above 


$57,000,000—a big $5,000,000 in- state. $90,855,000 total 1953 income. 
ropolitan area. crease over 1952. 


INCOME PER FAMILY 


fh 4 
$5540 $5499 $5173 


Blanket Coverage — The Berkshire Eagle . . . Pittsfield Massachusetts = (U.S. A. 


recognized as one of the country’s best read RETAIL SALES PER FAMILY 


newspapers . . . offers 100% coverage of the 


* 
city zone .. . better than 78% coverage of the € 
metropolitan market. i 


rep dictnr se Peep Bn sort $4604 $3784 $3618 


Pittsfield © Massachusetts U.S. A. 


THE BERKSHIRE EVENING EAGLE 


PITTSFIELD, MASS. 


market in the state. 


Represented by The Julius Mathews Special Agency, Inc. 
All figures quoted from copyrighted Sales Management “Survey of Buying Power, 1954” 
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BUSINESS IS STILL 4 Ri t bs T rb 
Phe a yard Le dg In 


steady income derived from many 


different kinds of business. The 


skyline is bright with trademarks 
knows the world over. 

You can sell this thriving area 
through one low-cost publication, 
The NEW BEDFORD STANDARD- 


TIMES 


5 sPROCESS.C CoMmaie = 
4) 


Lae’ i aes 


Cray, CORNELL. DUBILIER | Firestone 


BUVING /NCOME fr SS ee 
ITH UMAY JAAW = *210,268,000 


AZTUGEF  +64,194,000 
LV 7.416000 


CITY ZONE COVERAGE OVER 99% 


ENTIRE MARKET COVERAGE OVER 91% . ‘The Standard -]imes 


*Seles Management Figures for New Bedford and Barnstable County 
“The Nation's Best-Read Newspaper” 


M A S S A “ H U S E T T S — (Continued) = estimates by SALES. MANAGEMENT. 


SALES AND 
IPULATION eres BUYING RETAIL SALES ADVERTIS- 
ESTIMATES SM NCOME SM ING 

1/1/84 EStl MATES— 1953 ESTIMATES— 1953 CONTROLS 
COUNTIES FIVE STORE GROUPS 
CITIES Area Per (in thousands of dollars—add 000) 


Fam- 
ily . General | Furn.- Auto- 

Focd Mdse. _— motive | Drug 
io 


North Adams 22. ~ 272} .0127|1,415)4,532] 28, 189) * 6,808} 2,230, 1,655} 6,331] 630 
Great 
Barrington. 7.1| .0ou} 2.21 ,967| .0036)1,263|3, 899 313). 3,226) 372 486} 2,036] 3 
Bristol... 48 | 391.5) .2046 120.2|337.9 687 .2210/1,389|4,823] 390 43] .2270| 3,248) 116,376] 27,408) 25,584) 67,687| 12,810) | .2278 
ANew Bedford 108.3] .0677} 34.3] .0598,1,358|4,288' 132,621] 0771 40,846] 13,558} 7,971] 18,706] 4, 0666) 98 


A and A Ser end ‘of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11 


Definition of Consumer Spending Unit 


The “consumer spending unit” is closely related to the Census term “families and unrelated 
individuals”. . . which adds to the number of private households the income-receiving units 
living in quarters not classified as dwelling units (boarding houses, hotels, military barracks, 
colleges, etc.), as well as unrelated individuals living alone or with other families. 


SALES MANAGEMENT 


NORTH ADAMS—ADAMS 


a corner market for more than 48,000 people 


A self-contained market in rich Berkshire County . . . 


influence of outside newspapers. 


free from the 


The living needs of these 48,000 people . . . 15,000 wage-earning and farm 
families . . . keep steady traffic flowing through North Adams - Adams 
stores. The table below shows the volume of retail sales produced by these 
stores—on which the Transcript alone exerts advertising influence. 


1953 Total Income .. 
Retail Sales ... 

Food Sales . 

Gen. Mdse. 

F. H.R. 

Automotive 

Drugs 


$67,920,000 
55,170,000 
14,805,000 
4,845,000 
3,690,000 
13,770,000 
1,365,000 


The North Adams Transcript 
reaching 96% of the homes in this 
top-spending market gives you 
another big opportunity for 
increasing your sales in 1954. 


The North Adams Transcript 


North Adams, Mass. 


Represented by The Julius Mathews Special Agency, Inc. 


WHAT THE TRIANGLES STAND FOR... 
The solid black triangles in these tables and footnotes refer to Standard Metropolitan Areas. 
The open triangle indicates SALES MANAGEMENT “Potential” areas. 


1950 Net Effective Buying Income 
In excess of $150 Million 
$75 Million to $149.9 Million 


[=] $40 million t0 $74.9 Million 


SsA-d $15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 


and over 
Scole of Miles 


s 15 20 
—— 
- 


One inch Equols Approximately 32 Miles 


A | 8 


MAY 10, 1954 


only one ABC newspaper 
dominates the big, separate 


es eh Dok 
» 


— 


y 
% 
$ 1 eam 


North Shore market — 


THE LYNN TEM 


Represented by Small, Brewer and Kent, Inc. 
Chicago « New York « Boston « San Fancisco « Los Angeles 


MASSACHUSET TS— (Continued) 


The “SM” symbols mark original, 
sive estimates by SALES MA AGEMENT, 


es 
JM 


EFFECTIVE BUYING 
OME 
1/1/84 


TM INC 
O/ ESTIMATES— 1983 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES 
ESTIMATES—1953 


COUNTIES 
CITIES 
Net 

Dollars 

(add 
000) 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Buying 


General Index 


Mdse. 


Furn.- 
House- 
| Radio 


Auto- 


Food motive 


153 , 888 
57,227 
38,772 


18,325 


. 6,640 
18 \° . 165.5 845,714 
-0637| 31.1 168,848 


37,040 
12,530 
5,518 


17,707 
6,497 
4,447 

5,053 


1,563 -0082 


3,084 725 
165,353} 32,361) 26,789) 73,669) 15, 3322] 99 
37,406 8,938) 5,232] 19,6441 3, -0679| 107 


A and A See end of state for SM Metropolitan County Areas. 


Before using these figures, see explanation page 11. 


New Feature at End of Each State 


Immediately following the metropolitan areas at the end of each state you will find a 


new table that breaks down the consumer spending units for each county in the state 


. by these income brackets: $0-$2,499; $2,500-$3,999; $4,000-$6,999; over $7,000. 


TAUNTON’S Top Income Bedrocked 
‘on Many Industries 


Taunton’; $5020 family income—highest of Bristol County's 
three largest markets—is based on a heavy concentration of 
industries—in well balanced variety. 


Taunton wage earners produce bronze art goods, proprietary 
medicines, sporting goods, textile products, silverware, plastic 
products, stoves and ranges, leather goods, rubber products, 
marine gears, jewelry, apparel—annual industrial payroll ac- 


TAUNTON GAZETTE 


TAUNTON, MASS. 


counts for more than $23 million of the city’s $57,227,000 
income. 


Taunton family purchases top the national family retail sales 
average by $166, food sales by $239, drug sales by $36. 


The Taunton Gazette is the big selling influence here . . 
close to 100% coverage of the city zone families. No other 
newspaper can do a worthwhile job in Taunton . . . Bristol 
County’s best large market. 

Established 1884 


Represented by The Julius Mathews Special Agency, Inc. 


SALES MANAGEMENT 


FALL RIVER 


RETAIL SALES TOTALED 
$129, 470,000.00 IN 1953 


IN FALL RIVER — DIVERSIFICATION 

OF INDUSTRY IS THE KEYNOTE OF THE 

AREA’S ECONOMY. MORE THAN 300 

MANUFACTURING PLANTS PRODUCE 

+; ARTICLES FOR EXPORT, AND THE DO- 
==a\\- MESTIC MARKET. 


| 


— $129,470,000 


RETAIL SALES OF $129,470,000 IN 


1953 INDICATE THE HIGH BUYING 
POWER THIS DIVERSIFICATION HAS $105,148,000 


CREATED. = fF 
¥, Sata say. | 


1948 1953 


ONE NEWSPAPER — THE HERALD 
NEWS — EFFECTIVELY COVERS THIS 
RICH INDUSTRIAL MARKET — WITH A 
COVERAGE OF OVER 90% IN THE FALL 
RIVER ABC TERRITORY. 


Covering This Rich, Industrial Market Exc'usively and Completely 
KELLY-SMITH COMPANY 
National Representatives 
NEW YORK LOS ANGELES CHICAGO DETROIT SAN FRANCISCO 
PHILADELPHIA SYRACUSE BOSTON ATLANTA 


Source: 1948 Census of Business 
Management 1954 Survey of Buying Power 


MAY 10, 1954 


LOOK 


at what happened last year in 


LAWRENCE 


Capitalizing on the 1953 business upturn in Lawrence, 
national advertisers Increased thelr appropriations by 19% 
in the Lawrence Eagle-Tribune. Here’s how both the 
national and the local advertisers went after their share 


of the extra buying power now available in the Greater 
Lawrence area: 


General Advertising . . . . up 19% 
Retail Advertising . . . . . up 15% 
Classified Advertising . . . up 15% 


Total Advertising Linage for 1953 — 9,799,564 


Lawrence, Mass. 


_ EAGLE-TRIBUNE 


—the LARGEST EVENING circulation 
— in Essex County 


—the ONLY MORNING newspaper 
— in Essex County 


AVERAGE DAILY 
NET PAID ABC 
FOR YEAR ENDING 
DEC. 31, 1953 


37,965 


MASSACHUSET TS— (Continued) tive estimates by SALES MANAGEMENT, 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMATES SH ING 
1/1/54 ESTIMATES—1083 ESTIMATES—1953 CONTROLS 
COUNTIES | 1 


FIVE STORE GROUPS 
CITIES (in thousands of dollars—add 000) 
Popu- of ae 
sands) U.S.A. 8. . Furn.- Auto- Index 


General 
Food Mdse. | House- | motive | Drug 
Radio 


4,716) A 28, 308 6, 169 8,421) 12,550) 3,328]  .0519 
5, 740) ‘ 16,958 7,152 3,109 8,319) 1, -0312 
4,649 4 d 16,947 4,488 3,879 8,332| 1,047]  .0293 


Before using these figures, see explanation page 11 


INDUSTRIAL SALES DATA FOR ALL COUNTIES 


Industrial data for all counties—not just the leading 100—are available on IBM cards. Address 


Market Statistics, Inc., 432 Fourth Avenue, New York 16, N.Y. Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


SALEM CITY ZONE 101,064 


With 
90% HOME DELIVERY 


RETAIL TRADING ZONE 


A careful study of 
circulation and per- 
cent coverage figures 
of major advertising 
media entering the 
North Shore section 
of Essex County 


shows that only one 


medium, The Salem 
Evening News, of- 
fers the advertiser 


adequate coverage. 
[City Zone 


[ ]Retail Trading Zone 


SALEM, MASS. 


Represented by The Julius Mathews Special Agency 


96% COVERAGE 


That's What The Haverhill Mass. 
Gazette Gives You In The 
Haverhill ABC City Zone 


Nearly every family in the Haverhill City Zone reads and prefers the 


Gazette. No combination of outside papers will give adequate coverage. 


WARD-GRIFFITH CO., INC. GEORGE W. McLAUGHLIN 
National Representatives Advertising Manager 


MAY 10, 1954 


To Sell A Plus Market ... PENETRATE IT! 


Gloucester’s food sales are 37% above the national 
average! Drug sales 42% — highest average in bi 
sales-producing Essex County. Pasubiae Neeethald- 
radio 35%. 


make sure your selling effort is on the plus side — in 
the advertising columns of the Times. 


The Times penetration enables you to influence 
: } this spending. 
The Gloucester Times alone penetrates this market 


with coverage that enables you to reach the families Retail Sal 
who account for these extra sales margins . . . and —_ wat 


with a local news appeal that ties your advertising Food A 
in with local stores. Furn.-Hshid-Radio 


Automotive 
To sell Gloucester’s $29,000,000 retail sales potential, 


(GLOUCESTER DAILY TIMES 


Philip S. Weld, Publisher 
Represented by The Julius Mathews Special Agency, Inc. 


Gloucester, Mass. 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 


MASSACHUSETTS — (Continued) 


RETAIL SALES 
BYP ESTIMATES—1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


EFFECTIVE BUYING 
NCOME 


a7 ESTIMATES i 
JIM YD ESTIMATES—1953 


1/1/84 


COUNTIES 
CITIES 


Lirhan. 


ized Net 
Popu-} Dollars 
lation (add 
(thou- 000) 
sands) 


0161 . 38, 087 
-0189 . 49,105 
- 0089 : 19,820 
0145 . 38,071 
0160 38,349 
-0102 26,142 
-0339 76 ,353 
-0113 28,797 
+2404 633,323 
1047 273, 188 
-0343 85, 493 
-0327 87 ,036 
-0136 35, 185 
-0137 34,996 
-0067 15,911 


A and A See end of state for SM Metropolitan County Areas. 


of 
U.S.A. 


General Auto- 
Mdse. motive 


2,500 
5,287 
2,887 
2,119 
1,881 
1,478 
11,200; 
8,383 
80,196 
45, 108 
10,645 
6,555 
5,994 
6,614 
3,652 


Before using these figures, see explanation page 11. 


JUST COMPARE THIS FOOD MARKET—THIS IMPACT 


FOOD STORE SALES PER CAPITA 


Non 


- 
~ 
ag 
> 


=- 
_ 
oO 


3 


— 
a 


oo 


oS $ 
—Coeaqoceocon — — © -i 


Newburyport U.S.A. 


Essex County Mass. 
$429 $309 


There’s a lot of ‘plus food-buying in Newbury- 
port these days — $2,470,000 MORE than 
average for a city of the size of Newburyport. 
Newburyport families . . . and out-of-town 
families that fill their shopping needs in New- 
buryport stores . . . offer you an extra big food 
potential that you can sell at low cost with a 
schedule in the Newburyport News. 


$256 


No thinned out fringe appeal here—instead, 
a hard-hitting local news impact that registers 
solidly on both sides of the street, house after 
house. 


Your Newburyport sales target 
Income $19,820,000 — Retail Sales $18,058,000 
Food $6,130,000 — Automotive $2,887,000 
Drug Sales $478,000 


NEWBURYPORT DatLy NEWS 


Represented by The Julius Mathews Special Agency, Inc. 


Philip $. Weld, Publisher 


SALES MANAGEMENT 


BIGGER... MORE IMPORTANT...EACH YEAR 


Year after year the Holyoke sales area continues 
to grow in population—money and sales. 


The Audit Bureau of Circulation has just ap- 
proved the Holyoke city zone to include Holyoke, 
Chicopee and South Hadley—a market of 114,017 
people. The city and retail trading zone totals 
187,341 people. It is truly a big time market. 


The rich suburban areas that make up the Holyoke 
City zone and retail trading area bring added sales 
traffic that guarantees an ever expanding market— 
more sales for you. 


The Holyoke market is a compact, easily reached 
market where advertising dollars pay off in sales. 


235 big industrial plants providing year round 
employment plus its many service and retail shops 
account for more than 39,000 pay envelopes each 


week. With 137 retail outlets—four large depart- 
ment stores and thirteen supermarkets, merchan- 
dise moves at a fast pace every day of the year. 


The following figures show the growing impor- 


tance of the Holyoke city zone. 


Population 

Families 

Total Income 

Total Retail Sales 
a a i 
Gen. Mdse. . 
ae 
Automotive .. 
Drugs ... 


The Transcript Telegram, going into 82% of the homes, is the 
big reason why sales volume keeps going up year after year. 


The HOLYOKE TRANSCRIPT-TELEGRAM 


HOLYOKE, MASS. 


Represented by The Julius Mathews Special Agency, Inc. 


31,650 families 25,777 Circulation 


Not a REview ... but a PREview 


of next month’s retail sales volume in more than 200 cities. In every first-of-the-month issue SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in leading U. S. Cities. We give the sales volume, the 
percentage of change from the same month last year and its relation to the national change for the same period. 
The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spot 
Cities” alerts you to changes in the making . . . each month. 


Greenfield Market 
daily 1; ving 


(A.B.C, 12 mo., Sept. .0, 1953) 


12,353 torat 


net paid. Evenings 
except Sunday. 


IN WESTERN MASSACHUSETTS, THE 


Greenfield 


Service emiplishe 000, e 
I : ° per agate line 
— » cit ¥8, Thurs, Fr; 287 
jes, trading 20 » Fri, Sat. J b. &w. 13 black & 
ne 


dust ri ae 45 one color. 
ank deposits n excess of 96 : 
eco vde r = | Wha, toten at categorieg 21H «GNGE | quer 
automotive tr) © Wines (1) meats 15 and other 
Wacttic meters, re. (3) beverage 
tric 
3 1.29 


advertising 
guides the all-year-round spending of 


accepted. 
Franklin County's $76,353,000 Effective Buying Income 
($5,000,000 MORE than last year!) Source: Sales Management Survey of Buying Power (1954) Represented Nationally by 
wn ae acoA A fe, 
Sen Francisco, Los 
MAY 10, 1954 431 


P °Dulation 


— 


city: 
: 18,100; Franklin 


13,634 
+ Meters 
_ only 


WALTHAM’'S RECORD-—!T's A HABIT! 


Very few crystal balls are used in Waltham. People spend freely because their income 
is good and their jobs are secure. Family income of $6,405 is $1,232 above average. 
When you are looking at Waltham, be sure you study the record before you make 
the final decision—chances are you will increase your advertising. We know it will 
pay well if you make it a habit of telling them—selling them. 


Total Income 
Per Capita Income .... 
Per Family Income ..... 
Total Retail Sales 
Food Sales 
Gen’! Mdse. Sales 
Automotive Sa’es 
* SM figures for 1952 G 1953 


Use The News-Tribune to realize your full potential in 
prosperous Middlesex County. 4 colors available daily. 


Che News-Crifnme weirs. 


Represented by Small, Brewer & Kent, Inc. 


MASSACHUSETTS — (Continued) The “SM” symbols mark original 


, exclu- 
sive estimates by SALES MANAGEMENT 


POPULATION EFFECTIVE BUYING RETAIL SALES 
OUD 1/1/54 CLD tsrimares—10ss LD estimates—ioss 


FIVE STORE GROUPS 


R 
y~} (in thousands of doilars—add 000) 


lation Auto- 


—- . | House- | motive | Drug 


ee? 


R822 Rees 


o 
2 
ne 


11,617] 2, 

6,579} 904 
176,662) 34,814 

6,892} 29,966] 4,194 

6,693} 12,970] 3,031 

4,254] 2,423] 17,829) 3,031]. 
5,072| 2,600 i 2, 0414 


954 3,412) 15,455) 3,971 0724) 
10,907 2,411 $,345| 2,11 -0347 


Before using these figures, see explanation page 11. 


~_~no--.---— 


© SM, 1954. 


STATE'S TOP FAMILY INCOME MARKET 


(Outside Suburban Boston) 
Preferred market for “Hard Sell" promotions 


Picking your spots for the sale of higher-priced items? Northampton, with $6516 average family in- 
come, is the choicest market west of the Boston area—for the Sale of both major items and staples. 


The city is the shopping center of Hampshire County .. . wage-earners in the manufacture of famous brands of 
where 65.2% of the income is owned people earning silver, hosiery, tooth brushes, jewelry . . . students and 
above $4000 . . . 28.1% by families with $7000 incomes faculties of four well known colleges . . . prosperous 
and higher. rofessional and service trades ple . . . and farm 
What's more, the Northampton market is made up of amilies. The Daily Hampshire Gazette is the market's 
able-to-buy consumers with a variety of needs—skilled intimate newspaper . . . covering 75% of the area’s homes. 


DAILY HAMPSHIRE GAZETTE-Northampton, Mass. 


Represented by The Julius Mathews Special Agency, Inc. 


SALES MANAGEMENT 


LOWELL M AS DOMINANT CITY IN 
¥ m NORTHERN MIDDLESEX COUNTY 
Serving a Trading Area of More than 52,000 Families 


with an Annual Family Expenditure of $225,000,000 
ALWAYS A HIGH SPOT MARKET! 


THE LOWELL SU 
Only Daily Newspaper in Lowell Both Showing a 


LOWELL SUNDAY SUN Continuing Steady 


Only Sunday Newspaper in Lowell erie 
Contains Locally Edited Gravure Magazine and Growth 


The Family Weekly LOWELL SUN 40,784 
ASK FOR MARKET ANALYSIS BOOK CRAMMED WITH FACTS LOWELL SUNDAY SUN 27 ,892 
AND FIGURES ON THIS GREATEST MARKET WHICH CAN 


BE SUCCESSFULLY REACHED ONLY THROUGH THE SUN. 
Nationa! Representatives: Story Brooks & Finley 


Only through the Sun may an advertiser obtain adequate penetration. Let us establish proof. 
MAY 10, 1954 


In Marlboro-Hudson sales and income keep 
going up at a steady pace. High wages, steady 
employment and top living standards make 
this area one of the best sales spots in 
Middlesex County. 


This staple market, with two localnews dailies 
that thoroughly cover the market at surpris- 
ingly low cost, is the reason why advertising 
does a big job. 


Income 
Retail Sales 
Food Sales 


STEADY GROWTH IS THE MOST PROFITABLE KIND 


A BIGGER AND BETTER MARKET EVERY YEAR 
1953 Gain over 1952 


$38,451,000 $1, 
29,656,000 3, 


9,316,000 


Gen. Mdse. Sales 1,468,000 


Automotive 


Drugs 


4,819,000 
660,000 


084,000 
035,000 
183,000 
41,000 
836,000 
20,000 


To get the full results of your advertising money, you must use the 


Marlboro Enterprise—Hudson Sun 
Marlboro, Mass. 


For additional profit add the five town weeklies of Concord, Maynard, Bedford, Acton and 
Sudbury. Put your message in the truly fine homes of these communities—at low cost. 


Represented by The Julius Mathews Special Agency, Inc. 


MASSACHUSETTS — (Continued) Jive estimates by SALES: MANAGEMENT, 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMATES— 1953 JM ESTIMATES—1953 CONTROLS 


Metro- 
politan FIVE STORE GROUPS 
Area Urban-| 


(in thousands of dollars—add 000) 


a Sales 

of 

S.A. = 000) U: Per Furn.- 
am- House- | motive 
ily Radio 


1,101 8,460 
9,261 
6,321 
5,590 
8,247 


4,819 
3,308) 
4,317 
6,335 
3,121 
3,556 
2,042 


Before using these figures, see explanation page 11. 


COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 
tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
are fully protected by copyright. 

Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 


be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


SALES MANAGEMENT 


COVER S31 COUNTIES WITH 


WBZ-WBZA 


BOSTON, MASS.: NBC AFFILIATE 
50,000 WATTS 


7,013,000 POPULATION 
1,303,500 RADIO FAMILIES 
$10,950,708,000 EFFECTIVE BUYING POWER 
$7,699,193,000 RETAIL SALES 


WESTINGHOUSE BROADCASTING COMPANY, INC. 
WBZ-WBZA - WBZ-TV - KYW +» WPTZ(TV) + KDKA + WOWO - KEX 


EXCLUSIVE NATIONAL REPRESENTATIVES: FREE & PETERS, INC 


sive estimates by SALES MANAGEMENT, MASSACHUSETTS — (Continued) 


—=— SALES AND 
EFFEC ae Spee RETAIL SALES ADVERTIS- 


oPe ESTIMATES INC ING 
BYLD 1/1/54 BY) EsTIMATES—1953 BYP ESTIMATES—1953 CONTROLS 


M 
COUNTIES FIVE STORE GROUP 
CITIE 


PS 
ITIES A Urban- Coun- (in thousands of dollars—add 000) 
ized % Per 


Popu- of | Cap- oO 
lation 8. ita .S. Per Auto- 


(thou- 000) Fam- Mase. motive 
sands) 


Buying 
Power 


0 . 1,133 
8 1,944 
1,976 
2,690 
2,737 
1,781 
1,636 
2,009 
1,878 
2,397 


3 
.6/338 


> 


SeRpese2eBe 
Nemo oSoeaovens 


Quincy....... 
Brookline 


© SM, 1954. Before using these figures, see explanation page il. 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as 


IBM listings of data in the "Survey of Buying Power'’, regrouped according to your sales 


territories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, 
N.Y., Phone MUrray Hill 4-3559. 
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Having the MOST 


circulation is only 
part of our story... 


Ours is a live, 
responsive 
able-to-buy 
audience. 


e ® LY 
wet paid DA’ 
AVERAGE 3 5 513 


Represented Nationally by 


HEARST ADVERTISING SERVICE 


MASSACHUSETTS — (Continued) The “SM” symbols mark original. ext. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
1 
BUD 11/54 CLD Ustimares— 1953 BYP EsTimaTes—1953 


COUNTIES | FIVE STORE GROUPS 
CITIES Are: Ur _ |Coun- (in thousands of dollars—add 000) 


General | Furn.- Auto- 
Mdse. | House- | motive | Drug 
Radio 


Plymouth . >) A . . ° ’ ° : , ’ 11,117 9,170} 32,651) 5,173, .1192 
ABrockton _ ' A A ‘ ° . A . 7,190 5,654, 13,616) 2,080)  .0427 
Plymouth. ... 3}. ‘ . ‘ . . 574). a 902 554 2,553 453] = .0085 
Middleborough. ‘oe . 082). ’ - ° : 318 (50 1,255 21 .0066 

Suffolk. . -.| 3] . 90F.3 | 1,488, ° ¢ ° 400, . 5,277, 318,352) 280,064) 73,225) 141,360) 38,1 -6602) 116 


A and A See end of state for SM Metropolitan County Areas. 4 i Befoie using these figures, see explanation page 11 


25 Years of Service 


With this issue the Survey of Buying Power is 25 years old, but frankly, we're not interested 
in birthday cakes and candles and silver trimmings. Instead, we’re mighty proud of our rec- 
ord of service during those years. Mighty proud, too, of that quarter-century of priceless ex- 
perience . . . They were years of growth. Of testing, improving, foolproofing our techniques. 
Of increasing acceptance by companies, people and groups who depend on reliable population, 
income and sales data to get their campaigns and projects off the ground. Of steadily com- 
pounding prestige as the country’s No. 1 source of market data. 


SALES MANAGEMENT 


You sell more people 
with more to spend... 


...when 


you buy of 
counties in Maine, 
W 4 f} 4 Massachusetts, New Hampshire 


50.000 WATTS and Rhode Island contain 71% 
of the 7,125,100 people and 


in Boston 73% of the 11,083,438.000 


purchasing dollars in these states. 


All twenty-five counties are well 
within the 50,000-watt WHDH 


primary coverage area. 


(1953 Survey of Buying Power figures.) 


New England’s most 
listened-to independent... 


BOSTON e 850 ON YOUR DIAL 


Owned and operated by The Herald-Traveler Corporation 2 Represented nationally by John Blair and Company 
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HOW BOSTON NEWSPAPERS RANK 


Latest Boston Linage as compiled by Media Records, Inc., Year 1953 
Newspapers listed in order of daily linage 


TOTAL DISPLAY GENERAL DISPLAY 

Daily Sunday 

1st HERALD-TRAVELER 10,761,869 9,767,895 
2nd Globe 7,577,816 8,866,524 
3rd Record-American 7,515,528 3,203,240 
4th Post 6,232,614 3,114,000 


Daily Sunday 
ist HERALD-TRAVELER 2,965,386 1,702,110 
2nd Globe 2,126,851 1,378,087 
3rd Record-American 1,381,022 973,926 
4th Post 1,085,732 776,716 


AUTOMOTIVE DISPLAY 


Daily Sunday 
1st HERALD-TRAVELER 116,238 273,060 


2nd Post 647,266 118,554 2nd Record-American 5,615,602 1,969,917 
3rd Globe 634,776 261,162 3rd Globe 4,685,325 7,206,405 
4th Record-American 462,563 250,660 4th Post 4,378,058 2,205,403 


the BOSTON HERALD aa TRAVELER 


. » - FIRST-RATE for selling Boston! 
REPRESENTED NATIONALLY BY GEO. A. McDEVITT CO., INC. e NEW YORK e CHICAGO e PHILADELPHIA e DETROIT e@ PITTSBURGH 


RETAIL DISPLAY 


Daily Sunday 


1st HERALD-TRAVELER 6,670,910 7,159,487 


MA S S A * HU S ETT S —_— (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
BYP 1/1/54 ESTIMATES—1953 ESTIMATES—1953 


| 
COUNTIES FIVE STORE GROUPS 
CITIES = bar — Coun- (in thousands of dollars—add 000) 
of Popu- of | Cap-| Fam- of 
U.S.A. t ily 000) 8. . Auto- 
Food b motive | Drug 


5024 7 , 292, ‘ o sol 1,321,727 -7683 287,240} 277,883) 70,280) 126,087) 34,376]  .5936 


.0243 8} R ‘ ; 5,554 43,723) .0254 18,650 1,446 2,096 7,033) 1,785 .0247 
.0236 7 4 F 5,908 25,737, .0149 9,656 459 481 6,446} 1,214 .0221 
A and A See end of state for SM Metropolitan County Areas. © SM, 1954. 


Befo.e using these figures, see explanation page 11. 


Your City: One of the 400? 


This year’s Survey extends the “Leading Cities” list from 200 to 400—so that 
you will now be able to determine at a glance how a specific city ranks . . . among 
the top 400 . . . in population, income, retail sales, and in food, general merchan- 
dise, furniture-household-radio, automotive and drug sales. See “Leading Cities” 


section, pages 153-182. 


SALES MANAGEMENT 


in New England... 
| you'll ve 
with «a RIFLE 
Fthan a SHOTGUN! 


‘ READY to cash in on the Boston market? 


( 


J 


BULLSEYE! MetroBoston is BIGGEST in sales: $2.5 BILLION 
in retail sales, 670 MILLION in food sales in 1953! That's 
2 times bigger than the sales of all of Maine; 4 times bigger 
than sales in all of New Hampshire; 


7 times bigger than sales in a/l of Vermont! 
SO ‘“— 


THROW AWAY THAT SHOTGUN! 


Get quick and concentrated sales results through MetroBoston’s 
family newspaper. 


Faw ttn swine “he Boston Globe 


goes home to sell — MORNING + EVENING * SUNDAY 


Alm for quick results and continuing sales in the big, 
concentrated METROBOSTON MARKET — through the home 
and family coverage of the Boston Globe. 
Don’t scatter your fire in underpopulated areas — 

zero in on $2.5 billion Boston in the Globe! 

e FIRE away at 2.1 million Moneyed MetroBostonians through 
Boston's best-read, best-written newspaper — the Boston Globe! 
(Yes, we gained over one million lines of advertising in 
1953—twsce as much as any other Boston paper! ) 
ga 


le 


Cresmer & Woodward, Inc., New York, San Francisco, Los Angeles Scolaro Meeker & Scott, Chicago, Detroit The Leonard Co., Miami Beach, Florida 
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National Representatives 


will cell yew why. 


New York Chicago San Francisco Detroit 


WTAG 


WORCESTER 


HENRY I. CHRISTAL COMPANY 


Boston 


o, 


MASSACHUSETT S— (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


POPULATION 
v7) ESTIMATES 
: 1/1/54 


arene BUYING 


BYP ESTIMATES— 1953 


ESTIMATES— 1953 


COUNTIES _|politan es Ti 
CITIES Area 


AND 
RETAIL SALES 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


General 
Mase. 


4.6) 


A and A See end of state for SM Metropolitan County Areas. 


45,004 -3477 
29, 597 - 1388) 


§,121 -0299 
2,393 0132 
1,223 0154 
913 -0120 
977 1,242 484} = =.0108 


Before using these figures, see explanation page 11 


Massachusetts 


The Milford Daily 


ews 
“\ 


440 


SALES MANAGEMENT 


~~ WORCESTER - 
MASSACHUSETT woneesian = a 


MARKET / Wey int * = 
NEW ENGLAND i aa = MASSACHUSETTS 


. « . where 165,900 families and a total population 
of 563,400 have an 


© E.B.1. of $852,765,000 ($5,140 per family) 
e Retail Sales of $596,004,000 

e Grocery Sales of $168,370,000 

e Drug Sales of $14,694,000 

e Automotive Sales of $94,634,000 


ree SALES MANAGEMENT 1954 Survey of Buying Power; further reproduction not 
icensed. 


Worcester Telegram-Gazette Circulation: 
Daily 155,552; Sunday 103,099. 


George F. Booth, Publisher 
bern IE seen REGAN & SCHMITT, INC. 


National Representatives 


\ WORCESTER | WORCESTER, MASSACHUSETTS 


MAY 10, 1954 


COVER 32 COUNTIES WITH 


WB2Z-TV 


BOSTON, MASS.: NBC AFFILIATE 
CHANNEL 4 


5,495,695 POPULATION 
1,131,598 TV FAMILIES 
$9,340,341,05SS EFFECTIVE BUYING POWER 
$6,106,033,000 RETAIL SALES 


WESTINGHOUSE BROADCASTING COMPANY, INC. 
WBZ-WBZA + WBZ-TV - KYW + WPTZ(TV) + KDKA - WOWO > KEX 
EXCLUSIVE NATIONAL REPRESENTATIVES: FREE & PETERS, INC 


M ASSAC HU S ETTS— (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MA AGEMENT. 


SALES AND 
POPULATION gs RETAIL SALES ADVERTIS- 


ESTIMATES ING 
BUD 1/1/54 BYP ESTIMATES—1953 BYP ESTIMATES—1953 CONTROLS 


COUNTIES FIVE STORE GROUPS 
CITIES Ur Coun- (in thousands of dollars—add 000) 
% % Per $ ot Buying 

of | Cap- | Fam- of es Power 
U.S.A. ily . Per General | Furn.- Auto- Index 
Fam- Mdse. = motive | Drug 


Clinton...... aS ’ .0075|1, 4835, 108 : . 804] 1,256] 2,445] 389 
Oe m Fe i .0071|1, 467/4,849 ‘ ‘ ‘ 485] 1,041] 3,006] 358 
Webster....... ro? y .0087]1,576/5,359 . : 996 729] 1,557] 394 


Total Above Cities , 682. 2.90061, 071.3 6,120,781) 2.4879)1,662/5,713] 4,668,024) 2.7132 poem 550,415 \. 693 , 660) 135,661 


SeGi Oe 


| 
3.0296! 1 ,432.9|4137.51 7,879,024| 3.2026|1,625/5,4991 5,422,783| 3.1519| 3,78411,482,550| 573,373 ° 801 , 337/159, 400! 


CHUSETTS— Metropolitan County Areas 


2,968.7| 1.8551) 668.0/2710.4] 6,061,442| 2.0573/1,706/5,831] 3,392,889) 1.9720) 3,908) 914,776) 425,854 - 474, 126/101, 1.9913} 107 
199.3) .1246) 62.0) 117. 293,188) .1192/1,471/4, 198,801) .1156) 3,206; 69,030) 11,117 ’ 32,551; 5,1 .1192 


391.5) .2446) 120.2) 337. 543,687) .2210/1,389/4, 390,443) .2270) 3,248) 116,376} 27,405) 25,584) 67,687) 12,81 - 2278 
135.4, .0846) 41.2) 106. 206,109) .0937/1,522)6, 151,547} .0881| 3,678} 40,429) 11,995 ¢,584) 26,981| 3, 0852 


476.9) .2974) 139.1 A 765 ,492 3112/1 ,608/6, 541,612) .3148) 3,894) 138,967| 45,410) 31,275) 91,813) 17, ou) 
563.4) .3521) 165.9) 428. 852,765 3466/1,514/5,1 596,004) .3464) 3,083) 168,370) 45,004) 31,951) 94,634) 14, 3477 


‘ 4,734.2 2.9584) 1,396. 4/4097. al 7, 722, 683) 3.1380|1 —t 530] 5,271,296 3.0639) 3,775|1,437,938 566,785) 259,260) 777,792 154, 9901 3.0804 
MASSACHUSETTS— Income Breakdown of Consumer Spending Units 


NET—INCOME GROUPS, 1953 NET—INCOME GROUPS, 1953 


: mumer | $02.400 re —— $7,000 & Over ar’ - —— $7,000 & Over 
CO] O) ‘0 ‘o 
Dol- Dol- %  Dol- 
2 4 a uche fare | Ucis Ute tae [Uae tne 
jes 8 | 32.5 11.1| 32.3 27.8 | 27.1 
I 45.2 | 24.0 7.0| 26.8 19.8 | 36.8 41.5 | 12.4 32.0 | 23.7 6.8| 27.5 19.7/ 35.9 30.7/ 12.9 33.8 
D 4 | 32.7 


35.8) 8.1 25.6 -9 | 38.6 14.8 | 33.4 -7| 21.1 31.0) 6.9 22.5 


3} 128.0 | 26.1 6.2(,31.3 2. 39.6! 9.9 27.8 F 28.3 9.4 | 32.8 1131.1 40.0; 7.8 23.6 
Before using these figures, see explanation page 11. © SM, 1954. 
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Te tat cides, cate MASSACHUSETTS — (Continued) 


NET INCOME GROUPS, 1953 NET INCOME GROUPS, 1953 
Total Total 
Con- Con- 
COUNTY sumer $2,500-3,999 | $4,000-6,999 sumer $0-2,499 $7,000 & Over 
Units % ré % Units 


(000) % “a (000) Dd-| % % 

Units Units lars Units lars 
134.2 | 22. .3| 25.7 18.1| 38.2 41. ' : 340.2 8. ; ; . .0| 12.0 32.7 
34.5 | 38. 4} 24.8 21.4| 27.6 37. ; E Kaas 190.9 7. : 11.4 30.4 
370.5 | 22. 8 | 24.5 18.7 | 36.0 38. ; : —_— 
1.0 | 30. .8| 35.8 31.4 | 26.4 38. ; : 1,676.1 7 =7.0} 27. 1| 34.5 37.8] 13.7 36.1 
21.9 12.6 | 36.3 32. ; : ———— 
68.0 | 27. 4 | 30.3 .3 | 32.3 5 q ’ aj {55,050.3 | 30.3 9.1 | 26.0 19.2/ 30.7 35.4 | 13.0 36.3 


{ttn Eat Nort Gna Stat — MICHIGAN — Counties and Cities 


Pop. Pop. 
map—page 444 | (jn NUMBER OF OUTLETS (in NuMBER OF OUTLETS 


County thous.) FHR D i thous.) GM | FHR D 


29 ‘li 172.2 45 
Grand Haven.... 10.0 5 
Grand Rapids... . PEPE! 57 
Greenville ; 

Grosse Pointe... . 
Grosse Pointe 


i) aasus 


nN 
PRO ONUA Se OM 


Dearborn........ 
ae 
East Detroit 


— 


Iron Mountain. . . 
; Ironwood 
Ferndale. ....... eae Cosinnat on oo 452) 


2 im Ge CO Om mn 


POPULATION Agi BUYING RETAIL SALES 
SM wee ey v7) 
ESTIMATES 1053 ESTIMATES— 1953 


COUNTIES FIVE STORE GROUPS 
CITIES Area Urban- (in thousands of dollare—add 000) 


General | Furn.- Auto- 
Food Mdse. | House- | motive 


2728 


f 


1,353 
2,405; 


. 


g 28228 8825 823 


BSSE 882 


10,417 


6,344 
24,507 
14,887 

110,990 
-0344 ‘ ‘ ° 89, 150 


@S 8~Se sse 


3,985 

3,076 
18,41 
14,878 


$323 8828 833 
SEEZS 


one 
: 


0051 A z ° A ’ ’ ° 404 1,262 
A and A See end of state for SM Metropolitan County Areas. \. Before using these figures, see explanation page 11. 


Your City: One of the 400? 


This year’s Survey extends the “Leading Cities’ list from 200 to 400—-so that 
you will now be able to determine at a glance how a specific city ranks . . . among 
the top 400 . . . in population, income, retail sales, and in food, general merchan- 
dise, furniture-household-radio, automotive and drug sales. See “Leading Cities” 
section, pages 153-182. 


MAY 10, 1954 


1950 Net Effective Buying Income 


Be In excess of $150 Million 


1 $75 Million to $149.9 Million 
[] $40 Million to $74.9 Million 


$15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 
and over 


One Inch Equals Approximately 56 Miles 


A 
saeaeaienteiaamiaiaeaiea 


M | Cc H | G AN— (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 
SALES AND 


gy SVOTTES SovINS RETAIL SALES 
SM ) 1/1/64 ESTIMATES— 1953 ESTIMATES—1953 


COUNTIES 
CITIES 


FIVE STORE GROUPS 
% Coun- (in thousands of dollars—add 000) 


U.S.A. fotos USA = 


Furn.- Auto- 
House- | motive 
Radio 


1,439 ° . 6,048) 31,232 


1,572 ‘ 3,960) 13,446 
1,501 ‘ 2, 2,697; 10,491) 2,580) . 146 
1,622)5, . ’ 871 7,611 | 131 
1,700 ’ : | 1,253 2,954 996) — is 125 
1,158 A . 1,016 6,021 733] _—~Cti«j 85 
1290/3 , 704) . ‘ eS * 664 3,875 456) =. 120 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


There are 


daily and 
Sunday 
newspapers 
in Detroit... 


OO ny 
~ ae 
but only one “= 


The proof is that The News 
carries nearly twice 

as much advertising 

linage as either one 

of the other 2 newspapers! 


Weekday Circulation 443,791—Sunday Circulation 544,622 ABC 9/30/53 
ETROIT 


- The Detroit News 


USINESS 
THE HOME NEWSPAPER 


Eastern Office: 110 ©. 42nd St., New York 17. * Miami Beach, Florida: The Leonard Co., 311 Lincoln Read 
Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. + Pacific Coast: 785 Market Street, San Francisco, Calif. 


MAY 10, 1954 


NOW - I gers you 23! 


THE ENQUIRER ano NEWS NOT ONLY 
COVERS ALL BATTLE CREEK, MICH. 
... IT GIVES YOU A PLUS BONUS 
OF 23 OTHER COMMUNITIES FOR 
YOUR ADVERTISING DOLLAR! 


In the Battle Creek, Michigan Retail Trading Area of more than 
200,000 persons, the home-delivered Enquirer and News is the 
dominant daily newspaper. In Battle Creek the family circulation 
coverage is 100%! The Enquirer and News also offers to adver- 
tisers top family coverage in 23 other major communities in this 
area... Marshall 69%, Hastings 70%, Coldwater 21%, Union City 
100%, Nashville 97% ... to name a few. 


Your advertising in the Enquirer and News goes home to all Battle 
Creek, and it gives you the largest, most economical coverage of 
the families in this important south-central Michigan market. 


COUNTY 


Le 


Your Family Newspaper 
BATTLE CREEK, MICHIGAN 
REPRESENTED NATIONALLY BY SAWYER - FERGUSON - WALKER CO. 


oe area denotes 20% or 


more family-circul 


i ANAM "1 


MI CH!IGAN — (Continued The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMAT 
BUD 1/1/54 BYP ESTIMATES—1953 ESTIMATES—1953 CONTROLS 
‘Motrn. 
COUNTIES _ |politan 
CITIES Area Coun- 


t 
Sales 
Per 


FIV Ri U) 
(in thousands of dollars—add 00C) 


Furn.- Auto- 
s - . | House- | motive 
ily 


4,232 


ABattle Creek 
Albion 


=| 


a 


geese 


3,935 


rT 


o 
on 
ix 


2,872 


2,886 


-0078)1,247/4, 


no 
oa 
ix 


-0113)1,146/3, 


-0069\1 , 210)3 , 9: 


-0057 
2124 
1415 

0040 


0138 
13,431). 0072 


0191 y " 34,642) . A 1,1 0178 
-0112 A 20,628 . 931 -0128] 114 
A and A See end of state for SM Metropolitan County Areas. Before using these figures, see explanation page 11. 
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THE LANSING STATE JOURNAL 


“Michigan’s Great Capital Daily” 


COMPLETELY COVERS 


GREATER LANSING 
MICHIGAN'S 


Fastest Growing Metropolitan Area 


A *$350,000,000 MARKET 


(* 1953 Michigan Sales Tax Figures) 


POPULATION 191,000 


(Metropolitan Area—January, 1954) 


TRADING AREA—265,000 


(20 Mile Radius—1954) 


THE STATE JOURNAL * 


MEMBERS OF FEDERATED PUBLICATIONS 
GRAND RAPIDS HERALD 
BATTLE CREEK ENQUIRER & NEWS 


REPRESENTED NATIONALLY BY SAWYER FERGUSON WALKER COMPANY 


CIRCULATION 
63,500 
(February, 1954) 


LANSING 
IS 
The Home of 
OLDSMOBILE 
FISHER BODY 
REO 
MOTOR WHEEL 


A great center 
of 
INDUSTRY 
GOVERNMENT 
EDUCATION 


* 


The “SH 


symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


M!1CHIGAN — (Continued) 


— 
CITIES 


Agi bae | BUYING 
NCOME 


LATION 
p ESriMAres 
SYD Estimates—1953 


SH 


RETAIL SALES 


ESTIMATES—1953 


Per 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


SALES AND 

ADVERTIS- 
ING 

CONTROLS ! 


Fam- 
ily 
Food 


Gratiot....... 


Se sts ‘ 


Hillsdale. . 
Hillsdale 


Houghton 


_ ee 8 
Ingham........ 
ALansing.... 


76 


General 
Mdse. 


Buying 
Power 
Furn.- 
House- 
Radio 


Auto- 
motive 


3,874) 
3,646 
3,474 
3,834 


8,738 
3,132 
6,712 
3,170 


3,204 
3,491 
6,158 
6,182) 


12,191 

7,887 
66,416 
46,818 


0212 
1188 
-0611 


192,274 


1,826 
1,131 
2,277 
1,996 


2,724 
2,231 


30,284 
28,119 


1,514 
917 
1,149 
706 


6,913 
3,336 
6,632 
4,640 


0179 
-0058 
-0188 
-0057 


1,190 
2,032 
11,121 


4,797 
11,266 
70,081 


-0183 
-0180 
1428 


8,283 120 


9,351) 56,112} 6,242]  .0885) 145 


A and A See end of state for SM Metropolitan County Areas. 


Before using these figures, see explanation page 11. 


FIRST STATION IN FLINT (See Our Birth Certificate) 
FIRST CHOICE OF FLINT LISTENERS (See Hooper) 
FIRST CHOICE OF LOCAL RETAILERS (See Any of Them) 
FIRST CHOICE FOR YOU IN FLINT'S $396,744,000 


RETAIL MARKET (See for Yourself) 


WFODF is the only station in Flint 
with a full time merchandising ond 
Promotion department, and. is the 
recipient of national awards in mer- 
chandising and promotion. 


910 Kilocycles 


NATIONAL BROADCASTING COMPANY AFFILIATE 


WFDF nt MICHIGAN 


REPRESENTED THE KATZ AGENCY 
Associated with: WOOD AMG&TV Etre iim FBM AMG&TV Indianapolis—W EOA Evansville 
MAY .10, 1954 


WA AY to RESUL é 3: - 
aay in 2 great SUNDAY NEWSPAPER / 


1953 LINAGE 
Sah COLOR COMICS (16 Pages, 30 Top Comics) TOTAL 


Fegan ‘ i Among all 545 Sunday news 
~ COLOR COMICS imMlinprbedtpeekelantl pers, The Herald in 1953 
285,258 Total Lines ranked... 


23rd in Department Store 


MAGAZINE (Letter Press) oy = 


206 iteiiene 33rd in Retail Linage 


42nd in Financial Linage 
2,150 Advertisements 43rd in Total Display 


316,456 Total Lines Linage 


GRAND RAPIDS is 57th in Population, 56th in Total Retail Sales, 53rd in 
Gen’‘l Merchandise, 52nd in Food Store Sales, and 38th in Drug Store Sales. 


x Ask our national representatives about the 13 City Study, 
and also economical Sunday-Daily Combination Rate. 


Che Grand Rapids Werald 


GRAND RAPIDS, MICHIGAN 
BATTLE CREEK ENQUIRER AND NEWS — LANSING STATE JOURNAL 


Members of Federated Publications, Inc, 
REPRESENTED NATIONALLY BY SAWYER ® FERGUSON © WALKER CO. 
New York Philadelphia Detroit Chicago Atlanta Los Angeles San Francisco 


M | Cc HIG AN —_— (Continued) — The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 
SALES AND 
ADVERTIS- 


EFFECTIVE BUYING RETAIL SALES 


a ESTIMATES INCOME 
Cc 
JM 1/1/54 JM ESTIMATES— 1953 BY) ESTIMATES—1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


tit 


Auto- 
motive 


~ 3 
my — 


g 883% 


oe 


7,287 
3,221 
1,981 
4,233 


= 
— oo 


5,907 
4,940 
32,121 
25,321 
35,179 
31,113 


size. 8 


38s 
2828 


- eawad 3,387) . ° 1 
56 3} .1933 247.4, 513,464) . . ; 74,803 


A and A See end of state for SM Metropolitan County Areas. Before using these figures, see explanation page 11. 


Not a REview ... but a PREview 


of next month’s retail sales volume in more than 200 cities. In every first-of-the-month issue SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in leading U. S. Cities. We give the sales volume, the 
percentage of change from the same month last year and its relation to the national change for the same period. 
The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spot 
Cities” alerts you to changes in the making . . . each month. 


SALES MANAGEMENT 


You Might Get a 1600-Ib. Bull Moose— 


BUT... 


YOU NEED THE 
FETZER STATIONS 


TO BAG AUDIENCES IN 
WESTERN 
MICHIGAN! 


WKZO RADIO 

WKZO, Kalamazoo, is Western Michigan’s 
top radio buy. Pulse figures, below, prove it. 
At night, WKZO gets 108.7% more lisieners 
than Station B. Jn the morning and after- 
noon, WKZO gets more listeners than all 
other stations combined! 

Also, Nielsen credits WKZO with 177.7% 
more average daily daytime families than 
Station B! 


PULSE REPORT — 100% YARDSTICK 
KALAMAZOO TRADING AREA—FEB., 1953 
MONDAY — FRIDAY 


WJEF RADIO 


WJEF is the most popular station ‘n Metro- 
politan Grand Rapids. On a quarter-hour, 
52-time basis, WJEF gets 12.6% more 
morning listeners than the next station (for 
11.1% lower rate)—25.2% more afternoon 
listeners and 9.6% more evening listeners 
(for 3.1% less) ! 

WJEF reaches 116,870 radio homes—yet 
a daytime quarter-hour costs less than 25¢ 
per-thousand-radio homes! 

CONLAN RADIO REPORT 
METROPOLITAN GRAND RAPIDS 
NOVEMBER, 1953 


WKZO-TV 
WKZO.TV, Channel 3, is the Official Basic 
CBS Television Outlet for Kalamazoo-Grand 
Rapids—a far bigger TV market than many 
of the majors. WKZO-TV is 80,000 watts 
video—40,000 watts audio. 


Pulse figures, below, show that WKZO-TV 
gets more than twice as many Western 
Michigan and Northern Indiana viewers as 
the next station, morning, afternoon and 
night! 

WKZO-TV AREA PULSE 


(27 COUNTIES) 
MON.-FRI. — APRIL, 1953 


Morning | Afternoon N 


igt 


Morning | Afternoon 


Morning | Afternoon 


29.6% 30.8% 


WKZO-TV 62%* | 52% 


B 2) 14 


26.3 228 


B 26 25 


59%* I% | 
| 


Others 20 27 


Others 44.1 46.4 


Others 12 23 | 


*Does not broadcast for complete six-hour period 
and the share of audience is unadjusted for this 
situation. 


*Does not telecast for complete period and the 
share of audience is unadjusted for this situation. 


*F, D. Fetherston and D. G. MacDonald got one this size on Magnassippi River, Quebec, in 1889. 


'WKZO-TV 


tops In GRAND RAPIDS toPp4 IN WESTERN MICHIGAN 
AND NORTHERN INDIANA 


AND KENT COUNTY 
(CBS RADIO) 


ALL THREE OWNED AND OPERATED BY 
FETZER BROADCASTING COMPANY 


"WKZ 


pA IN KALAMAZOO 
AND GREATER 

WESTERN MICHIGAN 
(CBS RADIO) 


AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


MAY 10, 1954 


M i ic HI | G A N. —_— (Continued) The “SM” symbols mark original, exclu- 


vale de. 7 j sive estimates by SALES MA AGEMENT. 


SALES AND 

TION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 

ESTIMATES Sy” ME MM ING 

1/1/84 CSTIMATES— 1953 C2uy ESTIMATES—1953 CONTROLS 

COUNTIES _|politan ne “ ie ¥ FIVE STORE GROUPS 
CITIES Area | | thousands of 


a | Per| Per ae Buying 
aba mr al: y 
| Power 


of | Cap- | Fam- | 
U.S.A.| ita | ily 8. Per | Furn.- Auto- 
| } . | House- | motive 
Radio 


AGrand Rapids od f 303, -1232)1, 676|5,288} 332,491). 193: | 74,7 48,749} 19,609) 59,124 
Keweenaw... |. 7 .321} 0009] 893/3,316 945, | 5 ae 49 

Lake 3}. PE .0016| 748 2,201 3,956, . . 369 

.0158/1,029/4,011]} 39,406 . . 1,688 

0030/1, 121/4,554] 18,529 

.0038)1 ,050\3, 554 5,136 


3.0439) -0411) 1,440 4,774 
Adrian se . O17 ‘ 7 -0133)1 ,635)5,274 
Livingston... 4.0184! 9) 4, | .0168|1,408 4, 
Howell ’ ; .0029/ 1,551 5,006 
Luce... .6}  .0054] 7} 3. -0030 


Mackinac 
Macomb 
Mount Clemens 
East Detroit... | | 
Manistee aa \. ° -4| 10. ° | 16,028 
Manistee ud 5 , / “ 2, . 13, 559 11,208 


Marquette 8). v ° J | 46 ,090 
Marquette.... . or R , 373) 20,905 
Ishpeming... . ; R 9) 006; . ,344)4,17 10, 918! 

Mason a 8). : ' | 25,722) 
Ludington - ; 3 J ,343)3, 16, 264 


. 0108) 
.0055) 
0119 
0067! 
a : * “ F } 17,136 
Menominee ’ 
Menominee ; 4 | , » 15,330) 
Midland 2 j | . . 58 333 
Midland 5.8} .0096 . 27,144} 
Missaukee y d ° : 6,677 


Monroe .7| .0523| 24.2) 24.9] 119,909 
Monroe 22.7) .0142/ 6.6 35,843| 
Montcalm 4) .0203} 10.4) 7.6 38, 167 
Greenville... .. .6} .0047) 2.7} 11,347] 
Montmorency a > PS 3,722) 


| | | | | | 

Muskegon . 2 | 40.5) 95.6 192,557). | J | | 070) ,033) . 101 
A Muskegon -4| 0309) 15.6! 72,322) .02 i , 68 484). g 25,780 16,679 6,036, 20,% q .0395) 128 
Muskegon | } | | } } | 


Heights ‘ | 0126) 5.8} 28,823) .0117/1,434/4, 969 832! .0156 8,801 883 | 1,783| : 0131) 104 


A and A See end of state for = Metropolitan County Areas. 


Before using these ae see explanation page 11. 


Write today for 
SALES MANAGEMENT'S 
1954 
COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


27” by 41”... in 6 colors . . . all metropolitan areas clearly defined . . . differences in retail sales volume 
indicated by county color . . . Red for counties with $100 Million or more . . . Green for counties with $50 
Million to $100 Million . . . Yellow for counties with $25 Million to $50 Million . . . Blue for counties with 
$10 Million to $25 Million. Special markings indicate counties whose family sales exceed U. S. family average. 


More than 1570 cities with $20 Million or more sales . . . City population indicated, as of January 1, 1954. 


PRICE: $3.50 a single copy .. . $3.00 each for two or more. 


SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


SALES MANAGEMENT 


OME OF THE MARKETS 


GRAND RAPIDS & 


$75,230,000 Grocery Sales 
$13,306,000 Drug Sales 4lst in US. 
$17,102,000 Gas - Oil Sales 47th in US. 
$18,442,000 Bldg. & Hdw. Sales 49th in U.S. 
$319,300,000 Retail Sales 42nd in US. 


in per 
Consumer Mkts SRDS 1954 Capita Sales 


51st in US. 


Gateway to a 
billion dollar market ! 


with one newspaper coverage! 


MAY 


10, 


Published 6 days Evenings 


1954 


69,099 or 96% of the households in Grand 


Rapids receive The Press daily. 108,841 or 
40% of the households in the 25 county West 
Michigan area read The Press every day. The 
Press reaches 21. times as many households 
in the city zone and over 2 times as many in 
this Billion Dollar West Michigan market as any 


other daily paid advertising medium in Grand 
Rapids or West Michigan. This represents a 
difference of 55,000 households or a market 
the size of Hartford, Connecticut . . . Retailers 
know this . . . that’s why they place 50% 
more advertising in The Press in 6 days over 
the second paper in 7 days. 


The press has a thorough effective Merchandising Service for press advertised brands 
FOR COMPLETE DETAILS ON THE MARKET OR PRESS COVERAGE WRITE OR CALL... 


“= \BOOTH NEWSPAPERS, INC., 435 N. Michigan Ave., Chicago 


. KUCH, 110 E. 42nd St., W. YL, WY. 


BRICE McQUILLIN, 785 Market St., San inne rb merd 


108,841 COPIES DAILY © NET PAID A.B.C. Mar. '53 


Ranks 15th in 
U.S. in R.0.P. 
Color 

(evening dailies) 


PONTIAC, MICHIGAN 


173rd in U. S. Population 75,700 
123rd in U. S. Retail Sales $154,996,000 
106th in U. S. Food Sales 38,795,000 
121st in U. S. Drug Sales 4,694,000 


OAKLAND COUNTY 


47th in U. S. Population 474,000 
52nd in U. S. Retail Sales $513,723,000 
44th in U. S. Food Sales 137,655,000 
47th in U. S. Drug Sales 15,892,000 


Sales Management, 
200 Leading cities and counties 


City and Retail Trading Zone, population 261,364, includes 
the major portion of Oakland county, second largest in Michigan. 
Here the Pontiac Press gives adequate and highly exclusive 
coverage, for 7 out of 10 Press homes take no other daily 
newspaper. 


ABC Net Paid 51,016 


oa PONTIAC PRESS 


ure Fy) PONTIAC « MICHIGAN 


“Detroit” 7 Out of 10 Press Homes Take No Other Daily Newspaper 


i | SY 
ae NEW YORK OFFICE: 45 W. 45th Street 
roe om Phone JUdson 2-4297 


. The “SM” symbols mark original, exclu- 

M | Cc H | G A N —_ (Continued) ; on ediesios te SALES MANAGEMENT. 
‘ Pop. Pop. 
(Continued from page 443) | (in Number oF OUTLETS (in NUMBER OF OUTLETS 
City County thous.)} F GM | FHR| A | \] City County thous.)} F | GM | FHR| A D 


| 16.6 


15 
12 
16 
61 
28 
11 
21 
44 
14 
12 
5 
13 
25 


Ishpeming. Marquette. .. 9.0 21) 3 || Owosso.... . Shiawassee . 
Jackson. Jackson.........} 51.6} 143} 3| || Petoskey . Emmet.... 
Kalamazoo . Kalamazoo 57.5} 151) J | Plymouth Wayne. 
Lansing. .. Ingham. . 97.7) 209) | Pontiac... Oakland. 
Lapeer... . ... Lapeer... | ¢€2 20| | 

Lincoln Park Wayne. 42.5 61) 

Ludington Mason 97 37) 
Manistee Manistee 10.0 40) 
Marquette Marquette 17.: 42} 
Menominee Menominee 11.5 37| 
Midland... Midland.... | 15 35} 
Monroe. . .. Monroe. . 22 74) 
Mount Clemens. .Macomb. 18 60) 
Mount Pleasant. . Isabella. . 11 26 
Muskegon Muskegon 49 231 
MuskegonHeights Muskegon. . | 20.1] 50 
Niles. ... Berrien. ... aks oe 42| 


Port Huron. St. Cet... 

River Rouge. Wayne 

Royal Oak...... .Oakland 

Saginaw... Saginaw 

Sault Ste. Marie. .Chippewa 

South Haven... .Van Buren 

St. Joseph. ..Berrien.... 

Sturgis... . . St. Joseph 

Traverse City Grand Traverse 
Wayne. 

Wyandotte. . Wayne. ‘ 

Ypsilanti........Washtenaw.. . 


a 
Nemes eS OO 


= 
AnNkPOAUMAws) 


MONOSOMABWHMOUNS 
i) 


- = 
SPADE KH UBWAAIA SDH 


DAaOruvnoawun ww 
—& 
oo 
wD 


nN 


18 
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POPULATION EFFECTIVE BUYING RETAIL SALES 
1 
1/1/54 BYP ESTIMATES—1953 BYP ESTIMATES—1953 


COUNTI it l j FiVE STORE GROUPS 
3 |Urban- | Coun- (in thousands of dollars—add 000) 
Total | % Fami- ine % ger Per 
(thou- | oO lies u- p- | Fam- 
nds) | U.S.A. | (thou- | lati U.S.A. | ita | il . Per .- | Auto- 
™ | sands) (theu- 000) . Food . | House- | motive | Drug 
} sands) | 


22.6 .0141) 6.9, 3.3] 23,447 setae a 18,560| 5,389 2,419} 471) + .0108 


474.3) .2964| 136.9/349.6 861,449) .3502|1,816)6,293) 513,723) .2986) 3, 137,655) 138,096) 15, 3239 
Pontiac 75.7| .0473| 21.4] 124,451} .0506/1,644|5,81 154,996; .0901) 38,795]  23,505| 9,433; 34,572) 4,694 -0618} 131 


© SM, 1954. Before using these figures, see explanation page 11. 


Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 


SALES MANAGEMENT 


aia ROYAL OAK-FERNDALE— 
Michigan's fastest growing area 


The Royal Oak- Ferndale market is made up of nine 
prosperous cities and three townships ranging in popula- 
tion from 3600 to 58,800—a city zone of 101,650 and a 
retail trade area of 176,000, ABC. 


This 6 mile square heavily populated market is closely 
knit for easy selling at low cost. 


The over-all family income is $6,283 - $1110 above the 
U. S. average. Royal Oak, for example, has $7,399 per 
family. 

These 1953 figures show why it’s Michigan’s fastest 
growing area. 


; P 4 Total Income . $265,143,000 Gen. Mdse. Sales . $ 16,519,000 
The Daily Tribune with more than : 
134% clecdiaties fucsones in 10 Per Family Income 6,283 Furn.-Hshid. Sales .. 8,575,000 
years is the home newspaper — Total Retail Sales 166,858,000 Automotive Sales . 53,437,000 


95% coverage of Royal Oak fami- Food Sales 46,939,000 Drug Sales ........ 5,325,000 
lies and 13,500 additional homes 


in South Oakland C sy 

Sea cee THE DAILY TRIBUNE 
daily. 31,894 circulation (Pub. ROYAL OAK, MICH 

Est.), March, 1954. : ’ 


Represented by The Julius Mathews Special Agency, Inc. 


The “SM” symbols mark original, exclu- 7 mF etn ee 4 

sive estimates by SALES MANAGEMENT, ree Rite M | . H | G A N _—— (Continued) 

a eh pita: . 3 BE os SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 

SM ESTIMATES SM INCOME ING 

1/1/54 ESTIMATES—1953 ESTIMATES—1953 CONTROLS 


ae ee } | FIVE STORE GROUPS i i” RT PTF 
CITIES Arca Urban- (in thousands of dollars—add 000) 


Metro- 


| 
Buying |Qual- 
Power | ity 


General ; Auto- 
Mdse. | House- | motive 


Royal Oak... 8} .036 8} 124,303] . ,114/7,399 : 4 ,687 18,253 0459} 125 
Ferndale... .... .4) .0202| ‘ 64,411). ,988/6, ' ; 3,9 26,051 
Birmingham. . 0} 018 ’ 70,469). i t a v 16,824 
Hazel Park. . 0} .0137) 5. 39,622) . x 4 % F a 2,823 


Oceana.... e é ee 15,228, . . . ° ’ ’ 2,162 
Ogemaw.... 5} 0059) 8)... 7,896) . P R J ; , 2,054 
Ontonagon. . .2| .0064) ve 9,071; . j ; d 8 z 1,291 


Oscoda... ea 2,630]. ; 368). d ; 51 102 69 0014 
Otsego... o. inte 5.°°8) 2671 6,930) .0041! 4, 69 210) = 194) —1,117) -0032| 


80 

73 

Osceola...... a 4 * fer 12,317; . ’ ’ . ’ ’ 451 2,031 A 71 
64 

a 


© SM, 1953. Before using these figures, see explanation page 11. 


25 Years of Service 


With this issue the Survey of Buying Power is 25 years old, but frankly, we're not interested 
in birthday cakes and candles and silver trimmings. Instead, we're mighty proud of our rec- 
ord of service during those years. Mighty proud, too, of that quarter-century of priceless ex- 
perience . . . They were years of growth. Of testing, improving, foolproofing our techniques. 
Of increasing acceptance by companies, people and groups who depend on reliable population, 
income and sales data to get their campaigns and Ps off the ground. Of steadily com- 
pounding prestige as the country’s No. 1 source of market data. 


MAY 10, 1954 


MICHIGAN — (Continued) The “SM” symbols mark or 


iginal, exclu- 
sive estimates by SALES MANAGEMENT, 


POPULATION EFFECTIVE BUYING RETAIL SALES 
, ESTIMATES | 


SALES AND 
ADVERTIS- 
JM 1/1/54 @) ESTIMATES— 1953 ESTIMATES—1953 


COUNTIES 
CITIES 


FIVE STORE GROUPS — 
(in thousands of dollars—add 000) 


Dollars 
(add 
000) . General | Furn.- | Auto- 
Food Mdse. | House- | motive 
Radio 
Wayne... 2,628.7| 1.6427; .7/2589.3) 5, 6,627] 3,646,974 785,547) 481,928) 175,047| 952,512 
ADetroit 1,925.2) 1.2031) : , 1.4876) 1,901/6,616] 2,938,361 611,588| 415,132} 144,691) 754,651 
Dearborn... 111.6} .0697 5 i .1032/2,274/7,809} 143,939) . 32,602} 20,731 41,409 
Highland Park 47.6) .0207 4 , 0290) 1,545|4,77 113,013). 17,955} 21,798 38, 569 
Hamtramek.. 43.0} .0269} 12. 7 .0311|1,782/6,333] 79,265) . 16,188} 8,731 16,225 
Wyandotte. . 39.6) .0247) ; .0328|2,037/7,076] 58,239] . 13,010} 9,891 16,842 
Lincoln Park. 42.5} 0266 : .0367|2,122/7,515] 30,369) . 10,140} 1,071 8,987 
Fuver Rouge 21.8} 0136) .0} 7,7 .0153/1,731/6,2890] 25,529) . 7,197 494 11,277 
Wayne 2.7} .0079| : .0102/1,969|7,1 21,827) . 4,782 991 8,921 
Plymouth 2) .0045) ; ¥ .0055) 1,885|5, 901 17,020) . 3,955 673 7,116 
Grosse Pointe 6} .0041 . 33, .0136|5,059)18548} 16,806} .0098 7,380 743 
Grosse Pointe } i 
.0089 J q .0225|3 , 900) 1287 16,806) .0097 | 2,220 249 12,868 
.0122! , .0138|1,731/6,525] 15,966) .0093 | 6,871 743 5,233 
0121) .0087|1,113|3,704] 19,960) .0116| 3,441) 4,750) 2,055 3,070 
0066) 3] 77| .0054)1,262|4,054 15,514} .0090 3,781 1,807 2,238 


Total Above Cities! 3,894.5) 2.4834) 1, 145.6) 7,113,660 2,8016|1,827/6,210 6,454,681) 3.7516 |1,446,223 803 , 887 1,590,787 
| A 


‘ —|———] | = 
State Total..... 6,928.4) 4.3297 2,041.7/4996.8]11, 367, 268 4.6208) 1641/5, 568] 8,477,596| 4.9274| 4,182|2,042,866 871,879 1,981,301 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. 


Before using these figures, see explanation page 11. 


MUST Men in Your '54 picture 


Selling . . . including advertising, pub- tive subscriptions. Renewals are at a 


lic relations and other tools that will The INSIDE TRACK to Management record 81.95%. 
help sell hardest and best . . . is man- 


for companies selling such 
agement’s top job today. That’s why products end services es: These records are unmatched 
the trend is to SALES MANAGEMENT. 


in the sales or advertising fields. 


TRAVEL and COMMUNICATION 
In all periods of difficult business con- 


ditions, you can spot the key men. . . PACKAGING MATERIALS 
the men you must sell . . . by noting 
the business paper whose subscrip- 
tions and readership are up—the busi- PLANT and BRANCH LOCATIONS 
ness paper that’s HOT. 


Today . .. more than ever before . . . 
your market is the sales management 
AND PRODUCTS executive, the pivot man in today’s 
adjusting economy — your magazine 
for selling this market Sates MAn- 

INSTITUTIONAL and AGEMENT—the magazine that’s hot 
PUBLIC RELATIONS OBJECTIVES with the men whom the heat’s on 


More than any other magazine in the today. 


sales or advertising fields, Saves AUDIO-VISUAL SALES AIDS 
MANAGEMENT has kept pace with the BUSINESS GIFTS 
national growth in sales volume and 


sales capacity since the war. Gross OFFICE EQUIPMENT and SYSTEMS SALES MANAGEMENT 


national product has soared 71% 386 Fourth Avenue, 
in the past eight years, national in- 


y : ‘ New York 16, N. Y. 
come 68%, personal effective buying 
income 64%, retail sales 121%. At 88% in the A.B.C. No. 1 Classifica- 


the same time, Sates MANACEMENT tion (Manufacturers, etc.) 
total circulation gained 89% .. . 


333 N. Michigan Avenue, Chicago 1, Ill. 


Bosariry 15 East de la Guerra, P. 0. Box 419 
100.3% in sales management execu- Santa Barbara, Calif. 


SALES MANAGEMENT 


MAY 


10, 


aalh 
Better Auto 
Market! 


Source: Sales Management Survey of Buying Power 


@ Are your Booth newspaper advertising schedules com- 
petitive in the big Michigan automotive market? Where 
automotive ‘purchases per family average $807 annually 


(31°, above the national average). 


85°, of all automotive business in Michigan (outside of 
Wayne County and the Upper Peninsula) is done in the 


8 Booth newspaper markets! 


Ask a Booth man to give you specific data on your product 
classification and tell you about the unique Dealer Contact 
Service which will make your schedules more productive. 


\ A. H. Kuch, Sheldon. B. Newman Brice McQuillin 
CALL wae 110 E. 42nd Street 435 N. Michigan Ave 785 Market Street 
New York 17, N.Y Chicago 11, Illinois San Francisco, California 


Oxford 7-1780 Superior 7-4680 Sutter 1-340] 


, Newspapers 


“YOUR MICHIGAN MARKET OUTSIDE DETROIT” 


GRAND RAPIDS PRESS.e FLINT JOURNAL ¢ KALAMAZOO GAZETTE e SAGINAW NEWS 
JACKSON CITIZEN PATRIOT e MUSKEGON CHRONICLE e BAY CITY TIMES e ANN ARBOR NEWS 


1954 


MICHIGAN — (Continued) ) sive estimates by SALES MANAGEMENT. 

SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
°, ESTIMATES TM INCOME NG 

4 1/1/54 4 ESTIMATES—1953 O/ ESTIMATES—1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Metro- 
COUNTIES sian 
CITIES Area % 


o 
U.S.A. 


Per 

Cap- 

ita | General | Furn.- Auto- 

Food | Mdse. | House- | motive 
Radio 


Ottawa ee 1) 34. .0441|1,350 : ; 21,708, 3,924 5,808| 18,304 
Holland oO. .0087|1,335/4, |. 6,932} 1,977 9,418 
Grand Haven 0; .0062) 3. ; .0059)1,451/4, : | 5,031] 893 997} 4,504 

Presque Isle d : 5 K -0042) 8682/3, , - | 3,139) 190 1,461 

Roscommon + 7.3) .0046) 2.4)... .0033/1,121/3, : : | 8,201) 144} 1,015 


} | 

Saginaw 6} . . -284| .1009)1,508/5, : | 49,620) . 8,736| 38,574 
ASaginaw a 3 x 3, -0622/ 1,585 . a 092% 40,025) ofa 7,835) 29,083 

St. Clair VW. 0} 54. ,488| .0579)1,438 : : 30,081 : 4,496| 23,628 
APort Huron 9} = .0231) ‘ F | 0232/1, 546)5, : t 18,171 ,I¢ 3,706 15, 057 

St. Joseph -7| 0229} 12.0) 15. ‘ ; .0236) 9,696, 2, 2,406, 7,286 
Sturgis . d : ‘ . | | | ae 3,097) 3 989 1,913 


Sanilac . P / : d = ral ‘ 851 6,442 0156 
Schoolcraft p . F 2,827 277 1,379 
Shiawassee io ; : y 3 ,387/4, ; i ; 11,781) ' 2,305} 9,343 .0276| 
Owosso 6) . 3] : : .72 . ; 6,970) k 1,548} 5,738 a. 
| 
Tuscola. . , 8,708) ‘ 1,450} 7,053 .0197) 
Van Buren : 8}. 5} 6. m ye ae 923). 11,917 : 1,107; 5,655 .0222' 
South Haven. - ow , ,436} .0034/1, 406|3, 245) 3,624 . 426} 3,160 -0046) 
Washtenaw y 6} .0941 \ . y .0995|1 ,626/6,016 , i 40,584 ; 7,273} 28,130 .0967) 
AAnn Arbor... 0311) : 7 .0405!2,003|7,979 , 17,944 5s 5,084] 12,835 .0412| 
Ypsilanti. .... .0122! ; .0126|1,890'5,7421 33,948) 7,576 ( 1,391] 8,340] 1, .0147| 


A and A See end of state for SM Metropolitan County Areas. C SM, 1954, 


Before using these figures, see explanation page 11. 


Sales Management's 


1954 


COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


. All Metropolitan County Areas clearly defined. 


2. County names... for all U. S. Counties . . . most legible of all 
Shows the many outline maps we have seen. 


. Differences in retail sales volume indicated by County shad- 
at a glance ings... 


Red—for counties with $100 million or more. 

Green—for counties with $50 million to $100 million. 
P Yellow—for counties with $25 million to $50 million. 

Retail Sales Strength Blue—for counties with $10 million to $25 million. 


comparative 


of every county 1570 cities with retail sales of $20 million or more. 


oo 2" 2 OY’ . City populations indicated—(as of January 1, 1954). 


‘ . Special blown-up projections of all congested small-county areas, 
+++ in 6 colors with county lines and names clearly indicated. 


. Specia! markings indicate counties whose family sales exceed 
U. S. family average. 


PRICE: $3.50 a single copy; $3.00 each for two or more copies 
SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


SALES MANAGEMENT 


— 
34 OF MICHIGAN 


the pocketbook areas 


MICHIGAN IS MOTORDOM ... THE MARKET ON WHEELS 


$4,996 will buy you 50% showings of poster advertising space for a full 30 days in 56 key Michigan markets ... 
comprised of 117 separate cities and towns. 


In one of the most highly motorized areas in America where Outdoor Advertising is a “natural” you'll get a continuous 
highly localized selling campaign in 17 of Michigan's 83 counties which account for nearly 75% of the retail sales made 
in the entire State. 


For only $166 per day you'll get big, colorful impact . . . and reach all your prospects in the real pocketbook areas 
in Michigan. 


88 CUSTER AVENUE DETROIT 2 
OUTDOOR ADVERTISING THROUGHOUT MICHIGAN’S LARGEST TRADING AREAS 


MAY 10, 1954 


TION 
y EStN MATES 


SH) 


Total 


(thou- 
sands) | U.S.A. | (thou- | lation 


EFFECTIVE BUYING 
Gs ESTIMATES 1953 


Net % Per Per 
Dollars of Cap- Fam- 


(add U.S.A. ita ily 


AL’ c H | G A N— ) Metropolitan County Areas 


The “SM” symbols mark original, 


ay ha sive estimates by SALES 


RETAIL SALES 
ESTIMATES—-1953 
ee ~ FIVE STORE GROUPS ~~ 
a (in thousands of dollars—add 000) 


Auto- 


Sales 


General | Furn.- 


exclu- 


MANAGEMENT. 


AND 
ADVERTIS- 
ING 
CONTROLS 


Beyine | Qual- 


Bay City 
Cetroit 
Flint 


Grand Rapids 


Jackson 
Kalamazoo 


Lansing 
Saginaw 
Ann Arbor 


Battie Creek 


Total of Areas 


MICH L G A N— @&D > Income | Breakdown of Consumer Spending Units 


COUNTY 


| House- 
Radio 


motive Drug 


J | 
| | 


. | Pe 
cco rs Food | Mase. 


“137, 796 
6,324,328 
524 ,659 


7,244) 18,415| 3,758 
203 966 1,146,774 170,487 
19,588 100,100 14,161 


12,019 
531,514) 
32,844) 


969.7 3103.7 
87.4) 221.3 


4,523, 991,178. 
97,822 


95.7| 247.4 
34.2) 66.5) 
42.3, 93.3 


513,464) 
173 ,986 
228 ,335 


97,049 
36,951) 
40,125 


50,220 
14,740 
13,716 


22,042 
6,834 
10,165 


74,803, 17,820 
32,121) 6,722 
35,179 6,885) 


56.7| 151.3 
48.1) 115.4 
40.7; 98. 


349, 139 
248 , 284 
244 845 


66,416) 
49,620 
40,584 


30,284 
18,754 
9,858 


11,121 
8,736) 
7,273 


70,091 
38,574 
28,130 


8,283 
6,441 
6,992 


209,398 
192,557) 
142,488) 


5,159.9 3.2244)1,512.7)4400. SS aR pe 


42,436 
47 ,964 
30,081 


14,248 
18,070 
8,859 


7,838 
8,033 
4,496 


37 ,698 
32,770 
23,628 


6,229) 
5,779 
3,024 


4,432 1,567,928 


755,126 


317,336 1,638,283 255,581 


-2124) 116 


2143) 11 
.0764| 106 
we 107 
.1428| 120 
.1053| 102 
0967) 103 


-0886| 106 
-0848) 101 
-0607, 98 


3.7019) 115, 


ET—INCOME GROUPS, 1953 


NET—INCOME GROUPS, 1953 


$0-2,499 | 52.5003, 998 


| $2,500-3,999 | $4,000-6,999 [97.408 & Over 


oo. 
lars 


Total 
Con- 
COUNTY sumer 
Units 


% | 


c 
} Bag 
e 


$4,000-6,999 er 


Q% 


lars Units 


8. 5 
19.2 
21.8 
20.1 
8.7 


40.8 
31.8 
29.3 
40.8 
40.2 
45.1 
36.0 


ow 
bo 


4yunwenSh | 


37.3 
31.3 
5 
2 
4 
7 
7 


38.0 
37.7 
44.1 | 
3 , 5 33.0} 
| a. 3 9 | 26. y ; . f 5. . 5. ‘ ¢ 45.2 | 
47.9/ 28.3 8.6 . 


io 


Before using these figures, see explanation page 11. 


ee ae 


For PROFITABLE Selection of Markets 


Since a market is only as good as your chances of selling it, its basic market data should be “weight- 


ed” by such factors as available coverage and the local media’s command on the interest of readers, 
listeners and viewers. That’s why a study of the advertisements in this issue should be a must. 


They not only show the net worth of the market . . . in terms of your selling chances . . . but they 


frequently bring to light significant and helpful comparisons that might otherwise remain hidden 


in the basic Survey data. And they also spotlight local developments that emphasize the market's 


continuing growth. 


For a realistic appraisal . and profitable selections . . . be sure to study both the Survey data 


and the advertisements. 
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MANAGEMENT 


This one talks, 
:z: and to 
SO many people 


The smart money buying 
broadcast coverage today 
goes after the most for the 
least—which means it buys 
spot radio, on key stations. 
That’s the one best way to 
make each dollar talk to the 
greatest number of pros- 
pects, far more than in any 
other advertising you can 
buy. And it takes remark- 
ably few dollars to do a big 
national job, because it takes 
just a few good stations. 
WJR alone, for instance, 
covers some 10% of U. S. 
buying power. Ask your 
Henry I. Christal man. 


The Great Voice of the Great Lakes 


Wr 


50,000 watts CBS Radio Network 


WJR’s primary coverage area: 
15,000,000 customers 
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18.3 | 

6.0 
7.6 
10.1 
15.0 
16.1 
8.1 
13.5 
14.1 
12.9 
3.8 
14.6 


22.7 6.1 | 2: 


55. 059. 3 | 30.3 


9.1 


19.2 


35.4 


16.4 


39.6 


13.0 36.3 
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=" Missouri, 


(Other West North Central States: 
Nebraska, North Dakota, 


lowa, Kansas, 
South Dakota.) 


Minnesota state map—page 462 


City 


County 


Pop. 
(in 
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GM | 


Albert Lea...... 
Alexandria. ... 


Austin. . 
Bemidji . 
Brainerd. . .. 
Crookston. . 
Detroit Lakes 
Duluth.... 
Fairmont... 
Faribault... 
Fergus Falls 


Grand Rapids... 


Hibbing... . 
Hopkins. . . 
Little Falls. . 
Mankato 


Freeborn 
. .Douglas. 
. .Mower. 
.. Beltrami. . . 
..Crow Wing 
Polk... 
. Becker 
St. Louis 
Martin. . 
Rice ‘ 
. Otter Tail 
Itasca... 
.St. Louis 
Hennepin. ... 
. Morrison 
. .Blue Earth 
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57 
10 


Qe DWI DAUMOMIWS 


10 
11 
2 
13 
4 

9 
20 


A | D 
18 
14 
20 
14 
24 
8) 
il 
57 
13 


City 


County 


\thous.) 


NuMBER OF OUTLETS 


GM 


FHR 


D 


Minneapolis. . .. 


.Hennepin. .. . 


Montevideo. ..... 


Moorhead. . 


New Ulm.... 


Owatonna. 
Pipestone. . . 
Red Wing.. 


Rochester. . . 
South St. Paul 
St. Cloud.... 
Se Past... .. 
Stillwater. ... 


..Pipestone.... 
. .Goodhue 

. .Olmsted. . 
..Dakota.... 
. Stearns... 

.. Ramsey... . 


Washington.... 


Thief River Falls. Pennington. . . 


Virginia. .... 


Willmar... 
Winona. . 


. .St. Louis. . . 


Kandiyohi... . 
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Marshall. . . Lyon 7 Worthington... . . Nobles... . 
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EFFECTIVE BUYING 
SVD stim 
ESTIMATES—1953 


RETAIL SALES 
BYP ESTIMATES—1953 


COUNTIES 
CITIES 


Detroit Lakes 
Bemidji... . 
1St. Cloud 


Metro. 
politan’ 
Area 


0156 
0123 
-0165 
-0059 


ewne @O- & 
—~oe I Om = 


7.0 
5.7 
7.6 
3.0 


- 01139) 1043/3 


-0166)1,547\6, 
- 0125) 1,555)/5,374) 


-0125)1,1 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Furn.- 


Auto- 
motive 


Drug 


-0288 
-0268 
0179 


3,541 
3,406) 
2,111 


-0045'1 , 16713, 


16, 168 


-0094 


1,255) 


1,327; 
3,190 
3,858 
3,314 
4,699 
3,985) 
1,674 


2,102 
16,440 


14,783) 
14,783 
5,575 
3,703 


0196 
-0168 
0150 
-0063 


1 St. Cloud is in Benton, Sherburne and Stearns Counties. © SM, 1954. using these figures, see explanation page 11. 
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Before 


g 0% 


S in the win 


DETROIT ? 


ane 


When one automobile manufacturer spends 
a billion dollars for expansion, and two 
others merge for greater production ad- a 
vantages, and another borrows millions 

for growth capital . . big things are in > 

the wind for Detroit. 


Detroit’s “big things” for 1954 are foreshadowed, too, by: 


x Almost $200,000,000 in appliance purchases estimated for Metropolitan 
Detroit, 


* An average of 31,000 people per day attending Detroit’s 1954 Auto 
Show—and standing outdoors in block-long lines on a snowy, win- 
try night; 


* A 10-day “Do-It-Yourself” show, in a large downtown department store, 
drawing 9,000 people on opening day—with three more giant handy- 
man exhibitions scheduled for °54; 


*% 68 full columns of “‘jobs to fill” Want Ads appearing in one day’s issue 
of Detroit papers; 

* Steel production continuing at high levels—and a Detroit producer 
completing a $63,000,000 construction program; 

x* Four spectacular new retail shopping centers opening on Detroit’s 
perimeter this year (one to park 7,000 cars). 


——e oi asc pete 


Eh Pa et i te abs 
With such things happening in Detroit—where already more 
than half the residents own their own homes—advertisers 
can expect “big things” from aggressive advertising pro- 
grams on Detroit’s best-sellers—the WWJ stations. 


WW er - WWTV 
ce Sy NBC AFFILIATES 


FIRST IN MICHIGAN e@ Owned and Operated by THE DETROIT NEWS @ National Representatives: THE GEORGE P. HOLLINGBERY COMPANY 
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HITTSOy 


1950 Net Effective Buying Income 


ae In excess of $150 Million 


$75 Million to $149.9 Million 


Ea] $40 Million to $74.9 Million 


a $15 Million to $39.9 Million 


ISANTI 


St. Cloud {SHI 


Cities shown are those having net 


Effective Buying Income of $15 million 
and over 


g Blut 
wk 
; Mankato EARTH 


e 
Rochester 


Scule of Miles 
NM 1s 30 $0 90 


——e n 
ES _ | _eeeed 


One Inch Equols Approsimotely 57 Miles 
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(Command Decision 


They might be SUNSHINE 
BUTTER MACAROONS, but in 
KSTP Television Land they are 
“Jimmy Valentine cookies”. Over 
2,000,000 people in the big 
Minneapolis-St. Paul market are 
influenced to the buying point by 
such dominant KSTPeople as 
Jimmy Valentine and a dozen 
more like him. In the Upper Mid- 
west Television ss KSTP. 


100,000 WATTS 


- WE AFFILIALE FOR THE TWIN CITIES 
+. ee 
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WHERE ARE RETAIL FOOD SALES MADE? 


*72..8% are made in “70% COUNTRY” 


All Business is Local! People buy most of their goods 
and services in their own communities — from ad- 
vertisements in their own Hometown Daily papers. 
In the North Central area over 70% of the retail 
buying is done outside the Twin City area—ie. in 
“70% Country.’”’ How are your sales in these 
markets? It makes little difference 
what you are selling — our 
HOMETOWN DAILIES 
give you the biggest im- 
pact at the local level! 


@ RED OWL 


No. Stores 
Twin Cities 
“70% Country” 538 


*Sales Management, Ni ATI (@] N A L stones 


1954 Survey of Buying Power "70% Country” 108 


Write Ray C. Rode, Exec. Sec, =e WINSTON & NEWELL co. 


for market data, merchandising Twin Cities 
and billing service. “70% Country” 377 


eee DAILY PRESS ASSOCIATION 


BUILD MINNEAPOL MINN 


__ sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION Seer Lape RETAIL SALES ADVERTIS- 


ESTIMATES ING 
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COUNTIES |; “4 ‘i » Fis fi ; ~~ |" FIVE STORE GROUPS ~~ — 
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3,759 
2,933 


Carlton 
Carver... 
Cass... 
Chippewa 
Montevideo 


—_= 


_— 


Chisago 
Clay... , 
Moorhead 
Clearwater 
Cottonwood 
Crow Wing. 
Brainerd. . 


-_-—_ 
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72,777 
26 , 893 
13,397 
23,201 
8,266 
29,920 
25,711 
: 48, 292 
4.1) . A 20,727 Bie ex 28,639 
2.7; .0204) 9.8) 11.0 and -0169)1,277/4,261] 37,856 
10.9) . 58) 3.5 16 , 405) -0067| 1, 5035/4, 687 17 ,257 
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Hennepin... . 713.9) . 222.1/686.1 | 1,335,240) .8427/1,870 951,102 
A Minneapolis 529.7). 169.2) 982,594). 85515, 871,118} . 168,468] 176,051] 48,361] 181,440) 28,336 
Hopkins... 8.8, .0055} 2.6 17,345] .0071|1,971/6,671] 13,385] 0078! 3,859 40 340| 4,738} 284 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 
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MINNEAPOLIS 


Now only 4 


cities in the United States have Sunday 


newspapers with larger circulations than the 


on ones Minneapolis Sunday Tribune 


ne ...more than 620,000 


MIDWEST | in Minnesota 
North and South Dakota 


western Wisconsin 


PHILADELPHIA 


‘ 


Minneapolis Star and Tribune 


EVENING MORNING AND SUNDAY 


MORE THAN 620,000 SUNDAY - 485,000 DAILY 
John Cowles, President 
MAY 10, 1954 
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: 11/84 J ESTIMATES—1953 ESTIMATES—1953 CONTROLS 
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Little Falls i j 7,686) .0031/1,098 12,282 
Mower... ‘ y ° A y 68,229 .0277|1,530 50,045 
Austin Sad . : 43,536} .0177/1,714/5,7: 36, 060 
Murray ; : War .0071|1,171 13,134 


ess 


Nicollet....... - ° . a -0107 13,214 
See Mankato- 
North 
Mankato | 
Nobles ° 5) 8. 31,682) .0128 30,982) . 4,924 
Worthington. . , ‘ } 2.8 12,504, .0051 20,661 3,412 
13,252) .0054|1,043) 10,851). 2,345 


a 


: 77,464 .0315|1,534/5,417] 66,854 8,809 
Rochester. . . . 31.6} .0197} 5) 60,434). 1,912)6,641 58,203). 7,349 
Otter Tail... .1) 0319} 14.0) 13. 52,195, .0212|1,021/3, 43,768 6,989 
Fergus Falls 3.8} .0086) 3.6) 18,602) .0076|1,348/5,167] 22,441 3,084 
Pennington. . 1.0082) 3.7) 7. 15,337} .0063/1,171/4,1 18,427). 2,881 
Thief River Falls oe 2.3 9, 505) . 1,302)4, 133 17,109) . 2,547 


16,201, . 926/3,177] 14,151 | 22 
17,192) . 1,219/4, 18,754 | 2,841 
7,348} . 1,336)4,59) 12,868 1,811 
44,201) 1,231/4, 35,469, . 7,118 
10,965). 1,462/4,984 13,747| . 2,242 
enka beett 0079, 12,969 .0053|1,029|3,603] 8,887 1,799 
Rameey..... tw y . 656,335, .2668/1,753)5, 514,800) . 105,141 
ASt. Paul 320. 2004 -0| 571,167) .2322)1,781/5,712] 496,008) . 99,709 
Red Lake... 8.0042 "Ree: 5,735, .0023) 843/3, 6,089) . 1,696 
Redwood. -3) 0140) 4 3. 27,776, .0113|1,246/4, 24,488 4,526 
Renville. .. -1) .0150 Sale 29,605, .0120/1,228)/4, 23,453 4,192 
Rice 9} .0237) ‘ : 45,148) .0184/1,191/4, 32,653 7,463 
Faribault .0104 7 25,099} .0102/1,512/6,436} 18,873 4,049 


A and A See end of state for SM Metropolitan County Areas. © SM, 1964. Before using these figures, see explanation page 11. 
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Thor. TWINS rhe 2. 


WHALE of a 
MARKET | 


THIS TWIN READS THE 
DISPATCH-PIONEER PRESS 


* (3th in POPULATION 

* (2th in RETAIL SALES 
** Tth in WHOLESALE SALES 
*&** Tth in FAMILY INCOME 


, = 
# Your sales will come EASY in the great 
“Twin Cities” market . . . if you approach it right! 
We're BIG, we're RICH and we SPEND our 


money for the things we want . . . but you 
can only get your share by selling BOTH of us. 


The St. Paul “Twin” (Ramsey and 
Dakota counties) is a separate market of 
over 404,000 persons who buy from the 
advertising columns of the St. Paul Dispatch- 
Pioneer Press. And the only ‘way you can tap 
this thriving community fully is to advertise 
in these newspapers. Let us tell you more. 
Write Dept. L, St. Paul Dispatch-Pioneer Press. 


OCCUPIED DWELLI 


(St. Paul City Zone) 
A.B.C. Audit Report 12/52 


50.4% 


2.7% 5.9% 


NG UNITS 92.5% 


85.0% ST. PAUL DISPATCH. 
PIONEER PRESS 


ER 
MINNEAPOLIS - Salet, Managemen ‘ Survey 


DAILIES 


*“* 
15.7 % Source: Census Retail Trade, 1948 
Dispatch-Pioneer Press 
A.B.C. Pub. Stat. 9/30/53 
Minnea 
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9 é $ 2 AT ¢ H: ° REPRESENTATIVES 
RIDDER-JOHNS, INC. 


RIDODER NEWSPAPER ° NEW YORK - CHICAGO - DETROIT 


Dp i r N & ¥ e 2Q € § $: SAN FRANCISCO - LOS ANGELES 
ST. PAUL - MINNEAPOLIS 
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ADuluth... 5.0659 ’ ,341| .0713|1,662|5,330] 143,574). 32,749 
Hibbing..... .2| .0101 ; 4 .0111|1,692\5,375] 25,576) . 6,138 
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10,760 
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13,033; 
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15,075) . 2,664 
11,210) . 2,776 


i 
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d -0213 4,369 43,146) . 9,583 
Winona. ..... > 7.6 35, -0143) 1,392) 4,634 35,054). 7,916 
Wright . 8.6..... ’ -0113| 987|3,479 31,780) .0185 7,821 
Yellow Medicine ° d 4.7; 2.0 -0077 se 18,235; .0106! 3, 2,640 
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State Total. . 3,084.2) 1.9274| 904.6|1731.8| 4,428, 774| 1.8002|1,436 4, 896] 3,495, 264| 2. 0316 3, 864, 713,013) 458,497, 146,295, 694,110) 85,644) 


1 St. Cloud is in Benton, Sherburne and Stearns Counties. Before using these figures, see explanation: page 11. 
Aand A See end of state for SM these oe) Areas. 


Write today for 
SALES MANAGEMENT'S 


1954 
COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


27” by 41”. .. in 6 colors . . . all metropolitan areas clearly defined . . . differences in retail sales volume 
indicated by county color . . . Red for counties with $100 Million or more . . . Green for counties with $50) 
Million to $100 Million . . . Yellow for counties with $25 Million to $50 Million . . . Blue for counties with: 


$10 Million to $25 Million. Special markings indicate counties whose family sales exceed U. S. family average. 
More than 1570 cities with $20 Million or more sales . . . City population indicated, as of January I,. 1954.. 


PRICE: $3.50 a single copy .. . $3.00 each for two or more. 


SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 
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What does the Housewife 


Think of YOUR Produet? 


This question is answered for you in the 1954 DULUTH- 
SUPERIOR CONSUMER ANALYSIS compiled ‘by the 
Duluth Herald and News-Tribune. Get the reaction of 
the housewives in this market concerning your product 

. they represent the 75th Standard Metropolitan Sales 
Market in the nation. 


This merchandising service gives you 

an up-to-date picture of what, when 

and where consumers buy; brand pref- 

erence; ownership and buying plans. 
Write today for your copy . . . it covers 
more than 150 product classifications, 
including foods, soaps, toiletries, ap- 
pliances, beverages and general shop- 
ping habits. 


The DULUTH-SUPERIOR expanding, devel- 
oping, progressive market is in the heart of the 
taconite empire where the mining industries 
will spend about 500 million dollars within the 
next 5 years. 


The. only daily and Sunday metropolitan newspaper 
to cover this area effectively 


80,891* Daily 70,133* Sunday 


Riddér-Johns. Inc., General Advertising Representatives— 
New York @ Chicago @ Detroit @ Minneapolis @ San Francisco @ Los Angeles 
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outdoor 


for sales 


advertising impact! 


Only Outdoor carries your mes- 
sage to people where they buy, 
when they’re on the way to buy! 


General Outdoor Advertising Co. 


Minneapolis Office Covers 1400 
2020 Washington Ave., So. leading cities and towns 


M INNESOTA— @%® Metropolitan County Areas | _tie estimates by SALES: MANAGEMENT. 
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Before using these figures, see explanation page 11. 
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Mighty Mover! 


Paul Bunyan was so strong, it’s said, 

that when it came time to move his logging 
camp to a new location, he simply picked 
up the whole camp at one swoop. 


Quite a feat, that. Brings to mind the 
real-life exploits of WCCO RADIO, the 
Northwest’s 50,000-watt giant—which is 
so powerful it can move merchandise 

en masse for you throughout 109 primary 
counties in four Northwest states (an 
area of some 86,700 square miles)! Fact is, 
WCCO RADIO delivers a bigger weekly 
audience of potential customers in 82 

of these counties than any of the more 
than 200 other radio stations heard 
throughout the entire area.* And does 

all this at an astonishingly low cost per 
thousand circulation—6¢ per thousand 
families daytime, 11¢ nighttime! 


If you want to move a mighty lot of your 
product in the Northwest, call CBS 
Radio Spot Sales or Phil Lewis, 


sales manager of... WCCO RADIO 


Minneapolis —St. Paul 
The Northwest's 50,000-watt Giant 
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MI NNE SOTA — 7) |ncome Breakdown of Consumer Spending Units — (Continued) 


COUNTY 


Jackson. . 
Kanabec 
Kandiyohi 
Kittson 
Koochiching 
Lac Qui Parle 


Lincoln. .. 
Lyon 


McLeod 
Mahnomcn 
Marshall. . 
Martin 
Meeker 
Mille Lacs 


Pope 


Dol- | % 

lars | Units 
8.5 34.7 
18.4 | 34.8 
11.4 | 30.0 
11.7 | 28.0 
11.5 | 26.6 
9.9 | 34.9 
7.7 24.4 


19.6 | 34.2 
11.5 | 33.4 


9.6 | 33.2 
8.4 | 32.1 
11.5 | 33.0 
21.3 28.5 
18.7 | 35.1 
7.0 | 31.1 
14.2 | 30.2 
17.7 | 29.1 
19.6 29.8 
5.7 | 20.3 


7.7 | 34.8 
13.2 | 26.8 
8.4 | 29.6 
15.8 | 32.9 
8.2 | 28.2 
13.9 32.4 
4.1| 35.3 12.7 | 29.3 
6.2 | 43.2 18.8 | 31.5 
4.2| 28.3 9.4] 32.9 
11.3 | 34.2 11.7 | 30.7 
3.8 | 38.8 18.3 | 31.0 


17.5 27.1 
14.5 | 37.3 


NET INCOME GROUPS, 1953 
| $0-2,499 | $2,600-3,990 | $4,000-6,990 |$7,000 & Over | 


Dol-| %  Dol-| % 
lars Units tars Units lars 


— 
Pe 


NET INCOME GROUPS, 1953 


$4,000-6,999 |$7,000 & Over 
% % 


% Odol-| % Dol- 
Units lars | Units 


12.7 31.3 || 
3.9 11.1 
7.4 20.5 
34.0 
18.6 
23.8 
23.8 


32.5 
32.6 | 


Red Lake... 
Redwood... 
Renville.... 


3 

3 
-1 40.9) 7.4 
4 31.2) 
9 
3 
2 


4 
46.4 | 7.2 
36.3 | 9.0 

9 


x 2] 4.7 13.6 
4 22.0 


28.9 
30.4 
23.5 
15.7 


Nouscvwenoow 
Nese @BOe 


oy 
@ wo @ 


awonoswe 


39.9 
24.4 
27.6 
27.6 
23.3 
31.4 
20.6 
36.3 
28.3 


41.1 | 16.5 
40.6) 4.6 
34.9 | 11.7 
35.1 | 10.9 
35.6 | 6.3 
36.2 | 14.6 
32.6 | 5.7 
42.9 | 10.9 
38.1) 9.1 


28.6 
23.3 
25.5 
30.2 
26.9 
26.6 
20.4 
21.3 
26.1 
16.9 


41.0 
32.2 
36.0 
38.2 
33.4 
35.7 
35.4 
28.6 
40.5 
27.5 


27.2 
39.2 


35.8 
44.6 
40.8 
40.0 
37.9 
33.0 


meeaonHoean 


1,022.6 


28.3 8.8 | 27.3 38.6 


ia 
pe 
@ 


6.5 18.3 


| 
155,059.3 | 30.3 9.1 


26.0 19.2 | 30.7 35.4 | 13.0 36.3 


MISSISS 


Kentucky, Tennessee.) 


| P P | — Counties and Cities — (other East South Central States: 


The “SM” symbols mark ote, exclu- 
sive estimates by SALES MANAGEMENT. 


Mississippi state map—page 473| 


City 


Biloxi. . 


Brookhaven... . 


Clarksdale. . 
Cleveland 
Columbus 
Corinth . 
Greenville 
Greenwood. . 
Gulfport... . 
Hattiesburg 


COUNTIES 
CITIES 


Pop. 
(in 


NuMBER OF OUTLETS 


County thous.) 


GM | FHR A 


. .Harrison 
Lincoln 
..Coahoma.. 

.. Bolivar..... 

. .Lowndes. 

.. Alcorn. .. 
..Washington.... 
. .Leflore 
..Harrison....... 
Forrest. . . 


Pop. 
(in NUMBER OF OUTLETS 


thous.)} F GM | FHR| A|D 


County 


10) 16 
9| 14 
19 21 
7 11 
7 20 
9 19 
12 21 
22 21 
10; ° 18 
10 28 


Natchez... . 
Se AG. 
Vicksburg 
Yazoo...... 


1 


— 


188 28 57 
34 12| 12 
121 15 
55 16 
158 32 
132 16 
50 15 
120 20 
54 9 


i) 
SUNwmwL 


ae ee 
coonewoanoc 


aon 


PULATION 
ESTIMATES 


CUD 1/1/54 


EFFECTIVE BUYING 
°C, INCOME 
Vv ESTIMATES—1953 


JM 


RETAIL SALES 
ESTIMATES—1953 


Metro- 
politan 
Area 


‘Lirhan. 


ized 
lation 
(thou- 


#8? 


61.6 
7.5 


17.7 
14.4 
18.4 


10.4 
11.7 
19.0 
17.2 


| 


~~ = 
28 
& 


— 
nN 
_ 
o 


3 & 


- 
iad 


28 


12,312 


_ 


5,916 
9,063 
11,266 
11,446 


g288 882 £5858 223: 


os = sf 
888s 


FIVE STORE GROUPS 
(in thousands of dollars—add 00C) 


General 


Furn.- 
Mdse. | House- 


Radio 


—_— ot ot 


LES £45 


$25 


2£38 $88 €3 


G28 888 ERE2E 2: 


Before using these figures, see explanation page 11. 
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© SM, 1954. 
SALES MANAGEMENT 


MISSISSIPPI a 


Corisdaie™ 


of TALL AmATCHIE CCR Asam 


olvmbus 


ownnts 
1950 Net Effective Buying Income 
xe In excess of $150 Million 
EES 375 mitiion t0 $149.9 Million 
$40 Million 10 $74.9 Million 


[==] $15 million to $39.9 Million 


Cities shown ore those having net 


Effective Buying Income of $15 million 
and over 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


j Saha SALES AND 
POPULATION. EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
JM V/1/ GD ESTIMATES—1953 BYP ESTIMATES—1953 


ING 
CONTROLS 
COUNTIES rete %: - a FIVE STORE GROUPS i ait” ? 
CITIES (in thousands of dollars—add 000) 
Total % i % Per % ty ha Se eS Sf 
(thou- of i Fam- ( Power 
sands) | U.S.A. i ily S. Furn.- Index 
. | House- i 
Radio 
Coahoma...... -6} .0329) 14.7) 18.5 3,143 
Clarksdale 4,917 


2,714 


v 
g 


zg] 3 


$2 3 


Covington... 

Le Soto. . 

Forrest... . 
Hattiesburg . &F .3} 37,747 


2,363 
2,322 
3,834 
4,059 


ou 
~1 @ 


—— 
— 


Franklin. . bd . i 8,614 


George... . > ‘ 6,377 
Greene......... ° ° 9). 4,536 


a oC 
233 
a aw 


Grenada. . . ‘ . s ° 15,471 
Hancock........ x 10,591 


157,247 1,365 


1,136 
14,518 

: 117,623) .0478\1,318 
-0157 ‘ 42,093) .0171)1,677 
0403 ; 75,530} .0307'1,171 
A and A See end of state for SM Metrepolitan County Areas. 


MAY 10, 1954 


14,821 
10,034 
4,287 


Before using these figures, see explanation page 11. 
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PPi_ (Continued) Jive estimater by SALES MANAGEMENT, 


EFFECTIVE BUYING RETAIL SALES 
co y ESTIMATES SH INCOME 
7 ESTIMATES—1953 ESTIMATES—1953 


aE Wt SS ER Se | ie an ahve STORE GROUPS 
in thousands of dollars—add 000) 


PRs 


S 
> 


3 
>» | 


26 ,606 
24,946 
2,507 
886 


~_—_ 


& 882 3 
S$ §£8 828 88 
238 333 


2s 
Pras 
23 
22 8 


LL 
58 8288 8858 885 


8=3 
- 
ae) 


2sf&e 


Greenwood 


Lincoin 
Brookhaven. 

Lowndes 
Columbus 


$$ 


— 


Ps 
= 


~~ —— “~_—— 
88 $83 


. 


888 328 #88 


n= = 


3§§ 


16,181 


. 


gS 82 882 825 3: 


Pearl River 3) 0133) «5.8 7. .0076| | 612,908 


Pike... -1, .0219} 9.6) 10. | .0125| 24,850 
McComb 5} 0066) 3.3) ,070| 0057 16,519 


3 
£ 


5288 388 S85 


8,438 
8,710 
11,107 


e-« 
Ee 


Prentiss 
Quitman 


mii Mmitm@iime 


g 
G2 828 £29 298 


8 338 


ercmapblech +. 


7,570 
15,599 
7,263 


883 82% 


- . ao” 2 
= i a 
D 
— 
~ 


BY le a VERITY: “Trine 


§ 888 $3 


13.8 
-0185 7.6 
-0109 4.5) 


——h 
$= 
= 
/ 2 


288 ase 


= 


-0106, 4.4 
- 0096 4.2 
-0133 5.6 


> 
£5 


£8 888 3%. 


0125.7, 3.7 
0083, 3.6)... 
si 0244, 12.5! 29.9 
| Vicksburg. . 29.9} .0187) 9.8) 41,471| 


A and A See end of state for SM Metropolitan County Areas. 


ja 322 § 


Sfe8S BES 


Before using these figures, see explanation page 11. 
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nee eee 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


M1ISSISSIPPI— (Continued) 


SALES AND 
TION EFFECTIVE BUYING RETAIL SALES AOVERTIS- 
@ » ESriMares S v7 INCOME ING 
M CZ ESTIMATES—1953 ESTIMATES—1953 CONTROLS 
COUNTIES _|politan oad FIVE STORE GROUPS 
CITIES Area | T Urban Coun- (in thousands of dollars—add 000) 
Total | % Fami- | ized Net % | Per| Per} Dollars % t é ____} Buying |Qual- 
(thou- | of lies |Popu-| Dollars of |Cap-|Fam-| (add of es ity 
sands) | U.S.A. | (thou- | lation} (add U.S.A.| ita | ily 000) U.S.A. | Per General | Furn.- Auto- Index | In- 
sands)| (thou-| 000) Fam-| Food Mdse. | House- | motive | Drug dex 
4 ) ily Radio 
Washington... . 73.8} .0461) 21.2) 36.9 66,869) .0272) 906/3,154) 57,081) .0332| 2,693] 14,369 5,424 2,665, 13,824) 1, 0327) 71 
Greenville... .. 32.2) .0201 9.8 42,182} .0171/1,310)4,304 40,529) .0236 8,136 3,262 2,059 12,200) 1,1 -0197) 98 
iincwvines 16.8) .0105 4.0) 3.4 9,668; .0039) 575|2,417 6,263) .0037) 1,563 1,490 523, 629 2,128 Nt -0052) 50 
Webster......... 11.0} .0069 5 eae 7,077; .0029| 643/2, 5,785) .0033) 1,995 1,011 677 397 1,085 1 +0038 55 
Wilkinson. ...... 13.9) .0087 BMivdess 8,237) .0033| 593/2,423) 6,856} .0040) 2,016 1,981 1,569 253 1,121 0046} 53 
Winston. ... 22.1) + .0138 5.5) 5.3 14,481; .0059) 655/2,633) 10,959) .0064) 1,993 2,198 1,369 375 2,872 -0076| 56 
Yalobusha 14.7; .0082 3.9] 3.2 9,673} .0040) 6658/2, 7,384) .0043) 1,893 1,961 1,490 231 1,776 1 -0052) 57 
ee 34.6) .0216 8.9] 10.6 23,919} .0087| 691/2, 18,812; .0109) 2,114 4,588} 2,344 683 5,686 0124) 57 
MK: sectniex 10.6; .0066 3.9 13,229} .0054/1,248)3,392 15,155) .0088 2,676 1,247 683 5,332 .0067) 102 
Total Above Cities}...... $11.1 3194) 145.8 715,924; .2909/1,401 4,910] 648,747| .3771 119, 186 73,045 40,060) 191,549) 17,904 -3227| 101 
State Total......]..... 2,219.8] 1.3872} 589.9|671.5 | 1,860,760) .7564 838/3, 184] 1,302,567} .7571| 2,208) 306,195 161, 603) 64,721; 337,242) 35. .8828| 64 
MISSISS1PP1— Gp Metropolitan County Areas 
Jackson......... 68 156.0) a + eos 222,485; .0904|1,426/5,1 156,492| .0910| 3,606! 26,880! 26,606) 9,251) 44,060) 4, is 
A Biloxi-Gulfport.| 177 115. seas 96. 157,247) .0639/1,365'5,1 76,214; .0443) 2 401) 19, 386) 5,844 4,491; 14,518) 2,25 0597 
Total of Areas...j...... 271.2) — 74. — 208. AI 379,732] .1543/1 ,400)8, 132| 232,706; .1353| 3, 148| 46, wa 32, 4501 13,742; 58, ses 6 648] aa 89 


MISSISSIPP1— GZ Income Breakdown of Consumer Spending Units 


COUNTY 


NET INCOME GROUPS, 1953. 


| 


co 


UNTY 


NET INCOME GROUPS, 1953 


Dol- Dol- o 


$4,000-6,899 |$7,000 & Over 


% 
% Dok 
Unite lars 


a 
~a 
chun er DH Oe Ww SO 


= 
aowmwaerreoos 


16.9 | 25.1 22.4 | 22.1 30.5 
29.2 | 26.2 31.9 11.1 21.1 
37.7 19.2 26.4) 9.1 19.2 
38.9 20.9 28.4) 8.4 18.6 
60.6 | 19.7 33.3) 4.9 12.8 
43.3 | 14.3 20.6) 7.6 16.9 
36.5 | 26.8 38.0) 7.6 16.8 
50.4 15.9 26.1) 5.7 14.4 
41.5 19.4 26.3) 7.2 16.3 
48.4/17.5 27.9) 5.8 14.5 
49.8 13.3 21.1) 6.3 18.5 
41.6 | 19.5 28.56) 7.8 17.8 
37.6 | 21.6 30.2; 9.5 20.8 
32.3 | 18.2 22.2) 11.2 20.1 
40.3 | 20.3 20.3) 8.1 18.1 
40.6 | 22.8 33.9| 7.8 17.9 
47.0 | 13.8 21.4) 8.0 19.1 
19.4 | 28.0 28.9 | 20.3 32.6 
29.8 | 27.7 36.7 12.8 25.7 
34.9 | 29.3 41.3) 8.7 19.1 


43.4 21.9 33.4) 6.9 16.5 
28.1 | 23.6 28.7 | 16.4 31.1 
30.9 | 22.9 28.3 11.1 21.2 
20.4 | 27.4 28.2 | 17.6 28.1 
13.8 | 27.6 23.1 | 21.8 28.1 
52.0 | 13.2 21.6) 6.0 15.3 
52.6 | 14.4 24.0) 5.3 13.7 
70.1; 8.0 15.8) 2.9 8.8 
39.7 | 23.5 34.6) 7.8 17.7 
17.1 | 31.6 32.1 | 22.7 36.0 


20.6 | 
23.7 | 


22.3 14.8 


8.3 31.2 Lowndes...... 
3.4 17.8 Madison. . 
3.4 16.7 Marion.... 
2.4 18.1 Marshall...... 
8 3.3 Monroe....... 
19.3 Montgomery... 
8.7 Neshoba. . 
9.1 


13.9 Newton....... 
9.2 Noxubee. .... 
Oktibbeha... 
2.5 13.6 Panola...... 
2.5 12.1 Pearl River. . 
2.5 11.4 eS. 
4.7 24.4 Pe sc ducnesd 
2.5 12.3 Pontotoc. . 
16 7.6 Prentiss. . 
2.8 12.5 Quitman...... 
5.0 19.1 
2.3 8.8 Rankin. 
1.0 4.7 ON s+. cise 


6.7 Simpson...... 
12.1 Na 
19.6 Ras os cd 
23.3 Sunflower... .. 
35.0 Tallahatchie 
11.1 WE scncassed 

9.7 Tippah........ 

5.3 

8.1 | Tishomingo 
14.8 Tuntea........ 


61.3 31.3 | 22.6 28.6 | 12.5 24.5 
65.1 37.2 | 24.6 34.8) 8.0 17.7 
75.3 47.7 | 15.4 24.2) 6.6 15.9 
67.7 40.8 | 22.3 33.2; 8.4 19.3 
76.6 53.9/ 19.2 33.4) 3.4 9.2 
54.5 26.6 | 28.7 33.4 12.9 23.4 
74.4 45.6 / 15.9 24.2|) 6.8 16.0 
76.6 49.5 14.6 23.3) 6.3 15.8 
77.0 47.9 12.0 18.6) 7.8 18.7 
70.2 42.7 | 20.9 31.3) 7.0 16.4 


65.4 39.5 | 26.3 380.4) 7.2 16.5 
75.1 47.0| 17.1 26.6) 5.5 13.2 
65.1 37.0 | 24.1 33.8) 8.3 . 18.0 
72.2 45.1 20.0 31.0) 6.0 14.5 
53.6 22.0 21.5 21.9/ 18.2 28.8 
64.1 31.4) 19.8 24.1) 11.3 21.4 
70.3 44.0) 21.0 32.6) 7.6 18.3 
71.4 43.3 | 18.9 26.4) 7.0 16.3 
68.9 386.9 20.5 28.8) 7.1 16.3 
68.2 38.8 | 20.0 28.1) 9.2 20.2 


20.0 | 23.2 27.8) 12.7 23.5 
43.3 | 16.0 23.6| 8.1 18.7 
31.9 | 23.7 30.2/ 11.1 22.0 
85.0 | 12.3 21.0) 5.3 13.9 
36.8 | 21.4 29.6) 10.4 22.5 
37.5 | 21.1 20.7 | 10.5 23.1 
43.1 | 18.3 27.4] 9.1 21.2 
44.8/ 19.0 20.4| 7.1 16.9 
49.9 | 14.0 22.5| 6.7 16.6 
38.6 | 16.6 22.0/ 11.6 24.2 
41.2) 18.0 26.2| 9.2 20.7 
24.9 | 31.7 37.3] 12.4 22.5 
43.1 | 23.0 35.4) 7.1 16.9 
24.4 | 27.5 31.0| 15.0 26.3 
39.6 | 23.2 34.0| 8.0 18.0 
33.5 | 29.5 40.2) 7.3 15.4 
51.4 13.6 22.3] 6.2 15.6 


26.2 
23.4 


22.1 
18.3 


14.9 
9.6 


4.8 
13.2 
11.2 

9.4 
27.3 
23.1 

5.1 
12.9 
17.0 
12.9 


weowe Rear nwne 
ee ee ee ee 


on 


12.9 
18.3 


ow 
~~ 


26.9 23.0 


30.3 


35.4 


9.1 | 26.0 19.2 | 30.7 


19.4 


4.0 


13.0 36.3 


MAY 10, 


195 


4 


A and A See end of state for SM Metropolitan County Areas. 


Before using these figures, see 


explanation page 11. 


475 


Want to SELL the Folks 
Who Live in ST. LOUIS, MO.? 


THEN LOOK at these CIRCULATION FIGURES 


Circulation Coverage 
St. Joseph and Buchanan County 


Life Magazine 2,613 subscribers 

Ladies Home Journal 3,353 subscribers 

Saturday Evening Post 2,597 subscribers 

Largest Out-of-Town Sunday Newspaper 2,036 subscribers 


The SUNDAY NEWS-PRESS 25,100 subscritess 


TOTAL CIRCULATION 


ST. JOSEPH NEWS-PRESS 
over 50,000 Sunday 
over 90,000 Daily St. Joseph Gazette 


KELLY-SMITH CO., Nat. Adv.-Repr. 


° a: (Other West North Central States: lowa, Kansas, The “SM” symbols mark original, exclu- 
M I SS 0 UR i— Counties and Cities = Minnesota, Nebraska, North Dakota, South Dakota.) sive estimates by SALES MANAGEMENT. 


, ; S Pop. 4 | | Pop. ‘i 
Missouri state map—page 482 (i, NUMBER OF OUTLETS | (in NUMBER OF OUTLETS 


City County thous.)| F |GM|FHR| A D | City County thous.)} F GM | FHR| A | D 


Cape Girardeau. .Cape Girardeau 22 
Carthage Pee 11 
Chillicothe Livingston. .. 9 
Clayton St. Louis. 17 
Clinton. . Henry... 6 
Columbia.... Boone. ... oe 
Hannibal. Marion.... 20 


1 7 1s Joplin.... Jasper. . 162) 
14) 5 Kansas City Jackson eet 11,091) 1 
i@ 6 Kennett. . . ..Dunklin.. 42) 
13) 12 Kirksville... ....Adair , 52) 
7 
7 


SAM N HN = 
Oaunwus 


13) Kirkwood. ... St. Louis | ‘ 34! 
18 _ oo Lebanon........Laclede : 42) 
18| 13 | Maplewood.. ... .St. Louis , 43| 
Independence Jackson 42 18) il Marshall. . . . .Saline.. 39) 
Jefferson City Cole 25.5 ; 14, 27} 15 iContinued on page 488) 


=) 


—_ 
aS 


NOOO = hBOMD 
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~~ T SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES INCOME ING 
1/1/54 JM ESTIMATES—1953 ESTIMATES—1953 CONTROLS 
COUNTIES es ‘ 


Ipolitan| Le) eae Sate. fo ae ee ep | ~~ FIVE STORE GROUPS 
CITIES Urbar- (in thousands of dcliars— add 000) 


Aute- 
motive | Drug 


Lied 19.3} .0121) 51 
Kirbsville. 10.9} .0068} 3. 0052}1,171)3, 35: 20) a7 5,049) 
Andrew. . 11.6) 0072 die aeg : ‘ : | 1,039 
Atchison . 1.2). op ‘ ‘ t, . ‘ 2,551 


ee 25.1 
Mexico. ... 12.8 
ee 21.5 
12.5 


2 sss) 


5,798 
5,176 
4,284 
1,686 


_ 
“a. 
—_- = 
ed 
_ 
= 
~ 


$28 88 


17.2 
8.8 
10.6 


50.1; + .0313 
33.8 
123 99.4) .0621 
79.7| .0498 


A and A See end of state for SM Metropolitan County Areas. 
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49" STATE 


and the 
St. Louis 
Globe-Bemorrat 


Occupied the Cover 


of Sales Management’s 
first issue of the 
SURVEY OF BUYING POWER 


"49" STATE 


IS GREATER THAN EVER* 


Poputation: 3,515,200—Only 
14 States are Larger 


Retail Sales: $3,434,513,009— 
Only 13 States are Larger 


9IeCCUNTIES | 
In Eastern Missouri 
and Southern Illincis 


Buying Power: $5,014,553,000. 
—Only 12 States are Larger 


THE AREA OF PREFERENCE : *Sales Management estimates 
FOR ST. LOUIS NEWSPAPERS 


St. Louis Globe-Bemuarcrat HE NEWSPAPER oF 


AMERICA'S 12th LARGEST MORNING NEWSPAPER 
CIRCULATION — ALMOST 300,000 DAILY— OVER 350,000 SUNDAY 


REPRESENTED BY: 


CRESMER & WOODWARD SCOLARO, MEEKER & SCOTT HAL WINTER CO. 
Sen Francisce-Los Angeles New York—Chicago—Detroit—Philadelphia Florida Resorts, Miami Beach 


MAY 10, 1954 


Shoot at the of Missouri! 


Wen See en ote Jefferson 


City lead ali Missouri except St. 
Louis in effective buying power 
per family . . . don’t miss this rich 
market ! 


Fae 


NEWS and MS TRIBUNE 
Sefferson CityAdost-Eribune DAILY CAPITAL NEWS 


Morning. Evening and Sunday 13.224 Net Paid Daily 


M I Ss s OUR!I—(Continued) sie estimates by SALES MANAGEMENT. 


SALES AND 
euAT On EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
EST i AT ING 

v7 BYP ESTIMATES 1953 BYLD ESTIMATES —1953 CONTROLS 


COUNTIES | Bas$ STORE ews 
CITIES Urbar.- | of dol 
Fami- ized o (| | &% RI er - at Buying |Qual- 
| ( er | ity 
General - index | In- 
Food Mdse. | House- dex 


| | ma —| iT oars 9 7 ’ —" ive 
Butler 4). 11.7) 16.6 . . ’ 3,903 
Poplar Bluff 5.6 5.2 |. 7 j1,118)3, 22,828). 2,679 
or gee 4 ,030/2, . 371 
6.5| 10.6 -0099'1 ,016/3, J | 1,433 
2.8)... 
12.1 26.7 


Cape Girardeau 
Carroll 
Carter. . 


RYSASs Balsssses 


_ 


.0040} 1830/4 ,706 
\1,213/3,518 
1,357/4, 856 


aes 

bo | 

o 
28s 


—wo w 
Ste: to 
z gs 38 & 


w 
= 
np 


N2S3S38 & 


= 
83 888882 


— 
NO = 
ES 


E83 8285 


Kennett 
Franklin 


=} 
Ss 
S 


Greene......... p 
ASpringfield... sgh 24.5) 105,939} .0431]1,490/4,324] 98,575) 
Grundy... a. 5) 6. 14 4,06 00611, 162/3, 14,458) 
Trenton...... , . a 8,484) . F x 12,198 
Harrison | 0087) 6} 2. 14,353). 10,720 
Henry. . 2. 9 6. 21, 308| . 18,380 
Clinton... .... al wv 3) 8,327} ‘ ,365/3 , 63 12,471 
3,635). | 3,122 
10,980) . | 10,356 
14,253| .218'3, 8,228) 0048) 1,618) 
19,227) . i2, 14,511. 4,273) 
6) 6,768, .002 , 5,258). ty 1,452) 
72 .8| .3561 1,083,603, .4405|1,902/5,560! 1,010,568 .5874 5.188 168,165| 238,476, 48,379} 179,520! 51,061 


1 Kansas City is in Clay and Jackson Counties Before using these figures, see explanation page 11. 
Aand A See end of state for SM Metropolitan “County Areas. © SM, 1954. 
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828s 


and BIG - 


in the 
Heart of 


America! Si 


Just as the great Kansas City Primary Trade Area ville 
grows more prosperous, more populous, more ag- eae 

gressive with each year, so has The KMBC-KFRM POPULATION (SM est.) 

Team grown in stature, popularity and dependability. ve 1952 1953 Increase 


Now, there is a fast-growing youngster in the person Kansas 2,024,400 2,072,400 48,000 
of KMBC-TV, Channel 9, in Kansas City. And, he’s Missouri - 4,097,300 4,114,500 17,200 
growing big and healthy living off the know-how of K.C. Met. Area* 867,400 891,900 24,500 
the CBS Television Network, of Arthur B. Church, 

president and founder of The Team, and his experi- 

enced staff. RETAIL SALES (SM est.) 

Last year, the Heart of America experienced another 1952 1953 Increase 
happy increase in population, retail sales and in Kansas $2,160,969,000 $2,165,569,000 $4,600,000 
buying power. In fact, buying power increased al- Missouri $4,305,433,000 $4,387,170,000 $81,737,000 
most 400 million dollars in Kansas and Missouri in K.C. Met. Area* $1,209,883,000 $1,265,276,000 $55,393,000 
1953 over 1952. Of this increase, the Kansas City 
Metropolitan Area enjoyed 10%. HOWEVER, 
67.7% of the total increase in Retail Sales in the EFFECTIVE BUYING INCOME (SM est.) 

two states occurred in Metropolitan Kansas City— 

: ca > 1952 1953 Increase 
proof of the tremendous pulling power of Kansas 
City as a major trading center! Kansas $3,029,294,000 $3,147,218,000 $117,924,000 
Missouri $5,651,990,000 $5,933,488,000 $281,498,000 


K.C. Met.Area* $1,613,556,000 $1,653,031,000 $39,475,000 


Obviously advertisers prefer to call attention to 
their products in the market where the money is 
spent and by the folks who do the selling job. Write, 
wire or phone KMBC-KFRM, KMBC-TV, Kansas 
City, Missouri, or your nearest Free & Peters Missouri; Johnson and Wyandotte Counties in Kansas. 


*K.C. Met. Area includes Jackson and Clay Counties in 


colonel today! 


© 
channel 


KANSAS CITY, MO. 


meK MBC-K ERM 


CBS RADIO FOR THE HEART OF AMERICA 


MAY 10, 1954 


outdoor 


for sales 


advertising impact! 


where you need it when you need it 


Only Outdoor carries your mes- 


sage to people where they buy, 
when they’re on the way to buy! 


General Outdoor Advertising Co. 


Kansas City Office " Covers 1400 
2459 Summit Street leading cities and towns 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENTS. 


SALES AND 
POPULATI tg tlie BUYING RETAIL SALES ADVERTIS- 
@Dii ESTIMATES SH NCOME SH ING 
s ESTIMATES—1053 ESTIMATES— 1953 CONTROLS 
COUNTIES i ; = |. FIVE STORE GROUPS } a. 

CITIES | ‘ Urbar: Coun- | (in thousands of dollars—add 000) 

%o et ‘ Y ty Seats 
Sales | 
ad General | Furn.- 
Mdse. | House- 


sands) Radio 
1 AKansas City 5. § jl. i 3 4 | 234 ,998 45,923 
Independence. . 2.6) . ‘ 7,841; . 019% j 3,146 1,560 
2A Joplin 39. .0246) ll . d 8,235 
Carthage. .... .5| .0073 . d x 4 1,199 
Jefterson wa . d } J J d ° P | 2,904 
Johnson ‘ d F p d ’ d +911) 618) 523 
Knox ove i 7 a P d | 315) 
Laclede 19.9 . | 1) 7. P d ,517) 1,258) 
Lebanon 7.6) . J 


- d 7 j 848) 
Lafayette 23.1. | 2) 8. 2, 007 
Lawrence 23.7 1 .117| 
Lewis 10.7 471) 
Lincoin 12.9) 1,283 
Linn 18.6 . 1,461 
Livingston 16.7 

Chillicothe. . 9.0 
McDonald... .. 14.0) 
Macon 18.1) 
Madison 11.0) 
Maries 7.2 
Marion 30.3 

3Hannibal 20.9 
Mercer... 7.1 
Miller... 13.7 
Mississippi ‘ 23.2 ° 
Moniteau..... 10.7 } s 3 0051) 
Monroe....... 1.4 . a ‘ . ‘ -0064 
Montgomery 11.6 0073 $ 3 .0054) 
1 Kansas City is in Clay and Jackson Counties. A and A See end of state for = OU Metrepetiten County Areas. Before using these figures, see explanation page 11. 
2 Joplin is in Jasper and Newton Counties. 3 Hanthal is in Marion and Ralls C , 1954. 
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- 


see:8 
geen3s 


298888: 


825% 

= -— 
8888" 
© 


BRBUBSSeleasrnxras 


JOPLIN ... Missouri's 4th Metropolitan Area 
i RRR RRR I A ATT NLT SLL LSE TT TT EL EL AIT ESLER EEE LEG L ELEN, 
Metropolitan Population 1954— 


110,000* 


Metropolitan Retail Sales 1953— GREATEST EXPANSION IN MODERN TIMES 
$103,528,000* Business and industrial expansion now under 


Trading Area Population 1954— way in the Joplin area totals over $27,000,000, 
278,300* signaling the greatest growth this region has 


Trading Area Retail Sales 1953— experienced in modern times. 
$243,791,000* 


* Sales Management Estimates 


The Joplin GLOBE & NEWS-HERALD 


Represented by THE KATZ AGENCY, INC. 
Wee ectimaten by SALES MARAGEMCHT, MISSOURI — (Continued) 
POPULATION Atta | BUYING RETAIL SALES 


ESTIMATES “3 
JM Bye SYD Ustimares—19s3 BYP ESTIMATES—1963 


COUNTIES itar Five STORE GROUPS 
CITIES Area (in thousands of dollars—add 000) 


General | Furn.- 
House- 
Radio 


Auto- 
motive 


oO 
= 
a 


guage 5 2 


3,957 


— 


SRSSSASSISSSSASSGSES FS EF 


. 


Seeeyeesees 


QD 
= 
= 


1,463) 4,145 
1,035)3 521 
1,063|3 571 
1,210)3,4: 

1,200/3 622 


1,769 
1,077 

621 
918 176 


ESSZSISSZSSRe sss 2 


nnn a 


2 Joplin is in Jasper and Newton Counties. A and A See end of state for SM Metropolitan County Areas. 
3 Hannibal is in Marion and Ralls Counties. ' Before using these figures, see explanation page 11. 
4 Sikeston is in New Madrid and Scott Counties. © SM, 1954. 


lion wu COLLIE 


for Boosting Kansas City Sales: — yLbN 


W304 aus Coleg 4 


One network station 


+ 
KCKN, your booster station! JAggiesanaie 


JOE STORY 


MANAGER 
KCKN, Kansas City 


MAY 10, 1954 


1950 Net Effective Buying Income 
BEB 10 excoss of $150 million 
== 1 $75 Million to $149.9 Million 
ea [=] $40 million to $74.9 Million 
par L : $15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 
and over 


Overland 
University City 
ST. LOUIS 


COLE Maplewood 


Jeflerson 
ity 


MARIES 


Cape Girardeau 


DUNKEL WN 
Scole of Miles 
30 60 


; 


Copyright by 


One inch Equols Approximately 62 Miles 


2 & 


The “SM” symbols mark original, exclu- 


MI S S 0 U Ri— (Continued) sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMATES GD INCOME 
ESTIMATES—1953 


ING 
ESTIMATES—1953 CONTROLS 
COUNTIES 


FIVE STOR: GROUPS 
CITIES Ur (in thousands of dollars—add 000) 


% Per | Per 
of Cap- | Fam-' 
.S.A.| ita | ily 


U General | Furn.- 
Mdse. | House- 
Radio 


-0132)1 ,404/3, 
-0092)1 ,689/4,71 
-0075)1 ,164/3, 
-0016) 621/2,523 


— 


$823 8828 


— 


-0034) 733)2, 
-0173)1 ,311/4, 
-0094/1,471/4,914 
-0035) 842/2,454 


_ 
Py 


-0170\1 , 163)3, 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


In the Missouri and Kansas Farm Market... 


Why Settle Jor LESS? 


You can be sure your advertising reaches more farm 
households— reaches more of the Best farm households— 
in the Weekly Star Farmer. 


THE PROOF: The Kansas and Missouri Departments of Agri- 
culture each year detail farm.income by county. 


in the 59 Missouri counties and 47 Kansas counties, 
each of which produced ten million dollars or more 
in farm income in 1952, the Weekly Star Farmer 
has 31% more farm subscribers than any other 
farm paper. 


In Kansas and Missouri, the Weekly Star Farmer has 98,262 
more farm subscribers (43% more) than any other farm 
paper (A. B .C.). 


~ Your advertising in the Weekly Star Farmer will sell the Most 
because it concentrates on the Best. 


Why settle for less? 


Weekly Star Farmer 


470,000 Paid Subscribers Argel, 2 3 r pe Largest Weekly Farm Publication in America 


— 


1729 Grond Ave. 202 S. State St. 15 E. 40th St. 
Kansas City ion 1200 Chicago Weiter 9.0532 New York Murroy Hill 3-616) 


MAY 10, 1954 


... 100,000 W4é 


on easy-to-tune 


ery High Frequency Channel 


KSD-TV is America's FIRST Sbeniilataty postwar aibippal - 
vision station . . . established on February 8, 1947... and the 
FIRST CHOICE of advertisers who have products and services 


to sell to the St. Louis Market. 


4 


NBC TV NETWORK © Nationa! Advertising Representotive ai SPOT SALES 


MISSOURI — (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MA AGEMENT 


ag se | BUYING 
NCOME 
EST! MATES—1953 


PULATION 
ESTIMATES 


RETAIL SALES 


ESTIMATES—1963 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


General 
Mdse. 


Auto- 
motive 


Z 


-0216 
-0079 
- 0051 


234, 692 
206 , 604 
18,884 
2,656 
54 


9 


354 
687 
2,084 
406 
1,534 
1,073 

74 
305 
1,652 


926 
480 


284,748 
215,218 


3 


ea 
a 
3 


roe SB 
PEERS: 


aes 


4 Sikeston is in New Madrid and Scott Counties. 
5 St. Lowis County combined with Independent City. 


484 


A and A See end of state for SM Metropolitan County Areas. 


Before using these figures, see woten she page 11 
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477,512 Sunday 
405,632 Daily. 


new circulation records for the 
Sunday and Daily ST. LOUIS POST-DISPATCH 


PREFERRED BY ADVERTISERS 
PREFERRED BY READERS 
--. THE SELLING FORCE 
‘ceased publication. BEHIND ST. LOUIS BUSINESS 


NATIONAL ADVERTISING OFFICES 


a bl ; PACIFIC COAST 
ifth Avenue, 1 a 
}. V. AMBROSE. Manager WEST-HOLLIDAY CO., INC. 


You Get the of my 


Chicago 


‘ 1829 Tribune Tower Los Angeles 
M 0) E. M. ROSCHER, Manager 520 W. Seventh St., 14 


\ Florida Seats 


» 603 Stewart St., | 
When You Get the Bees coh 


'‘p 0 CT’ THE LEONARD CO. 520 S. W. 6th Ave., 4 


*Audit Bureau of Circulations Publisher's Statement for the three months 
ending Dec. 31, 1953. 


3T.LOUIS POST-DISPATCH 


FIRST ADVERTISING 53 CONSECUTIVE YEARS 
MAY 10, 1954 


outdoor 
= for sales 
advertising impact! 


where you need it when you need it 


Only Outdoor carries your mes- 
sage to people where they buy, 
when they’re on the way to buy! 


~ General Outdoor Advertising Co. 


St. Louis Office Covers 1400 
3905 McPherson Avenue leading cities and towns 


MISSOURI — (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


a est MATES INCOME NG 
1 1 
¥ BUD 1/1/54 @D ESTIMATES-—1953 BY) estimates—i953 CONTROLS 
COUNTIES politan FIVE STORE GROUPS 
ea Ul 


CITIES (in thousands of dollars—add 000) 


Per | Per ‘ ty Buying 
Cap-|Fam-| (add Power 


ita | ily 000) General | Furn.- Auto- Index 
Mdse. | House- | motive 
Radio 


254 2,003 
1,987 4,806 
0 191 
331 


7,847 
20,051 
4,372 
7,970 


652 
443 


2 
—_ 
J 


2 
1 


6,133 
8,519 
19,487 
1,337|3,772 15,238 


1 178 


82 822 E988 2852 


282 283% 
see yess 


, 
’ 
, 
, 


2 
o 


- 
-— 
oe 


978/2, 7,534 
2, 6,326 
6983/2, 3,966 


14.4 
10.2 


01 

582 
034 
889 
268 
825 
429 
396 
785 
875 


14.8 
4.6 
15.9 


7568/2 437] 10,569 
947/2 , 904) 4,195 
734\2 334 13,583 


180 
1,308 


558 882 3 
aRG 888 2 
S22& 88 


2,009.4) 1.2555 5) 3,572,614) 1 4525|1,778'5,501 3,085, 140) : 526 ,518 117,124 


4,114.5 2.8712'1,312.312610.6 5,933,488! 2.4118|1,442/4,521 4,387,170) 2. , , 615,692 888 , 353/154, 2981 


| — Metropolitan County Areiis 


891.9) .5574| 298.1) 795.9] 1,653,031) .6719|1,853/5, 1,265,276) . 4,244 256,235| 60,139) 251,186) 62, 
99.4) .0621; 31.9) 84. 151,878} .0617|1,528/4,761 95,619). 2,997 9,376 5,302} 19,329) 4, 
1,795.3) 1.1219) 660.4/1633.7] 3,154,443) 1.2323|1,757|5, 2,031,927 3,626 265,461) 119,200) 382,434) 62, 


110.4) . 37.1, 80. 160,994) .0614/1,368/4, 114,375). 3,083 12,838) 6,970) 28,528) 3, 
190.0) .0688} 37.5) 65.1) 132,611) .0538/1,206/3, 103,528) . 2,761 10,889 4,380} 28,898) 2,81 +0687; 85 


3,007.0! 1.8792 968 .0!2660.3| 5,242, 958! 2.131111, 74416,439) 3,610,725! 2. 3,742! 792,810 584,799! 195, 991! 710,375!136, 7481 2.07111 110 
Before using these figures, see explanation page 11. 
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MAY 10, 


Here’s a good strip story ... 


Now that the headline has gotten you 
into this paragraph, we have to con- 
fess that we're talking about key 
strips from Butter-Nut Coffee cans. 
During Butter-Nut’s 1953 Christmas 
Club campaign, the coffee people 
used WHB-TV’s popular weather- 
man, Shelby Storck, to request key 
strip mailings from viewers. WHB- 
TV promotion and merchandising 
brought in a total of 106,470 key 
strips—more than three times the 
amount received from the previous 
year’s campaign on another Kansas 
City TV station . . . at that time the 
only television outlet in the market. 
Talent and format were unchanged 
for the '52 and '53 campaigns. 


1954 


When the spotlight swings on the 
favorite stars of Kansas City’s vast TV 
audience—those stars are on Channel 
9. A full schedule of top-rated CBS 
Network TV programs and a wide 
variety of talent-packed local shows 
provide top entertainment. The Stars 
Shine On Channel 9 in the nation’s 
rich 17th market, and that’s why your 
message makes a greater impression— 
and makes more sales per advertising 


dollar—when you let WHB-TV sell 
this billion dollar retail trade area 
with 380,450* TV homes. 


So get in the Swing . . . . the Swing 
to Sales in the Kansas ‘City market 
with WHB-TV. Ask about the mer- 
chandising cooperation that swings in 
to help you. 


Write, wire or call your nearest Blair- 
IV representative for availabilities! 


*Feb. 28 report of Kansas City Electric Assn. 


WHB: TV 


oo a , ae TV 


4ARIN 


Represented Nationally by 


Represented 
notionally by 


JOHN BLAIR & CO. 


INC ded i PO ot aba ie MES 


MISSOURI — (Continued) The “SM” symbols mark original, exclu: 


sive estimates, hy SALES MANAGEMENT. 


(Continued from page 476) ~¥ , Numser or OuTLets 
F GM | FHR| A 


mBobbetal” 


—- FOr & OOD 
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MIS 50 URI— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 


%o 
Unita iar 
31.4 ° 9 2.1 
30.0 x 7 31.3 
34.1 le 9 29.0 
32.5 . 0 38.0 
26.3 ° 2 27.8 
30.2 ° 4 27.7 
25.5 . 8 28.0 
27.6 ‘ 8 18.8 
23.1 \e 5 17.3 
22.0 ° 0 28.2 


36.8 
33.9 
26.3 
37.9 
29.6 
35.6 
37.2 
27.5 
36.1 
32.7 
32.0 


orenwaeoanoqo 
oocout We Os @ 


20.5 . 
26.5 -2 | i4, < : x ° \e - 7 «37.7 
32.7 ° . ° . ! bed . x ° 5 31.6 
27.6 . x . . A ° ‘ ! 0 30.2 
24.0 ’ . . . ! , ; ; -& 27.2 
29.2 . ° ; A rer F ; ° 8 34.2 
28.3 . , Kiedeanee ° : \e 0 36.7 
28.3 . ; . - e . ; -1 27.4 
26.8 - ° ° ° . ‘ , 5 -1 32.6 


28.3 
28.4 


26.8 5 x : ’ . . ° 4 2.2 
33.3 . \e : le ° : A 6 28.1 
24.8 . : . Mekansoes . < 5 9 22.6 
31.8 ‘ \e . , \ . ° 3 32.7 
30.7 . “ . ‘ ‘ . . 7 W9 
29.0 . : . : . . . 5 1 37.0 
28.9 , , /- s : 9 33.8 
22.5 x - A . . . . A 1 26.0 
16.3 : : ° 0 . 8 32.6 
30.6 


26.0 
31.8 36. Y f ’ ’ a ae 1 6 40. 4 22 
24.2 32. . x : ’ a ¥ . . 0 22.4 
23.5 ; ; Y i ‘ t : J A 31.7 
25.8 31. ¥ 5 7 : . oe ‘ ; k 9 21.4 
33.1 , . ' . ' ; ? . 4A 16.9 
33.2 37. . 3 / ‘ ’ . 9 4. 5 28.9 
29.1 32. . , ; , ig , ; : .0 28.9 
29.7 26. . , i q ; é 7 | 32.2 40.7 
28.2 28. ‘ 1 . : . 4/271 22 
29.8 29.1 
31.8 
28.8 32. ' ; . y stant : : 8 | 20.0 34.3 
18.0 29. e ’ . ; , . .2| 27.6 33.4 
30.1 . : ; F ' a . ' .8 | 27.7 36.1 
25.4 27. ’ ' : , Cae . } .2| 21.9 32.4 
26.9 36. : y 3 : E . .8| 27.3 36.6 
28.2 37. . ; ’ . TRESS ¥ ‘ .0| 24.6 33.2 
27.3 19. ‘ “ 2 i . . 1/245 34,8 
30.5 2B. . ¥ . , Ls dics 5 t 2| 24.9 28.4 
27.0 21. : . . 7 . : .2| 30.8 33.5 
28.4 39.2 
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24.6 . 
34.2 . ¢ . ° . bales cae . 0 | 26.6 38.0 
28.5 e \. . \. . ° 8 | 28.2 38.9 
31.2 e ° . ls . ; -7 | 32.9 28.3 
31.8 . ° \° J . \e 4119.6 2.6 


26.1 x ; le x \e pemenpeniareny 


27.9 . : 5 J ee eee 472. . -2| 26.9 22.2 
26.8 


47.3 29.4 7 a : * . bee \. . -1| 26.0 19.2 
Before py these figures, see i page 11. 
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ge22 3 
eros 
leer 
of 


(other Mountain States: Arizona, Colorado, _ M4 QO N T A N A— Counties and Cities 


Montana state map—page 490 tg NuMBER OF OUTLETS 
County . D 


Yellowstone... . 


Great Falls..... 
a 


3 
13 
4 
17 
8 
2 


BY) ESTIMATES—1953 


COUNTIES FIVE STORE GROUPS 
CITIES Area a (In thousands of dollars—add 000) 


General 
Mdse. 


S388 28358 282 282 


8 88E BBSE 88s 


—_— 
7 
n= 


288 $828 S88 E38 


-——_ 


_-_——_- 


° 1 
-0060} 1, 840/5 
-0006/1,714 ° Oe 
- 0033)1 , 354/3, 8 ° 650 , 1,611 


160 
12,012 
11,155 

1,271 
3,429 
3,429 


1.8). 028} .0057/2,192 . 1,427 
1.0 0019/1, 691 247 
1.8) 3. -0036|1,413'4, ; 1,155: 


A and A See end of state for SM Metropolitan County Areas. 3 Before using these figures, see explanation page 11. 
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MONTANA 


Cc 
TOOLE UBERTY 


D SHERIDAN 
BLAINE PHILLIPS 


1950 Net Effective Buying Income 


te In excess of $150 Million 
i : $75 Million to $149.9 Million Cities shown are those having net 

% Effective Buying |! f $15 milli 
$40 Million to $74.9 Million ective Buying Income of $15 million 


and over 
$15 Million to $39.9 Million 


A t ie 
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SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES 
SM ESTIMATES SM INCOME 
1/1/54 ESTIMATES—1953 ESTIMATES—1953 
COUNTIES 


FIVE STORE GROUPS 
CITIES Ar (in thousands of dollars—add 000) 
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General | Furn.- Auto- 
Mdse. | House- | motive 
Radio 
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Wheatland... ... 3.3 1.1 
A and A See end of state for SM Metropolitan County Areas. 


100 
3,090 88 
1,172 105 


Before using these figures, see explanation page 11. 
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SALES MANAGEMENT 


The Importance of 


BUTTE-ANACONDA 


(Silver Bow, Deer Lodge Counties) 


as a major marketing area is now officially recognized 


by Sales Monngainen as a potential 
MARKET AREA 


@ZD Ranks Butte-Anaconda Among Montana Metropolitan Areas . . . 


FIRST in Population and Families... 
FIRST in Effective Buying Income... 
FIRST in Food Sales... 
FIRST in Liquor Sales... 
FIRST in Eat & Drink Sales... 


Business is good in the Butte-Anaconda Area 


Butte-Anaconda Wages Are Tops in the State— 
$75,900,000 (1953)—average per wage earner over $4,000 annually! 


BUTTE-ANACONDA—Largest A.B.C. City Zone Population in MONTANA 
Served Daily and Sunday by 


Che Butte Daily Post 
Dhe Montana Standvar 


Largest City Zone Circulation in MONTANA — Delivers the Consumer Market 
Providing Planned and Proven Merchandising Program 
for Making Your Advertising More Productive 


FAMILY COVERAGE: 100% CITY ZONE—80% TRADE AREA 
JANN & KELLEY, INC. nationat representatives 


NEW YORK + CHICAGO + DETROIT + SAN FRANCISCO + LOS ANGELES + ATLANTA 
MAY 10, 1954 
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sive estimates ty y SALES. MA ANAGEMENT, 


EFFECTIVE BUYING RETAIL SALES 
BYP ESTIMATES—1953 ESTIMATES—1953 


FIVE STORE GROUPS 
— (in thousands of dollars—add 000) 
Sal: 


Furn.- Auto- 
motive 


Per 
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5, 669 
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199.2/278.4 982 , 967 4,938) 


7D Metropolitan County rere 


63.4) .0396 3) 4. 113,1 -0460 A 4,032} 15,402 6,1 5,049} 20,812 0458) 116 
68.3) .0426 4) 83. 116,1 0472 -0410) 3,013) 19,328 6,383 3,582) 15,927 0444) 104 
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SALES MANAGEMENT 


For the First Time... 


SLINGS 


(YELLOWSTONE COUNTY) 


Officially designated by Gales Managemen os a potential 
METROPOLITAN MARKET AREA 


Bellings: memorouran AREA Wh fy Y ole Ig 


LEADS the STATE 


in the following sales classifications : Bellings’ Population (Met. Area) has more 
TOTAL RETAIL SALES than doubled in 20 years, 30,785 (1930), 63,400 
WHOLESALE SALES AUTOMOTIVE (1954 SM est.). 
DRUG STORE APPAREL 
GASOLINE LUMBER 
HARDWARE JEWELRY Billings’ Met. Area FORTY-EIGHTH high- 


FURNITURE & HOUSEHOLD 


est in ranking of 233 Met. Areas in Consumer 
Spending Units Income. 


Che Hillings Gazette 


Billings’ Met. Area TOPS in State Retail 
33,508 Daily Circulation + 35,159 Sunday Circulation Sales $85,590,000 (1953). TOPS in State Whole- 


(A. B.C. 3-31-54) 
BILLINGS’ A.B.C. City Zone—now 51,685, (81.5% of 
Met. Area population), is the focal center of Montana’s 
Livestock marketing facilities and operations, as well as y ; 
Oil and Sugar Refining—the operation and administra- Bellings Met. Area FIRST ranking county in 


tive headquarters for more than 70 oil exploration com- . . ee Toe 
panies developing the Williston and Wyoming oil fields. State in Automobile and Truck Registrations. 


These substantial firms form a new and important seg- 


ment of BILLINGS’ economic life. Bdllings’ City Area LEADS every other 


The wide influence of the BILLINGS Gazette ac Montana City in Bank Debits, Postal Receipts 
counts for its leadership for year 1953 among Montana ; 


Newspapers, ranking it— and Livestock Sales. 
FIRST in National Advertising 
FIRST in Local Advertising ° FIRST in Total Advertising 


sale Sales $161,000,000 (1951). More than 
$60,000,000 greater than next ranking county. 


‘The Billings Gazette 


JANN & KELLEY, INC. 


NATIONAL REPRESENTATIVES 
NEW YORK + CHICAGO «~ DETROIT » SAN FRANCISCO ~ LOS ANGELES «+ ATLANTA 


MAY 


10, 1954 


KMTV is Omaha’s FAVORITE 100,000 Watt TV Station 


PULSE after PULSE after PULSE reveals that KMTV is the over- 
whelming favorite in the Omaha area. Consistently carrying 8 of the 
top 10 weekly shows and Omaha’s top locally produced shows, 
KMTV HAS THE AUDIENCE! 

To reach this BIG MARKET of over one million people with 
over 240,000 TV sets and an effective buying income of almost 
2 billion dollars, be sure to specify KMTV — Omaha’s most looked-at 
and most listened-to TV station. 


TELEVISION CENTER CHANNEL 3 
CBS-TV ABC-TV DUMONT Omaha, Nebraska 


Represented Nationally by Edward Petry & Co. Inc. 
MAY BROADCASTING CO. — SHENANDOAH, IOWA 


N . B R A S K A — (Continued) The “SM” symbols mark original, exclu- 


t sive estimates by SALES MANAGEMENT. 


SALES AND 
PU EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
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77m ESTIMATES INCOME ING 
JM Be BYP ESTIMATES—1953 BYP ESTIMATES—1953 CONTROLS 
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Deuel....... . ° ° é 6,003 
ATS A é ° B 8,584 
Dodge...... . d . J ‘ 42,521 

Fremont a J q ® é 30,104 
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Omaha... 


391,007 
377,783 
7,102 
7,001) 


PP EP 


8,428 
3,302 
11,446 


28,751). so 2,208 
21,822 4,211 1,884 
A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 
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The World-Herald is the 


Qhe Strgle Medlin that influences this 


BIG MARKET in its SPENDING MOOD 


There’s an eager eye for your sales message in the booming World-Herald 
market. To show you what this big, prosperous market can mean to you, 
let’s define terms: 


“MARKET” —The 2 BILLION DOLLAR market of 14 MILLION people 


in Nebraska and Western Iowa. Here are exact figures: 


Population ee ore os 1,561,494 
Families .... 433,748 
Total Buying Income ... . .$2,221,494,000 
Retail Sales ...... ........$1,689,202,000 
Drug $ “49, 679, 000 Food ..$ 353,175,000 
Gen’l. Mdse. ...... $173,431,000 Automotive ....$ 407,517,000 
Furniture, Household, Radio, Appliances ..... ...$ 92,473,000 


Figures based on 1950 Census, and 1954 Sales Management Survey of 
Buying Power. 


“ONE SINGLE MEDIUM”—Reach 3 OUT OF 5’FAMILIES in this big 
market with The Omaha World-Herald. The World-Herald delivers 100% 
COVERAGE of the Omaha and Council Bluffs city zone, PLUS 143,957 
outstate homes in Nebraska and Western Iowa. No other newspaper. . . 
no other medium of any kind . . . so saturates Omaha and the vast out- 
state area. 


“SPENDING MOOD”—ZJ:’s CENTENNIAL YEAR in Omaha and the 
Nebraska territory. The whole area is celebrating. People are in a holiday 
mood ... a buying mood . . . a spending mood. Only by having The 
Omaha World-Herald on your schedule can you so thoroughly take ad- 
vantage of this rich, booming market in its spending mood. 


cau uur Omaha World-Herald 


1954 Consumer Analysis of the Omaha- O’MARA and ORMSBEE, National Representatives 
Council Bluffs Market and 1954 Cir- 


culation Analysis of the Nebraska- New York « Chicago * Detroit * San Francisco +» Los Angeles 
Western Iowa Market. Address request 

to: National Advertising Department, 247,582 DAILY 255,317 SUNDAY 
= in, akeer une ollie af alnes Publishers statement as of Sept. 30, 1953 

& Ormsbee, Inc. 


MAY 10, 1954 
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_ NEBRASKA 


1950 Net Effective Buying Income 
om In excess of $150 Million 
illion to $149.9 Milli 
Es Pea ws - Cities shown are those having net 
$40 Million to $74.9 Million Effective Buying Income of $15 million 
$15 Million to $39.9 Million and over One inch Equals Approximately 75 Miles 
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LINCOLN IS Radio-Active 


~KEOR 


The voice of Lincoln for more than 30 years! 


BASIC ABC ; ; ; RAYMER 


The “SM” symbol iginal, exelu- * 
sive aliman ts Sates. MANAGEMENT. N E B R A S K A _ (Continued) 
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Before You Buy TV In OMAHA... 


READ THIS! 


Thru WOW.-TV, you reach 
two major metropolitan 
markets — Omaha-Council 
Bluffs and Lincoln with a 


combined population of 
542,000... plus all of the 


SIOUX CITY 


NORFOLK | 


COLUMBUS 
° 


1OWA 


FREMONT 
& nie 


oe 


NEBRASKA 


LINCOLN® 


NEBRASKA CITY 


ATLANTIC 


OMAHA COUNCIL BLUFFS | 
y 


° Reo OAK 


. | 
SHENANDOAH 


FARM COVERAGE 


Look at the Map= 


Stretching over a broad 
area, WOW-TV's 100,000 
watt MAXIMUM POWER 
signal reaches thousands 


of TV-conscious farm peo- 


ple—in 51 counties in Ne- 


MISSOURI 


surrounding smaller towns braska, lowa and Missouri! 


in lowa and Nebraska. 


100,000 WATTS « 
A MEREDITH STATION @ Affiliated with 


NBC e 


Better Homes & Gardens 


DUMONT 


and "Successful Farming’ Magazines. 
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The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


EFFECTIVE BUYING 
SYD estimares—t9ss 


RETAIL SALES 
ESTIMATES— 1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 
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A— Metropolitan County Areas 


127.3} O76) 41.1| 110.5] 226,790 
388.9} .2430/ 120.3| 338.7) 666,319 
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NEBRASKA— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 


NET INCOME GROUPS, 1953 
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31.4 10.1 | 32.0 25.7 11.9 33.6 
37.9 13.6 | 30.3 26.8 33.2 | 7.7 26.6 
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% % 
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FIRST AGAIN...(IN ALL PERIODS!) 


New Pulse proves Radio WOW (Omaha Regional) 
coverage first all periods .. . day or night!* 


B station 3.6 
B station 3.7 B station 4.6 mS station 3.8 _Bstation 63 é 
C station 2.4 . station 2. Sf Fa <a as 
vA “REGIONAL 


* Mon. thru Fri. 
Nov. — Dec. 1953 Pulse of 
Regional Radio WOW Area 


RADIO 


NBC — 590 


rd 


Ow 


OMAHA, Plus 


A Meredith Station 
JOHN BLAIR & CO. Rep. 
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Burt... F2 3.9 | 31.0 10.6| 34.1 28.8| 24.9 32.7| 10.0 27.9 * NT 38.3 13.9 | 20.4 26.4| 22.7 31.8] 9.6 27.9 
Butler F2 3.8 | 44.4 18.8] 31.9 33.5| 19.0 31.1| 4.7 16.6 Lancaster... 30.7 9.5 | 27.0 20.8| 30.8 36.8| 11.5 32.9 
RE F3| 5.7| 28.6 10.1| 35.8 31.3| 27.7 37.6| 7.9 21.0 Lincoin........ 28.2 8.5 | 28.1 21.2| 32.4 37.7| 11.3 32.6 
Cedar... Ei] 4.1 | 34.2 12.1] 31.9 28.1 | 25.7 35.1] 8.2 24.7 Logan. . 40.7 14.5 | 31.8 28.1 | 14.6 19.9/ 12.9 37.5 
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Cherry........ B1 2.6 | 31.9 10.0 | 35.1 27.2) 20.1 24.2/| 12.9 38.6 McPherson. 36.0 13.2 | 31.8 28.2 | 24.9 36.1 7.3 22.6 
Cheyenne.....JA2} 4.7 | 22.2 6.5 | 28.9 17.9| 31.1 29.81 17.8 46.8 Madison... .. 35.7 12.8 | 31.3 28.0| 25.8 36.7| 7.2 23.8 
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Dawson......./D3} 6.7 | 28.4 8.8 | 33.2 24.7 | 27.5 31.7| 10.9 35.1 Pawnes....... 48.7 22.0| 30.6 34.1 | 16.1 28.0) 4.6 18.9 
Douel..... Ie 3} «1.1 | 25.3 6.9 | 29.1 19.7| 31.0 32.6] 14.6 40.8 Perkins. ...... 30.1 7.9| 24.0 15.7| 28.3 28.8| 17.6 47.6 
Dixon..... Fl 2.8 | 41.4 16.2} 30.0 29.2} 21.0 31.6 7.6 23.0 Pheips........ 28.5 9.5 | 34.4 28.7 | 27.6 35.8 9.5 26.2 
Dodge........]F 2} 10.9| 30.9 9.6] 32.8 25.3| 26.0 31.1] 10.3 -34.0 Pierce........ 40.5 15.3 | 30.2 28.4| 21.5 31.2] 7.8 25.1 
Douglas... F2) 112.1) 23.7 6.6 | 27.0 18.9| 35.3 38.1| 14.0 36.4 
Dundy..... B3 V2) Bee 9.0 | 37.4 30.3 | 24.1 30.5 | 10.8 30.2 Se tennsaue 
Fillmore... E3| 3.5 | 45.6 20.1 | 33.1 36.1| 17.3 20.3] 4.0 14.5 ~ 


30.3 9.1 | 26.0 19.2 | 30.7 36.4] 13.0 36.3 
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Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 


MAY 


10, 


1954 


NEVADA 


1950 Net Effective Buying Income 


HE 0. xc055 of $150 Million 
$75 Million to $149.9 Million 


[7] $40 Million to $74.9 Million 
$15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 
and over 


A | 8 | F | G 


4 one Other Mountain States: Ari Colorado, The “SM” symbols mark original, exclu- 

N EV AD A — Counties and Cities {dahe, Montana, New Mexico, Utah’ Wyoming} sive estimates by SALES MANAGEMENT. 
Pop. 

NUMBER OF OUTLETS ae NuMBER OF OUTLETS 
F |GM|FHR| A i thous.)} F | GM FHR| A 


13 3 4 il 38.5 a 11} 3i) «(37 
4 


i4 2 9 37.3] 72| 12] 30) 34 


POPULATION EFFECTIVE BUYING 
y7) ESTIMATES TM INCOME 
‘ 1/1/64 c ESTIMATES— 1953 ESTIMATES— 1953 


COUNTIES FIVE STORE GROUPS —__ 
CITIES “ (in thousands of dollars—add 000) 


Per 
Cap- 
ita 


Sen 


General | Furn.- Auto- 
Mdse. | House- | Drug 
Radio 


1,599)5, 


8,1 
1,623/6,81 


iia niin cia iin tsp TO 


2,165)7,21 
2,616/9, 
1,242/3,1 
1,790)5, 


ee 885s 2283 


3.3) . 9 
8.0) . 2.5 


A and A See end of state for SM Metropolitan County Areas. Before using these figures, see explanation page 11. 
500 SALES MANAGEMENT 


= conteatat ay Arg ry erd NEVADA— (Continued) 
SALES AND 
PULATION EFFECTIVE BUYING RETAIL SALES ADVERTS. 
SH 1/1/84 BYP ESTIMATES—1953 GID estimates—toss CONTROLS 
potitan 
Area 


COUNTIES 
CITIES 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


gar 


. 
~ 


6,61 92,804 
7,444 83, 662 
5, 9, 

6,87 6,662 


ag25 8898 


a 


g\ 8888 888 


7,889) 174,539) .1015 18,606 9,678) 44,811 
6.2271 244,121] + .1419' 3,918 22,838! 10,856! 55,347 


NEVADA— Metropolitan County Areas 
fom) | | tose coom.ae.aro ec. ne] cer] sen] sceusceu| anno] 6.0m] ts 
0827 \ 104.21 276, 817! 112312, 09016, 386! 177,112 1028) 4,080 32,926 17,075| 9,211 ‘42,2401 8,958] -1035! 125 

NEVADA— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 NET INCOME GROUPS, 1953 


5 


COUNTY sumer $7,000 & Over 

(000) %, % Dae % 
Units Units lars lars | Units 
26.9 34.0| 13.0 33.3 .1 | 23. 3} 24.3 
34.4 37.3 | 15.4 38.4 4 8 | 24.7 
26.2 12.4 37.0 4 | 26. 5 | 22.8 
33.4 33.6| 17.1 44.0 A | 34. 4 | 31.7 
14.0 25.9| 7.3 23.3 2 | 47. 6 | 15.9 
14.4 20.8] 9.4 30.9 7 | 24. 1] 21.0 
28.1 36.8| 11.3 31.2 we 1] 18. 1} 21.4 
29.5 38.6| 9.0 25.8 
45.0 60.8| 9.9 24.7 . ; 4| 23.4 16.2 
22.0 35.6| 5.4 16.8 


30.3 9.1] 26.0 19.2 
San eat Enland States: Connecticyt, Maine — NEW HAMPSHIR E— Counties and Cities 


op. 
New Hamp. state map—page 503 = NuMBER oF OvTLets NumBer oF OUTLETS 
County } ' * |GM A i GM | FHR 


10 9 a 10 
9 17 i : 2 61 
10 21 i fee : 32 
10 13 Portsmouth...... i : 23 


7 16 Rochester....... Strafford ‘ 15 
Laconia....... . 2 7 19 


tga | BUYING 
ELD estimares—ross 


COUNTIES 
CITIES 


Dollars 
oy 


0172 J \ A 34,864) . 
0095 ° ° 24,932) . 1,127 
0101 d 17,019) . 433 
0240 . . 34,684) . 1,361 
0101 , / ‘ 22,977) . 957 52 
A and A See end of state for SM Metropolitan County Areas. © SM, 1954. 


Before using these figures, see explanation page 11 


Table of Contents is on Pages 1, 3 and 5 


MAY 10, 1954 


IT’S “ON THE RECORD” tcss'cxa'™crrnr ss 


Total Retail General Mdse. Furniture- Household Drug 

Sales Sales Sales Radio Sales Sales 
NASHUA = $4,114 NASHUA $1,300 NASHUA $275 NASHUA $291 NASHUA $102 
Manchester 3,932 Manchester 1,154 Manchester 253 Manchester 339 Manchester 80 
State of N. H. 3,459 State of N. H. 1,042 State of N. H. 194 State of N. H. .. 187 State of N. H. 90 
THE WALL STREET JOURNAL SAID, in its issue of March 18, 1954: “Nashua, N. H. is the envy of many New 
England communities. Thirty small industries, turning out such products as electronic parts, greeting cards, shoes 

and suitcases, have come in to occupy 20-odd mills closed two years ago by Textron, big textile firm”. 
This explains Nashua’s $57,870,000 effective Buying Income and $44,437,000 Retail Sales 


ONLY THE NASHUA TELEGRAPH CAN COVER THIS RICH MARKET EFFECTIVELY 
THE FAMILY NEWSPAPER 


NASHUA TELEGRAPH OF SOUTHEASTERN NEW HAMPSHIRE 


Represented By 
NASHUA, NEW HAMPSHIRE THE JULIUS MATHEWS SPECIAL AGENCY, INC. 


N E WwW 4 A M P 5 H IR E — (Continued) The “SM” symbols mark original, exclu 


sive estimates by SALES MANAGEMENT. 
oe? SALES AND 
POPULATION arr 3 a RETAIL SALES ADVERTIS- 
ESTIMATES SM ING 

/ ESTIMATES—1983 ESTIMATES—1953 CONTROLS 
FIVE STORE GROUPS 
(in thousands of dollars—add 000) 
Net Per G t Buying 
Dollars Fam- Power 


o' 
(add 8. ily 000 3 Per General Y Auto- Index 
000) Food Mdse. motive | Drug 


COUNTIES 
CITIES 


Miiceetve 38.1) . -9) 17. 45,395) . ,191/4, 165 ° d . 10,354 1,643 ’ 5,310 853} 0196 
Berlin 16.9). ‘ 22,325] . ,321/4, 556 , d 5,643 1,138 . 2,880 32 , 0096 
Grafton. . 48.6) . . . 64,836) . ,334/4,631 14,050 2,531 ° 9,683) 1,841) .0281 


Lebanon.... 8.9) . 13,644) . 5,053) ‘ ‘ 2,810 403 1,807 306] .0057). 
Hillsborough 162.0) .1012 49. vtzs.t 240,111] .0976|1, ‘482|4, 890 ’ . ’ 53,955) 11,149 , 25,623) 3, -1001 


AManchester. 85.1} .0532) 26.7) 130,884] .0532]1, 538/4 , 902 A . 20,816 6,748 ’ 15,632) 2,146 0555 
Nashua. . 35.7} .0223; 10.8) 57,870) .0235)1,621/5,358 4 ‘ 14,040 2,977 ° 5,779} 1,101 -0240 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


Looking for a Test City? 


THEN YOU WANT 
MANCHESTER, NEW HAMPSHIRE! 


1st choice in N. H. for all cities of all sizes 


2nd choice in New England for cities in the 75,000 
to 150,000 population group 


7th choice in New England for all cities of all sizes 


MANCHESTER ‘7? UNION LEADER 


comment 


NEW HAMPSHIRE SUNDAY NEWS 


i The State Newspapers Covering the N. H. Market 
CON ier mankerarupy. > STORY BROOKS & FINLEY, INC. — NATIONAL REPRESENTATIVES 


Definition of Consumer Spending Unit 


The “consumer spending unit” is closely related to the Census term “families and unrelated 
individuals”. . . which adds to the number of private households the income-receiving units 
living in quarters not classified as dwelling units (boarding houses, hotels, military barracks, 
colleges, etc.), as well as unrelated individuals living alone or with other families. 


SALES MANAGEMENT 


NEW HAMPSHIRE 


1950 Net Effective Buying Income 


a In excess of $150 Million 
SEE 575 Million to $149.9 Million 
$40 Million to $74.9 Million 


$15 Million to $39.9 Million 


Cities shown are those having net 


Effective Buying Income of $15 million ° Y Scale of Miles 
ne) 
and over t ‘ 


COPYRIGHT BY 


MAY 


COMING SOON 


NORTHERN NEW ENGLAND 


The Television Station with the Greatest. Coverage 
Area in the Country 


ON THE AIR JULY '54 


Mt. Washington TV-Inc. Represented Nationally by 
CBS Affiliate Harrington, Righter and 
Parsons, Inc. 


10, 1954 


$46,000,000.00 


4 4s ! PORTSMOUTH AIR FORCE BASE 
Means PLUS Business 


In An Already Prosperous And Expanding Market! 


* The $1,000,000 a month increase in area wages, the expected doubling 
of the Portsmouth area population means only one thing to an alert ad- 
vertiser . YOUR BEST BET FOR PLUS BUSINESS is by plac- 
ing your advertisements in 


Notion! Representative The Portsmouth Herald 


The Julius Mathews Special Agency, Inc. 
Boston * New York * Detroit * Chicago 2nd LARGEST DAILY IN NEW HAMPSHIRE 


Syracuse * Philadelphia + Pittsburgh covering Rockingham and Strafford Counties, N. H., and York County, Maine 


NEW HAMPSHIRE— (Continued) Tne teed Sates adieu 


sive estimates by SALES MANAGEMENT 


TION EFFECTIVE BUYING RETAIL SALES 
SM ey SYD eEstimares—i9s3 BYP EsTimaTEs—1953 


COUNTIES [polit FiVE STORE GROUPS 
CITIES Area (in thousands of dollars—add 000) 


#8? 


General \ Auto- 
Mdse. motive 


Merrimack. ... 
Concord...... 
Rockingham .... 
Portsmouth 
Strafford. ...... 

Dover 
Rochester. . . . 


| 


5,650 ’ 10,450 
4,219 , 6,504 
2,081 ° 10,961 
1,070 . 5, 803 
2,804 A 8,313 
1,408 ° 3,714 
1,084 3,996 


ee ee 
a a 
@ oo 
— = 


B BEE: 


Sullivan 
Claremont 


2,587) ’ 8,123 
1,881 ’ 6, 688 


as 
om 
— 
oa 


Total Above Cities} 


4,893] 353,210) . A 23,012 ‘ 62,292 


la 


1,349 4,516] 565,819) . 5 5 31,865 5 92,942 


tropolitan County Are 

162.0) . . ° . ae 177,888; .1034) 3, ° 11,149} 13,365) 25,623) 3,707] . 

162.0) . 5 . , 0976/1, 48214, 890 177,888; .1034| 3, y 11,149} 13,365) 25,623) 3,707] . 99 
1 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11 


CLAREMONT ts tee CENTER of tee TWIN STATE VALLEY 
3RD LARGEST MARKET IN NEW spe 


Springfield, Vt. makes 10% of the nation’s machine tools. 
Winds»r, Vt. makes ali the nation’s neolite footwear. 
Lebanon & Newport, N. H. are busy factory towns. 

Hanover, N. H. has Dartmouth College and its medical center. 
White River Jct. Vt., is a R.R. and wholesale center. 
Claremont draws retail trade from all of these. 


EASTERN VERMONT DAI ILYS§EAGLE WESTERN NEW HAMPSHIRE 


TWIN STATE Vatig 


3rd LARGEST MARKET °¢ No. 3 ON ANY LIST 


SALES MANAGEMENT 


NEW HAMPSHIRE— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 NET INCOME GROUPS, 1953 


$7,000 & Over 


0 

Dai Oa 
om te uh te 
6.9 23.3 pe .0| 30.3 10.0| 31.8 28.0| 29.7 37.9 
4.9 17.2 .1| 34.6 12.8 | 30.8 26.6 | 27.4 37.4 


8.5 26.3 F “ le ‘ -7 | 27.2 36.9 
7.4 23.2 — 


7.6 27.2 185.8 : . , -1| 28.3 36.7 
10.8 29.7 hadenstaries satan 


8.4 26.4 | [86,050.31 30.3 9.1 | 26.0 19.2 | 30.7 35.4 
ah ~ y Maile Sats —NEW JERSE Y — Counties and Cities 


New Jersey state map—page 513| (, NUMBER OF OUTLETS “ma Number or OurLets 
City County ; GM | FHR i ; F A D 


Asbury Park.....Monmouth...... 


17 5 as ; ‘ 77 25 
Atlantic City. ...Atlantic........ 


48 i ba ewt ea : 46 5 
44 i anes ee ey . 18 12 
Monmouth...... ' 35 10 
Bergen.......... . 162 2 13 
PSS . 120 32 
Atlantic : 36 


Bergenfield 
Bloomfield...... . 
Boonton....... 
Bound Brook. ... 
Bridgeton 
Burlington....... 
Camden.. » 
Cliffside Park. Fe. 


is] 


Hillside 
Township. ... 


SWOKMCHRROUISIBODW 
~ — 
BROAN K ARO 


NOnNONCOONN HK SO © 


..Camden...... 
Cranford 
Township.....Union......... 
GR isce «ks 
East Orange..... 
Elizabeth........ 


Bergen 
(Continued on page 508) 


Une 
conn > 


SALES AN 
IPULATION RETAIL SALES ADVERTIS- 
ESTIMATES OME ING 
1/1/84 ESTIMATES—1953 CONTROLS 
COUNTIES FIVE STORE GROUPS 
ITIES Area (in thousands of dollars—add 000) 
Total % % Per Buying |Quai- 
(thou- of of of Power | ity 
sands) | U.S.A. 8. 8. General | Furn.- Auto- Index | In- 
Mdse. | House- | motive dex 


139.6) .0872 S J d ‘ ’ 10,610} 10,437) 23,934 -0962) 110 
AAtlantic City 61.6) .0385 A ¢ 4 ‘ d 9,247 8,061 15, 086 -0517) 134 
Pleasantville... . 12.3; .0077 . J d ’ 467 405 3,655: 422 -0078} 101 
Hammonton. . 8.8! .0055 , 3, F , 586/5, } ; ‘ 424 675 3,237 241{ 0062) 113 

A and A See end of state for SM Metropolitan County Areas. 4 Before using these figures, see explanation page 11 


Heres the Key TO ONE OF AMERICA’S 


a FASTEST GROWING MARKETS 


re ee See ele ane aD Cee SD GD CEE ED GED SED EED SEED Cam” GEE PEED CAND CRD SE CUED GED cae EEE GE aD 


ans os, 


Everything's on the UP in 

— ~ ty Bres S the Greater Atlantic 

Atlantic City $4806 | ge a rh mpc 
as compared with {== == . nc : osteo pertantily. 
$3814 for N. J. == B a "H} There's only ONE effective 
~ -H medium to reach this great, 

® Quality of Market | =S= >= : growing area: 
Index for Atlantic : = : ) beagraa pateg pt 
i ; : “ ~ ey to one of America’s 
er : Sit “. SS: most-able-to-buy markets. 
: 9 - = =/2— Let us tell you more... 


@ Sales Per Family in 


Member Audit Bureau « of Circulation == 
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WALL TO WALL CARPETING ... 


That's the coverage the Bergen Evening Record has in 
Bergen County, the richest. market ‘in New Jersey 


The Bergen Evening Record (just wall Bergen County has $1.3 billion 
west of Broadway) dominates a mar- to spend, making it one of the 
ket in which nearly a third of its fam- wealthiest counties in the nation. 
ilies earn more than $7,000 a year, in And the Bergen Evening Record 
which 85 per cent of its families own is its only daily newspaper. 
their own homes, and in which its The Bergen Evening Record’s 
merchants rang up $601 million in market can be no boom and 
sales last year. bust. It’s steady and solid, 

. yet dynamic in its whole- 
You can't reach this “all-wool” mar- some, spectacular growth. 


ket from New York. From wall to Ward-Griffith Co., Inc., National Rep. 


Hergen Evening KR 


HACKENSACK, NEW JERSEY 


NE W J iz R S E Y — (Continued) : The “SM” symbols mark original, exclu- 


' cm ae j sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
GD Tis BY LD EsTIMATES—1953 ESTIMATES—1953 


FIVE STORE GROUPS it~ 
(in thousands of dollars—add 000) 


ING 
CONTROLS 


COUNTIES 
CITIES Urban- 
Fami- 9 Per 


lies 0 Fam- 
(thou- 8. ily 


Buying a 

ty 
General | Furn.- Auto- Index | In- 
Mdse. | House- | motive dex 
Radio 


° ° 6,861} 601,806) . . 35,187) 118,237 ° 116 
Hackensack. . : : ° , ‘ 7,029] 118,791) . . 9,539} 21,860 : 196 
Englewood. . . . ; : : ° 9 , 566 47,140 3,065} 16,711 A 167 
70,213) . 3,775) 12106) 38,298) . : 2,313) 13,896 


98,494) . 2662/9 , 205) 28,787) . ; 1,477 
49,398) . 2,699/8, 666 23,048) . 7 7,553 
72,557). 2,326/7 , 558) 20,128) . 765 
49,849) . 1,774|5, 865 19,148) . A 4,130 
18,126) . 2,449/7 ,881 16,281) . . 5,033 
47,551). 2, 264|7 , 205) 15,501) . > 2,802 
Little Ferry... : ‘ ‘ 9,496} .0039/1,862)5, 276) 15,404) . : 12,769 
Cliffside Park ‘ d , 41,139) . 2,298/7,34€ 14,732) . ; 2,231 
t 


46,240; .0188)2,312|7,458] 14,225). 3,479 
| 


44,706} .0182|2,202/7,211] 13,106 
238,479} .0970|1,517/5, 120,710). ; 4,090 
21,543} .0088/1,670/6, 20,484). 1,247 


541,895) . 1,670)5, 356,421) . ’ 25,380 
193,929} .0788/1,501/5, 213 199,462) . ‘ 20,649 
34,986) .0142/2,058 23,520) . 4 488 456 


45,058} .0183\1,788/5, 18,065} . 561 618 : 98 
53,944 two 62,246) . 3,661; 1,865 | , 105 


7,667) .0031/1,345 20,984) . 1,051 915 A 164 
6,606} .0027) 986/2,541 16,021) . | 1,827 523 -0050) 119 


Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


Your Broad Selling Scene in BRIDGETON 


e Bright buying center in rich Cumber- 
land County is Bridgeton, N.J. 


e The trading zone of Bridgeton spreads 
to cover the thriving farm market that 


is two times larger than the city itself! 


Annual retail sales per household is 
$6,133 . . . $2,533 over the US. 
average! 


In the big $38,000,000 annual retail 
sales totals are food sales 114% above 
average . . . automotive 111% above 
average . . . furniture-household 165% 
above average. 


NUMBER ONE PAPER 
in. Cumberland County 


In its rural coverage the 
BRIDGETON EVENING NEWS 
towers over the other two 
county dailies by a soaring 7- 


to-1 margin. 


e 67,000 high income prospects spend Busy “sales pusher” on this booming 


and shop in Bridgeton’s 400 retail out- scene is the BRIDGETON EVENING 
lets. NEWS. 


BRIDGETON ¢vening NEWS - 


The “‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


Keyed to Cumberland County 
affairs . 
pact! 


. - keen on selling im- 


Represented Nationally by 
THE JULIUS MATHEWS SPECIAL AGENCY 
New York, Boston, Chicago, Phila., Detroit, Syracus 


NEW JERSEY — (Continued) 


SALES AND 
ADVERTIS- 
NG 


! 
CONTROLS 


rors | geraugne 
" BY 11/54 BYD EsTIMATES—1983 


politan E 
Area 


RETAIL SALES 
BYP estimaTes—1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


COUNTIES 
CITIES 


% Per 

of Popu Cap- | Fam- 

U.S.A. S.A. ily 
sands) |(thou-| 000) 


Genera! ; Auto- 
Food Mase. motive 


Cumberland. .... ° ° ¢ ° ,250) . 1,352/4,449] 108,594) . e 28,170 4,148 21,757 
Bridgeton. .... . ‘ . a! ‘ 1,335)4,317 37,192) . 10,364 1,498 4 8,129 
Vineland ‘ é , : 1,487/5, 046 43,421) . 9,689 1,821 5 7,679 
Millville...... o d . 21,717) . 1,285) 4,022 20,460) . 5,688 753 5,265 


1,927,040} .7833/2,024/6,707] 1,318,020 334,589) 166,536 218,821) 34,236 
801,462} .3258|1,797|6,179] 798,587 166,816] 140, 164 99,170] 18,527 
206,102} .0838/2,501/7,662] 112,862) . 28,710) 9,116 28,505} 2,801 

Irvington... 130,728} .0531/2,112|6,602} 80,922) . 23,895} 2,372 28,251] 2,171 

Montelair. . ... 134,516] .0547/2,983/9,891] 68,114) . 20,452) 2,109 18,238} 2,006 

Orange....... Y oe : 71,653] .0291/1,814/6,231] 51,926) . 20,087} 2,179 2,720| 1,487 

Bloomfield... 111,894] .0455/2,123/6,950] 46,919). 16,624) 1,809 5,485| 1,941 

Belleville. .... a7 63,480] .0258/1,884/6,544] 25,229) . 9,683 504 7,071; 727 

South Orange .2| .0095| f 56,104) .0228/3,691|13358} 22,285) . 5, 110 258 1,221] 770 

© SM, 1954. 


East Orange... 


Before using these figures, see explanation page 11. 


YOU ADVERTISE TO REACH 
THE CONSUMER—BUT DO YOU? 


Your best and often last chance 
to impress your prospect is ina tinder. It can reack definite 
bus. Why? Because most peo- markets without waste circula- 
ple ride buses to and from tion. Your message gets day 
work or shopping centers. and night exposure. It's com- 
The average bus ride is 20 paratively inexpensive. 
minutes—plenty of time to read . 


your car card. It's a daily re- 


PUBLIC SERVICE COORDINATED TRANSPORT 


BUS ADVERTISING DEPT., 80 PARK PLACE, NEWARK, N. J. 


Phones: New York: Rector 2-6751 
Market 2-7000 Phila.: Emerson 5-7000 


A-117-54 


MAY 10, 1954 


NEW BRUNSWICK 


Retail Sales 120% above the U. S. average 


OVER a fifth of the $423,837,000 spent 
on retail goods by Middlesex and 
Somerset Counties’ 402,300 people last 
year were made in New Brunswick, boost- 
ing sales per household in the city to 
121% above the national average. Con- 
sumer spendable income in the two 
counties for 1953 totaled $712,350,000. 
Prosperous New Brunswick’s 39,800 citi- 
zens earned nearly 11% of that figure, for 
35% more per household than the nation 
as a whole. 
The 30 miles between New Brunswick 
and New York City might just as well be 


300, as far as the average shopper 
is concerned. For New Brunswick’s 
shopping facilities are more than 
adequate to fill all consumer needs. 

Likewise, only the local newspapers— 
The Daily Home News and The Sunday 
Times—keep the area’s families informed 
on all the national and local news. Shop- 
pers, too, wherever they buy, look to their 
local papers’ advertising first for news of 
products they want and need. 

And The Daily Home News and The 
Sunday Times provide merchandising 
help for your advertising that the Metro- 


politan papers can’t match, such as 
Standard Market and Media Data Re- 
ports, Free Route Lists for all major 
retail classifications, Point of Sale and 
Home Advertising Readership studies. All 
this plus effective coverage of this two- 
county market every day. 


MERCHANDISING GUARANTEE 


ASK FOR OUR ADVERTISING READERSHIP STUDY 


STANDARD MARKET AND MEDIA DATA 


The Daily Home News @ The Sunday Times 


NEW BRUNSWICK, N. J. 


New York Office, 45 W. 45th Street, New York 18, JU 6-3682 


NEW JERSEY — (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT 


Pop. 
(Continued from page 505) Gn 


Pop. 


NuMBER OF OUTLETS (in NUMBER OF OUTLETS 


County thous.)} F 


GM |FHR}| A D County thous.)} F | GM 


Cumberland ny 
Essex. . roams 
Sere 


Millville........ 

Montclair. ..... 

Morristown 

Neptune 
Monmouth 
Middlesex 
DE. thos cscceck 
Sussex . 

North Bergen 

Township... . 


Hudson 


87 
54 


RS 
10 i Cape May...... 


a 
* 
5 
4 
l 


EG. eee ko 
Pennsauken 
Township.....Camden......... 
Perth Amboy... . Middlesex... 
Phillipsburg... .. 
Plainfield........ 


Point Pleasant 
RE 3.2 19 
(Continued on page 510) 


RETAIL SALES 
BYP ESTIMATES—1953 


COUNTIES 


potitan} 
CITIES Area 


% 
of 
U.S.A. 


FIVE STORE GROUPS 
(in thousands of aollars—add 000) 


Per 
Cap- 
ita General 
Mads». 


2,634 d 912 
2,452 A 704 
2548/8, 85: d 725 


3,393) 1101 1,398) 
. 1,668|5,1 ° 3,768 
- 0094/1, 935)6, ¢ 948) 

1,726/5,61 ° 47,145 
- 2090) 1, 7095, 7: 21,529 
-0369) 1637/4, 6,434 


Before using these figures, see explanation page 11. 
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SALES MANAGEMENT 


Wooperiper. Zhe Raritan Bay Area” 


Get 100% Family Coverage in Middlesex County’s 


100-MILLION DOLLAR MARKET! 


P a BALES MANAGEMENT 
“ERE Ss PROOF! 1954 SURVEY Near the 


crowd 
DAILY NEWSPAPER CITIES IN MIDDLESEX COUNTY but not 


*Perth Amboy-Woodbridge *New Brunswick-Highland Park in it 


Total Retail Sales ...... $105,282,000 $88,501,000 
27,908,000 21,439,000 

a 2,265,000 2,129,000 

Automotive Sales 17,262,000 13,257,000 


* Sister Cities 


ABC Circulation 28,340 september 30, 1953) 


Represented Nationally by Ward-Griffith Co. Inc. 


Perth Amboy Evening News 


PERTH Pw ° 


live estimates by SALES MANAGEMENT, NEW JERSEY — (Continued) 
SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


TION 
ESTIMATES NCOME ING 
1/1/84 JM ESTIMATES—1963 SM ESTIMATES—1953 


COUNTIES 


FivE STORE GROUPS — 
CITIES (In thousands of dollare—add 000) 


% | Per 

of |Cap- Sales 

U.S.A. J Per 
‘am- 


ita 
Fi 
ily 


0591) 1,831 
-0307} 1,497 
0273) 1,797 


-0318) 1 ,849/5, 
-0312)1,902/6, 


. 0265/1, 418 : * 6,890 
-0021 B -0022)1,647/5, é A 1, 2,585 
- 1563 A . -1840}1, 809 ° 7 J y 61,309 
.0804 : .0928]1,773 t f ; ‘ 36,209 
.0081 . .0125|2,358 ; " 5,304 
-1814 " t -2065|1,742 ‘ " , 44,177 
New Rrunswick -8} +=.0249 . -0251) 1,554 ; J : ; y 13, 257 
Perth Amboy . e .0267 J " . 0288) 1, 657/5, y 4 - 5 7, 14,757 
Woodbridge 

Township... . J .0244) +10. 0279) 1,758 K J ' 2,505 
South River. . . 8! .0074 y 1 .0095/1,980!7, ‘ ‘ ‘ ve) 2,44 


A and A See end of state for SM Metropolitan County Areas. ° 5 Before using these figures, see explanation page 11 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as 
IBM listings of data in the “Survey of Buying Power”, regrouped according to your sales 
territories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, 
N.Y., Phone MUrray Hill 4-3559. 
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NEW JERSE Y — (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


(Continued from page 508) 1 NuMBER OF OUTLETS 
County D City County 


Pere 
ae 
Monmouth 


Trenton 

Union City...... 

Union Township.. Union 
ineland Cumberland 


USNR ARwWAWOAM< 
Arauwrkr ane Ona 


a ae 


39. 135 
11. 37 


. .Bergen. . 


Ss 
a 


EFFECTIVE BUYING RETAIL SALES 
NCOME 


ESTIMATES 1 
JM 1/1/54 BYP ESTIMATES—1953 ESTIMATES—1953 
COUNTIES FIVE STORE GROUPS 
CITIES Ar Urban- Coun- | (in thousands of dollars—add 000) 
ay -@ a |cen- sales 
— ita ‘i Per General 
(thou- F; Food | Mdse. 
ds) ily Radio 


4,089) 88,966) 18,293 
12,705} 10,294 4,966 
10,701 2,773 2,868 
13,251 1,877 1,512 

4,829 1,589 


Monmouth 
Asbury Park 
Red Bank 
Long Branch 
Freehold . 
Neptune 

Township... 


ssees 


4,454 386 3,425 
823/641 . 56,478 8,959) 30,678 
10,710 3,453 9,869 
9,709 1,865 7,288 
4,403 5 538 2,794 
29,462 5,318} 13,169 


: 
E288 
on 
Ww 
cs 


1,503)4,81 A 6,097 1,807 1,906 


112.3/345. . 1,817|5, . 120,628 39,376} 40,047) 76,356) 9,191)  .2608) 117 
43.7) J 1,729|5,504] 243,171] . 51,308} 29,223) 21,334) 39,527] 5,273]  .1087| 125 


Before using these figures, see explanation page 11. 


INCREASE IN NUMBER OF “POTENTIAL” METROPOLITAN AREAS 


With this edition of the Survey, 8 “potential” metropolitan areas have been added, bringing the total 
number to 233. “Potential” areas are those which are near metropolitan status and probably will attain it 
long before official recognition catches up with them. In each case the central city is just short of the 


necessary population figure or is such an important trading center that retail sales exceed that of some 
cities on the official list. 


SALES MANAGEMENT 


ASBURY PARK PRESS 


Established 1879 


Completely Covering Monmouth and Ocean Counties—N. J. Fastest Growing Area 


Circulation up 76% since 1942. 
Now Over 26,000 Daily! 


Modern Photo-Engraving Plant! 
Station WJLK (AM-FM) 


Teletype Network Speeds Flow 
of Local News 


Three Bureaus to Serve Retail 
Centers Within the Area. (Red 
Bank, Freehold, Toms River. ) 


. Trenton Bureau with Direct Tele- 
type to State Capitol. 


Retail Sales $429,192,000 


WRITE OR WIRE FOR 
COMPLETE MARKET PICTURE 


Phone PROSPECT 4-3000 Collect! 


EMO: Industry is Moving Toward 
M ” ASBURY PARK, New Jersey: 


“Center of the Fastest Growing Market in the State” 


e Retail Sales,(1953) ...$439,192,000 + Food Sales, (1953) $118,428,000 
e Year-Round Population . . . 323,600 + Bank Deposits, (12/31/53) $977,913,227 


Plenty of room for Industrial Growth . . . 55 miles from New York... 
65 miles from Philadelphia. Fine Highways . . . Excellent Labor Market 


Write or Wire for the Complete Market Picture 


ASBURY PARK CHAMBER OF COMMERCE 
Asbury Park, N J © Telephone: Asbury Park 2-6666 
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AMONG THE 100 LARGEST CITIES 
IN THE UNITED STATES: 


PASSAIC-CLIFTON RANKS 
28 IN AVERAGE FAMILY INCOME 
24 IN PER CAPITA INCOME 


THE HERALD-NEws 


of Passaic-Clifton, N. J. 


New York General Advertising Office—James J. Todd, Mgr. 
18 East 41st Street, New York 17 Murray Hill 5-0131 


NEW JERSEY — (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


POPULATION 
OM ESTIMATES 
Lu 1/1/84 


EFFECTIVE BUYING RETAIL SALES 
ESTIMATES—1953 


COUNTIES 
CITIES 


~ FIVE STORE GROUPS 
« (in thousands of dollars—add 000) 
of 


Per 
"| Fam- 
” a. | cei! Oo 
Radio 


2 ,064)6 B56 . 16,698; 265,109) 2,969}  .1004 
1,994/6, 394) . 13,647; 16,868) 2, - 0526 
2, 102/6 , 874 d 2,951 8,241 7 -0478 


1,565/5,1 ° ol 3,118 9,114) 1,01 0324 
1,397/4, 236) ‘ p y 1,104 1,482 -0061 
26 


1,710)6, 4,217; 20,910) 2, -0712 
1,828)5, 2,155 6,948 0115 
1,825)6,4 


cz . 674] 3,837 827] .0071 
© SM, 1954. Before using these figures, see explanation page 11 


25 Years of Service 


With this issue the Survey of Buying Power is 25 years old, but frankly, we're not interested 
in birthday cakes and candles and silver trimmings. Instead, we're mighty proud of our rec- 
ord of service during those years. Mighty proud, too, of that quarter-century of priceless ex- 
perience . . . They were years of growth. Of testing, improving, foolproofing our techniques. 
Of increasing acceptance by companies, people and groups who depend on reliable population, 
income and sales data to get their campaigns and projects off the ground. Of steadily com- 
pounding prestige as the country’s No. 1 source of market data. 


SALES MANAGEMENT 


« ion City 
NEWARK 4 © Aue 
= JERSEY city 


< 


THA 


me 
= Bayonne 


1950 Net Effective Buying Income 


a In excess of $150 Million 


$75 Million to $149.9 Million 


$40 Million to $74.9 Million 
$15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 


and over 


One inch Equals Approximately 18 Miles 


Copyright by 


(aes Managieneal 


a 
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‘OF THE BIG GQ NORTHERWREW JERSEY. 


ype: ; BAT WL WHI. 

58% 58% 62% Steere en we 
OF THE OF THE OFTHE & ; | 

POPULATION E. B. INCOME RETAIL SALES am 


Ee 
os 


Here in five out of the twenty-one counties of the Sfate live 58% of 
the People with 58% of the Effective Buying Income who account for 


62% of the State’s total Retail Sales. 


COUNTY POPULATION RETAIL SALES £.B. INCOME INCOME PER FAM. 
ESSEX 952,200  *1,318,020,000 *1,927,040,000 *6,707 
HUDSON 661,600 652,212,000 —1,114,055,000 

BERGEN 624,000 601,806,000 1,328,207,000 

UNION 434,900 475,152,000 916,361,000 

PASSAIC 356,100 486, 358, O00 a 049, 000 


abe 


Union County Ranking in — State—4 Group 


smallest percentage in the low 
RETAIL 
roruanion 4th Sits Sth Att tetramer 18! Joo 4th acto 


: SELL NEW JERSEY’S GREATEST MARKET — No Schedule Is Complete Without the Journal ~ 


Lecal Buying Guide for Consumers in 1779 COMMEMORATIVE YEAR -— 1954 .. 


175 YEARS OF 
15 Union County Communit Markets COMMUNITY SERVICE 


Clizabetlh Daily Journal 
ELIZABETH e NEW JERSE) 


Special Representatives: WARD-GRIFETTH CO. Ine. 


N EW jE R SEY— (Continued) ___ive cotimates'Wy SALES. MANAGEMENT. 


Ry SALES AND 
POPULATION EFFECTIVE BUYING’ RETAIL SALES ADVERTIS- 


— INCOME 
1D 1 @& ESTIMATES— 1953 ESTIMATES—1953 


COUNTIES |p l l Pa FIVE STORE GROUPS 
CITIES Area Urban- Cc (in thousands of dollars—add 000) 
| Fami- | ized Net % | Per| Per} Dollars |. 
Dollars of |Cap-|Fam-j| (add 
(add U.S.A. ita | ily 000) =| U.S.A. | | General | Furn.- Auto- 
) | Fam- Food | Mdse. | House- | motive | Drug 
} | } ily | Radio 


Metro- 


wero- 
on" 


-0230 11.3) 10.5 47 , 564) 0194/1, 289\4, 38, 630 0224 3,419} 11,225 “1,039 1,999 6,196 0210) 91 
| .0037 1.7) 8,424) 0034) 1,404/4, 955) 12,023} .0070) | 4,810 52 1,036) 3,050 178 0045} 122 
-2718| + 130.1:434.9 916,361; .3724'2,107|7,044] 475,152) .2762| 3,652) 137,544 27,560 29,790 86,127) 11,164) .3234| 119 
Elizabeth y 0715) 33.5 212,670) .0864)1,859'6,348) 157,117! .0913 | _ 40,703) 13,894) 10,280) 30,493 _ 83,7141 .0849) 119 


© SM, 1954. ‘Before using these figures, see , explanation page 11. 


INDUSTRIAL SALES DATA FOR ALL COUNTIES 


Industrial data for all counties—not just the leading 100—are available on IBM cards. Address 
Market Statistics, Inc., 432 Fourth Avenue, New York 16, N.Y. Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


The ‘“‘Sellingest’’ City in North Jersey! 


Don’t be Misled about it. 


Of all the large markets in northern New Jersey, Plain- 
field does more retail business per capita than does any 
other. Its grocery sales per capita are 39% better 
than Newark’s . . . automotive sales are 74% better. It 
exceeds Elizabeth, its sister city in Union County, by 46% 
in total retail sales per capita, by 47% in food and in auto- 
motive sales, by 23% in drug store sales. Sales Management 
gives Plainfield its highest “Quality of Market Index” for all 


major cities of the State. More than 89,376 people live within 4 
’ P 4 js miles of Plainfield City Hall (A. B. C. City 
Don’t let the 44,700 population figure listed below, mislead 


Zone). 
you in judging the market. The true A.B.C. City Zone shown Ne outside New Jersey or New York news- 


ig es 89.37 car. paper adequately reaches Plainfield house- 
on the map to the right embraces 89,376 people. The Courier See Lataaham O06 af te senate ee he 
News affords higher circulation penetration of its market difficult, daily commuting trip to New 


——— % York. The Plainfield Courier-News affords 
than does any other daily in New Jersey or in New York City. 96% coverage. 


PLAINFIELD COURIER-NEWS  ‘smnarx'. 


Represented nationally by J. P. McKinney & Son New York e Chicago e San Francisco 


The “SM” symbols mark criginal, exclu- 


sive estimates by SALES MANAGEMENT. or NEW JERSE Y — (Continued) 


SALES AND: 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
« BYP 1/1/54 BYP ESTIMATES—1953 JM 

COUNTIES _ |polit | 
CITIES 


ESTIMATES—1953 


Fi Ri 
| Coun- (in thousands of dollars—add 000) 
Total | % Fami- ¢ Per | Per +4 ale 
(thou- of | ties Cap- | Fam- f 
sands) | U.S.A. | (thou- .S.A.| ita | ily .S.. Per General | Furn.- Auto- 
sands) os Mdse. motive 
y 
13.2 y ‘ 2,301|7,792 y 17,250 
9.5 . ° 2, 004/7 , 089) J J 7,917 
12.8 J F 2,142/7,330 
6.8 R ° 2,107|7, 158) 
Westfield... . < d 6.7 J A 3,194/ 10727 
Summit...... ; ’ 5.4 J F 3,243) 11231 27,619 
Hillside 
Township... $ . 6.5 48,144) . 2,178 18,824 
Cranford 
Township... . . F 6.2 49,051) . 13,920 
. 17.7| 29. 85,821) . ’ 55, 659 
Easton, (Pa.)- 
Phillipsburg, 
(N. J.) ¥ .0340 16. 92,159| .08761, 98,171) . 27,144 ,401 7,487 14,967 
Phillipsburg... . ‘ 0121 5. 32,243) .0131/1,66 15,765) . 5,217 162 688 3,218 
Washington.... f 0031 1.6 7,295} .0030/1, 13,408) . 2,802 811 1,125 4,499 


Total Above Cities 3,197.5| 1.9980) 955.2 6,195,938) 2.5186 4,624,731 1,242,098) 394,078) 324,474) 802,310 111,313 2.4661 


5,246.3] 3.2785|1,580.1/4574.8] 9,582,950! 3.895211,82716,065| 6,026,760 3,814|1,693,591) 423,092) 371,302|1,002,132 141,928 3.6641) 111 


1 Designation of Easton (Pa.) - Phillipsburg (N.J.) as a multiple city came too Before using these figures, see explanation page 11. 
late to be included in the rankings of leading cities. © SM, 1954. 


New Feature at End of Each State 


Immediately following the metropolitan areas at the end of each state you will find a 
new table that breaks down the consumer spending units for each county in the state 
. . . by these income brackets: $0-$2,499; $2,500-$3,999; $4,000-$6,999; over $7,000. 
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TO SELL NORTH JERSEY 
YOUR BASIC BUY IS {eke> 


oo ae 13 
RadioHomes. . . 1,267,289 
E.B.l. per family... $5,927 (average) 


RETAIL SALES 


Total Dollars . . $4,922,691,500 
es « 5 « 1,387,760,000 
Gen'l Merchandise 370,247,750 
See 117,361,750 
House Furnishings 309,491,500 


with a BIG plus on the New York side 


Wd CO t 970 on the dial Represented nationally by Weed Co. 


TELEVISION CENTER © NEWARK 1, NEW JERSEY 


BArclay 7-3260 (N. Y.) Mitchell 2-6400 (N. J.) 


NEW JERSEY— Metropolitan County Areas sive estimatce by SALES MARAGEMENT. 


sive estimates by SALES MANAGEMENT. 


POPULATION gE ee RETAIL SALES 


ESTIMATES INC 

JM 1/1/84 JM ESTIMATES—1953 ESTIMATES—1953 
politan FIVE STORE GROUPS 
Area (in thousands of dollars—add 000) 

% | Per | Per 

of |Cap- | Fam- j 
U.S.A. | ita | ily . Per General | Furn- Auto- | 

Food Mdse. | House- | motive | Drug 


.0830|1 ,462'4, 52,552} 10,610} 10,437 23,034 6,394 


| | 
3,616.6) 2.2601|1,095.7/3442.4 6,996,122 2.8434 |1,934\6,385) 4,121,353) 2.3954 \1, 179,396 316,513) 272,197) nail 99, 2.5924 


250.2 1863) 68.5) 215.9} 452,693 - 1840/1 ,809'6 , 609 342,164) .1988 82,357) 32,246) 15,950) 61,308) 6,982) .1829 


% 
of 
S.A. 


4,006.4) 2.5036|1,208.7'3780.3! 7,652,981 3.1104)1,910/6,3321 4,677,371! 2.7185) 3,870|1,314,305) 359,369 298,584 758,186 /112, 856! 2.8715 


NEW JERSEY— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 NE* INCOME GROUPS, 1853 


Total ‘ 
Con- | 

sumer $2,500-3,999 | $4,000-6,999 $7,000 & Over COUNTY $7,000 & Over 
Units % % % %e % % 

(000) Dol- | % Doe) % Dol- 
lars | Units lars 


83.7 | 36.5 12.8 | 28.1 24.4 | 25.5 34. 9 28.1 
201.9/ 12.9 2.6/17.1 8.6 | 41.3 32. 7 56.6 
61.7 | 37.5 13,0 | 25.4 21.6 | 26.2 34.9| 10.9 30.5 
105.5 | 18.7 4.8 | 24.0 15.5 | 40.1 .1| 17.2 39.6 
18.1 | 42.1 18.7 | 27.7 25.7 21.2 30. 0 28.1 
32.6 29.1 9.6 | 29.6 24.4 / 31.0 39. 3 26.5 
396.3 | 18.2 4.2 | 24.1 13.9 | 36.1 . 6 49.5 
33.1 | 25.4 7.0/ 22.5 15.4| 38.2 40.6| 13.9 37.0 
225.0 | 18.0 4.7 1 16.4 | 40.6 : 3 37.8 
27.9 8.6 | 30.7 23.5 | 29.0 34. 4 33.3 


32.1 
41.3 


5.1 | 23.1 14.3 | 37.2 36.6 


22.9 5.8 13.9 | 35.6 34.6 | 19.3 45.7 ba Behe Si 
19.3 4.9| 20.9 13.1/ 41.5 40.4/ 18.3 41.6 te m.. 059.3 | 30.3 9.1 | 26.0 19.2] 30.7 35.4 
1 Included in Philadelphia Metropolitan Area. 


Before using these figures, see explanation page 11. 
516 SALES MANAGEMENT 


MARKET 5000 WATTS 


FACTS’ 610 KC - mos 


KGGM-TV ee 
(Calculated Coverage-Class A and B Areas) j = — 
POPULATION—440,949 ; 
TELEVISION HOMES—39,830 
RETAIL SALES—$371,119,000 
BUYING INCOME—$561,807,000 
nd Antenna site 10, 650 ft. 


xeem-Al 

(0.1MV/M CONTOUR) 
POPULATION—617,300 

RADIO HOMES—143,920 

RETAIL SALES—$501,225,000 
BUYING INCOME—$748,580,000 
Nat‘l. Representative—Weed & Co. 


Since CBS IN ALBUQUERQUE, N. 


f ARR ffoutaln Stats: arizona Colds’ NE WM EX 1 C O — Counties and Cities 
op. 
New Mex. state map—page 518 | — NUMBER OF OUTLETS 
City County thous.)} F |GM|FHR| A D 


NuMBER OF OUTLETS 


3 71 80 35 
8 13 
14 22 
13 27 
6 14 Silver City. ..... 


’ 9 21 
: “Dona ‘Ana : 9 14 


are A eae RETAIL SALES 


TION 

PUESTIMATES 
be 7 SH 1/1/54 JM ESTIMATES—1983 ‘ ESTIMATES—1953 
COUNTIES |politan| l ] 


UPS 
CITIES Ur } (in thousands of dollars—add 000) 
Total | % | Fami- $ 


Furn.- Auto- 
. | House- | motive 
| Radio 


Bernalillo . ‘ ° ° ° 15,729; 39,497 
AAlbuquerque. 38. é ‘ 252,678 7 


Ls 4 184,915) 107: v 15,513) 38,536 
2,918) . ° 1,298) . 64 


81,499). 55,110 12,357 
58,289) . . 48,922) 11,981 


21,345) . 15,527) . 3,810 
42,035} .0171/1, 34, 34) d 11,850 
33,475) . 31,791 11,850 
4,439). 4,490 


52,580) . (4,84 33,681 
20,736| . j f 23,150 
86,682| . f 61,749 
43,584| .0177/1,839/6, 31,005 
16,241} .0066/1, 608) 16,208 
30,205) . 337) 20,369 
9,520 13,341 


5,317 
2,659 
6,838 


4,705 
1,900 
5,776 


68 , 990 
30,895 

8,034 
29,629 
28,943 


51,850 
33, 690 
5,331 
6,442 
6,442 


8 888 = 


wn. — 
to = 
1 — 
338 


11,337; . 9,097 
23,818) . . 21,546 
12,720} .0052/1,272/4, 16,475 
4,908; . 606/2, 2,012 
A and A See end of state for SM Metropolitan County Areas. © SM, 1954. 


MAY 10, 1954 


NEW 
MEXICO 


McKINLEY ,”, 


BERNALILLO y GUADALUPE 
2's A TURRANG 
VALENCIA i a , 


1950 Net Effective Buying Income CATRON 


Ps In excess of $150 Million 


$75 Million to $149.9 Million 
[~_] $40 Million to $74.9 Million 


$15 Million to $39.9 Million 


Cities shown are those having net se 
Effective Buying Income of $15 million : 


end aver HIDALLO 


NEW MEXICO — (Continued) The “SM” symbols_mark original, exelu 


sive estimates by SALES MANAGEMENT. 


SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


a7 ESTIMATES 
BYP 1/1/84 BY) ESTIMATES— 1953 BYP EstimaTEs—1953 CONTROLS | 
FIVE STORE GROUPS — 
in thousands of dot 


lars—add 000) 
} Power 


(add 


Food House- | 
Radio 


motive 


000) | u. | Gonerat | Furn.- | Auto- | Index 


10,649 
18,760 
16, 250 
9,130 
16,881 
15,147 
2,661 
11,196 
15, 081 
41,728 
38,472 
7,681 
4,811 
6,911 
4,310 
7,854) . 
13,843) . 3,799 


BEE28825% 


‘SRSRIRBRERERE 
EIT EEL 


—= 
= 


-_-— 
— 
w 
_— 


282e8e 
#28 


2iR: 
SSRPS2zE 


= 


898829298988388 


5825 
1882 
a3 

: 


ve 


475,817) . |} 91,811) 40,055; 28,161 


iw 
a 
3 
- 
— 
a 


693,623, .4032| 3,396! 144,709! 66,982! 34,340 .4262| 89 
Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


a 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


POPULATION 
ESTIMATES 


EFFECTIVE BUYING 
SM INCOME 


ESTIMATES—1953 


RETAIL SALES 
BYP EsTIMATES—1953 
] FIVE STORE GROUPS 
(in thousands of dollars—add 000) 
% | Per | Per ; scdiocniabeiimiaammcats 


| | 2 y PTET T ANNES 
of Cap-| Fam- | | power | ity 
U.S.A. | ita | ily General | Furn.- | Auto- Index | In- 
Food | Mdse. | House- | motive | dex 
Radio | 


ADVERTIS- 


ING 
CONTROLS 
Meire- 


Area U 

% i | 
of | 
U.S.A. | 


Buying [Gua 


sands) 


181.8 1136 61.7) 141.4 


304.280) tear -674)6, 006 


agin gh > eel a 


} | | 
| 181.8 .1136) 51.7) 141.4] 304,269) .1267'1,674'5, 288] 196 900! .1144 


NEW MEXICO— @ 


17,72 16,729) 30,407) 6,879] 1188) 105 


Bc 
17.712, 18,720] 39,497) 5.875] .1189| 105 


of Consumer Spending Units 


Income Breakdown 


NET INCOME GROUPS, 1953 \ 


NET INCOME GROUPS, 1953 


| COUNTY 


5 


Total 
Con- 


sumer 
Units 


$4,00-8,90 7,000 & Over 


4.8 


6.1 
5.7 
2.9 
4.7 
7.4 
13.5 
2.6 
3.0 
4.3 
2.0 


29.2 
27.1 


242.8 


55,0£9.3 | 30.3 


| 34.5 10.9 


26.0 


36.1 
26.6 
26.0 
23.6 
26.4 
20.7 
26.9 
33.3 
32.6 
32.5 


24.6 
28.6 


30.8 

8.5 
20.3 
20.6 
38.8, 
21.3 
16.7 
13.1 
20.8 


33.9 
19.1 


27.5 33.5 12.0 36.3 
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Amsterdam. . . 
Auburn. 
Babylon... 
Batavia 
Bath.... 
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Johnstown... 
Kenmore 
Kingston 
Lackawanna. .. 


Little Falls 


Massena . 
Mechanicville. 
Menands. 
Middletown 
Monticello. .. . 
Mount Kisco. . 


Mount Vernon. . 
New Rochelle. . . 
New York City. 


Newark... 
Newburgh. 
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Arabic looks like this: $1,203,000,000. 

A billion and a quarter dollar market, an expendi- 
ture of 17% more for retail sales 

per family than the national average. 


Commercial: The dominant 

circulation of The Times-Union far exceeds 

that of any other newspaper in the Albany Tri-City 

ADVERTISING market area. It is the only Sunday and,) 

IN THE between Manhattan and Montreal, the largest daily 
TIMES-UNION 


AN WH LV “Up in Albany” translated into 


‘KEEP YOUR EYE 
ON ALBANY... 
» - » YOUR 


Albany Times-Union 


Represented Nationally by 
HEARST ADVERTISING SERVICE 


NE WwW Y @) RK — (Continued) gape ie ti. i The “SM” symbols mark original, 


sive estimates by SALES MANAGEMENT. 


a 7 
POPULATION EFFECTIVE BUYING 
ESTIMATES Gy INCOME ee ee 
1/1/84 ESTIMATES—1953 JM ESTIMATES --1953 


FIVE STOR UPS 
(in thousands of dollars—add 000) 
(add of | | 
000) S.A. General | Furn.- 
Mdse. | House- 


Radio 


.1556} 801/209. , .1778|1,757/5, 385,628} .2241| 4,814) 81, 73,290, 19,552) 65,227 
0851 ,775)5, 261,565} .1520| 17,817| 16,380] 54,227 
0133} 6. 553, 81015, 19,246] : 750] 1,179] 1,888 
00944. 27, ; ,845/6, 12,996]. ; 122 305} 3,701 
0017}, ; ,863/6, 67,011) 038% 260] 54,173 il 
.0283 | j 0233/1,263/4,207| * 39,574) .0230| 2, , 2,639, 1,963] 8,480 
0041) 2.2) 907} .00401,501/4,503} 15,160] .0088) | 990 749| 4,946 d 
99a 9245 imeaeeesl aanan 1.0855 |1,805/5,798] 1.176.513, 6838) 2,554! 37,218| 74,612} 120,428| 28, 101 


| merchandise estimates for Albany and Menands reflect the location A and A See end of state for SM Metropolitan County et 
chain mail-order house and department store outlet just outside the 
iit = < Bog Fok 4 Before using these figures, see explanation Osu igss 


includes Bronx, Queens, Kings, New York and Richmond Counties. 


Auto- 
motive 


SALES MANAGEMENT 


only 1 can be first— 


_==_THE KNICKERBOC 


g To Dewey's Power Quit, Says 


= SAS SSeS ears 


m Tax Cut Looms | 

ory WORTH SS GOP Gains Durin 
Bitter House Fight | 

Assembh Vote, : | 


losion AIS /OMENT 
My FEUD WITH KE 


Hames Law * 


_ 


and FIRST CHOICE of Food Advertisers is 
THE KNICKERBOCKER NEWS 


Albany's Only Evening Newspaper 


In 1953, THE KNICKER- WHILE in the same year, The 
BOCKER NEWS had a gain in 


Netionel’ Feed Advertising FHERE. ARE THE FACTS _ cr tress tines or 7.9% loss 


of 32,656 lines or 4.8% than 1952. 
more than 1952.... 


grocery adver 
e 
be 15 


ADVERTISERS KNOW THE SCORE... 


Albany retailers know the importance and value of circulation concentrated in 
the high-buying-power focal market as compared with thin scattered circulation. 


A GANNETT NEWSPAPER 


Represented by J. P. Mc KINNEY and SON « 30 Rockefeller Plaza, New York, N. Y.; 400 N. Michigan Ave., Chicago, Ill.; 681 Market St., San Francisco, Col. 
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Correction! 


METROPOLITAN BINGHAMTON 


As established by U. S. Department of Commerce 


Binghamton 


population 144,011 


Listed below is an 81,800 figure for Binghamton’s 
population . . . the outgrown corporate city figure. The 


true figure is 144,011 (U. S. Department of Commerce 
Urbanized Area). 


Nothing could more clearly prove this 76% larger 
figure than per capita department store sales which for 
Binghamton run higher than for any other big city in 
the State .. . actually 280% as much as New York City. 
Department store sales are a notable index of a city’s 
true market size. 


Binghamton is ninth in the U. S. in proportion and 
expansion in true urban population beyond the out-dated 
corporate city limits, according to U. S. Department of 
Commerce figures. 


The Binghamton Press, daily and Sunday, will carry 
your advertising into 82% of the homes in this entire 
area with the best women’s fashion and home furnishing 
pages in New York State . 
section too! 


. . the best Sunday comic 


THE BINGHAMTON PRESS 


Daily 
Represented nationally by J. P. McKinney & Son 


A Gannett Newspaper 


Sunday 


New York ... Chicago . . . San Francisco 


NEW YORK — (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
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POPULATIO EFFECTIVE BUYING 
bas 24] SM Mi 


1ON 
ESTIMATES INCOME 


CITIES 


1/1/84 BYP ESTIMATES— 1953 
COUNTIES ements % 
Area 


.1317|4 6725, 521 
-0540) 1,624 5,701 
.0149)1,737/5, 639) 
.0138/1,720)5 676 
0445)1,366 4,509 
.0153)1,613)5, 242 
.0051)1,399)4, 447 


SALES AND 

ADVERTIS- 
ING 

CONTROLS 


RETAIL SALES 
JIM ESTIMATES— 1953 


~~ FIVE STORE GROUPS it” 
(in thousands of dollars—add 000) 


Buying 
Power 
Index 


29,541) 461) , .1285 

30,372) 24,671 21 ; : .0616 
8, 503| 668) d ’ .0161 

5,783) ‘ ; .0123 

21,900) 5 , 252! r .0478 
9,963) ,634) ‘ .0179 

3,709 ! 3,237; 307)  .0058) 104 


A and A See end of state for SM Metropolitan County Areas. 


Before using these figures, see explanation page 11. 


34 MILLION DOLLARS 
... WAITING TO BE SPENT! 


capture this market with the 


ENDICOTT DAILY BULLETIN 


Address all inquiries to: OTTAWAY NEWSPAPERS, 


General Advertising Office, 911 E. Main Street, Endicott, New York 


Here’s the story . . . in figures that really 
add up. The ENDICOTT DAILY BULLE- 
TIN, with a National Lineage increase 0) 
over 106% in the past 6 years, gives you 
complete market coverage of 9,468 ready- 
to-buy readers. Located in a wealthy com- 
munity with a payroll of over 54 million 
dollars . . . home of I.B.M. and Endicott 
Johnson! 


21,100 


Population 
$36,651,000 


Retail Sales ie 
Food Sales .. 8,503,000 
Drug Sales ... 836,000 


with an SM quality of market index of 122! 


ENDICOTT, N. Y. 


SALES MANAGEMENT 


1950 Net Effective Buying Income 


j = In excess of $150 Million 


4] $75 Million to $149.9 Million 
} $40 Million to $74.9 Million 


$15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million : Copyright by 
and over , 


Bae 


Positive, powerful coverage 
in the 
Binghamton, N. Y. market 


% Reaching this rich, retail trading area of 
nearly 1/3 million 

% 5000 watts night and day 

That’s the ABC story in the Binghamton, N. Y. market! 

Night and day WENE delivers the same sales-packed 

pattern that pays off for great national advertisers like 

G. E.. FORD, MAXWELL HOUSE, VICKS, P & G and 

many more! 


So, if you’re time-buying to sell, call 
RADIO-TV REPRESENTATIVES, INC. 
York Chicago West 


New Coas: 


MAY 10, 1954 


AUBURN: 


Central New York's 
New Metropolitan Area 


PROVED WORTHY OF THIS DISTINCTION 


In 1953 Sales Management recognized Auburn as a 


metropolitan county area. That put us in the class 
with the big boys. 


Now let’s see if we earned this distinction. 


Population 72,200 an increase of 500 over 1952 


Income 


$100,874,000 an increase of $348,000 over 1952 


More than 6,000 wage-earners in famous manu- 
facturing plants give the city an average family 
income of $5,337. And more than 2,900 farms in 
the County add another high-income element to 
Auburn’s retail shopping picture. On top of that, 
Auburn draws a big bonus of summer trade as the 


Retail Sales $78,038,000 an increase of $360,000 over 1952 tourist capital of the famed Finger Lakes Region. 


. » » covered thoroughly by its home newspaper 


The CITIZEN-ADVERTISER 


AUBURN, N. Y. 
Represented by The Julius Mathews Special Agency, Inc. 


N E W Y '@) RK — (Continued) e 3 eee ‘ The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


POPULATION RETAIL SALES 


ESTIMATES—1953 


FIVE STORE GROUPS _ 
(in thousands of dollars—add 000) 


EFFECTIVE BUYING 
INCOME 
ESTIMATES—1953 


Metro. 
COUNTIES _jpolitan 
CITIES Area 
Buying 
power 
Auto- Index 
Food ’ motive 


Cayuga 


18,427 11,812 
AAuburna 


| 12,984 3, . 8,589 


Chautauqua... 141.5 -1014| 3,734| 


: ’ F - , 43,928 ’ ’ 33,151 
AJamestown. 44.0) .0275 ‘ y . 598 ‘ .0462| } 


19,220] 9, 12,658| 1,736 
25.5) .0169 .0} , 86 ¥ 485 87,4 0217) 10,580| 777 , 206 7,761 730) 
18.4] .0115| —5.7| ”, 486 28,227} .0164| 8,192) 2, 7 5,748} 566 
92.7| .0580 515\4,84 .0693| 4,112) 26,273) 25,424) 2,173 
51.4) .0321 499/4,877 2 -0561| 20,581) 10,040) 19,896} 1,927 
40.6) .0283| 315 4,305 596| .0230| 3,193, 9,829 2,827! 7,068} 538 
9.1) .0057! 348/13, 833 5,245} .0089! 3,679 2,128 85 3,250 228 
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Before using these figures, see explanation page 11. 


METROPOLITAN COUNTY AREA 
covered 100% PLUS by WJTN 


\ network 


Jamestown, N. Y. 


"RADIO JAMESTOWN” 


For setting quotas on a territorial basis, see cross index to states in the same geographical 


areas, at the beginning of each state table alongside the state name. 


SALES MANAGEMENT 


ELMIRA true B2pulation 
nearly Fa-OOO! 


The difference between 51,000 population and 
74,405 is the thickness of a signpost—it marks 
the line between corporate Elmira and its sub- 
urbs into which 46% of the total real urban 
population has burst. The old city limits are no 
longer adequate. 


Sales Management's figures give Elmira sec- 
ond highest per capita total retail sales among 
all big markets in New York State . . . second 
highest in per capita grocery, furniture and 
household, automotive sales. That's a market 


not to be overlooked—or to be underestimated 
on the basis of old corporate city population. 


In fact, Elmira draws its trade from a rich 
trading area of over 200,000 population, and 
your advertising in Elmira’s newspapers will 
penetrate into 70 of each 100 of these homes. No 
other advertising medium—no national maga- 
zine, no radio or television program, can reach 
half as many—usually not even a quarter as 
many. In Elmira, local newspaper advertising is 
the surest advertising you can use. 


THE ELMIRA STAR-GAZETTE & ADVERTISER ¢ THE SUNDAY TELEGRAM 


Gannett Newspapers 


Represented nationally by J. P. McKinney & Son New York ... Chicago . . . San Francisco 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


NEW YOR K — (Continued) 
SALES AND 
—- 
CONTROLS 


OTE ESTIMATES 
BUD 1/1/54 


RETAIL SALES 
BYP ESTIMATES—1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


adage | BUYING 
ESTIMATES—1953 


COUNTIES 


Metro- 
politan 
CITIES Area 


Cour- 
ak 
Sales 
Per 
Fam- 
ily 


3,701 


Urban- 
Fami- Per 
lies | Popu- Fam- 
(thou- ily 
sands) 


General Auto- 
Mdse. 


motive | Drug 


10,0862 
6,824 7 
7,756 836) 


4,526 
10,214 574 
6,555 357, 


4,643 
4,649 
4,322 
15,034 
4,379 
4,497 


5,650 
4,566 
2,469 
1,506 
3,625 
3,297 


4,052 2,546) 10,197; 1,004 


Before using these figures, see explanation page 11. 


Reach the fastest growing community in 
Upper New York State with the PLATTS- 
BURG PRESS-REPUBLICAN. 2,500 addi- 
tional workers with ready-to-spend cash 
now arriving for our new 75 million dollar 
Air Base. Reach industrial workers, farmers, 
and the tremendous influx of Canadian 
shoppers the year ’round—economically | 
Use the PLATTSBURG PRESS-REPUBLI- 
CAN! Circulation 9,733! 


PLATTSBURG IS BOOMING! 


cover it with the 


PLATTSBURG 
PRESS-REPUBLICAN 


Address all inquiries to: OTTAWAY NEWSPAPERS, 
General Advertising Office, 911 E. Main Street, Endicott, New York 


Population ..__. 17,900 
Retail Sales .... $30,333,000 


Food Sales ’ ’ 
Drug Sales 2,681,000 


PLATTSBURG, N. Y. 


MAY 10, 1954 


BROADCASTING CORPORATION © 


RAND BUILDING, BUFFALO 3,N. Y 


NE W Y '@) ~ K oa (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
PULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS.- 
SH LAD 1/1/54 BY) ESTIMATES—1953 ESTIMATES—1953 CONTROLS 
COUNTIES | Five STORE GROUPS 

Urban- 


Coun- | (in thousands of dollars—add 000) 
t 


Per Auto- 
- Food House- | motive 
y 


4,966] 61,803] 16, . 30,702 
| 33,025) 13, , 14,891 
11,613} 1, 2,286 


303 , 238 ° ’ 243,458 
221,503 . ’ 175,933 
11,213 8, 482 
6, 964 A . 8,056 


, 725 5,298 
2.3) . A ’ 18,941) . 1 ’ 246 297 7,100 


-0222; 10.5) 8.6 ° . ,121|3,781 26,429) . ° ° 1,248 1,044 5,683 


| | | | 
oa 12.9) 20.7 . ° 1,191/4,211 53,608, .0312| 4,156 ° 4,136 2,178} 10,919) 1, 0260, 


-0061 3.0 , . 1,294)4,227 20,530) .0120 ’ 2,184 1,030) 6,114 0074) 121 
0043 2.4 R ° 1,328)3,818] 13,400 '0077| . 779 758 2,819 -0050) 116 


3 Saranac Lake is in Essex and Franklin Counties. Before using these figures, see explanation 11. 
A See end of state for SM Metropolitan County Areas. “ s © SM. 1954. 


ONE BUY COVERS ENTIRE MID-HUDSON VALLEY 
POUGHKEEPSIE — NEWBURGH - BEACON 


TOTAL POPULATION = 71st 
RANK— TOTAL RETAIL SALES — 58th. 


HOOPER SHARE AUDIENCE 
MORNING — 40.5 
AFTERNOON — 30.8 


F 1000 WATTS DAYTIME 
NAT'L, REP. EVERETT-McKINNEY POUGHKEEPSIE, NEW YORK 


SALES MANAGEMENT 


FULL INFORMATION 
ABOUT THE BIG 
BUFFALO MARKET, 
NEW YORK STATE’S 
2nd LARGEST 


SELL THE NEWS READERS 
AND YOU SELL 
THE WHOLE BUFFALO MARKET 
OF OVER 1,400,000 PEOPLE 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER KELLY-SMITH CO. 
Editor and Publisher National Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER 


BU FFALO’S Sold Thru BUFFALO’S 
'8-COUNTY MARKET TOP NEWSPAPER 


TOP FOR COVERAGE The Sunday Courier-Express 
293,733 ABC ...is the largest news per in New 
York State outside of Manhattan. it our key 

«1,536,000 to mass coverage and more sales in Buffalo and 
Western New York’s 8 counties. 


Top For ECONOMY The Morning Courier-Express 

Retail Sales... $1,862,109, 000 stretches your advertising dollar by giving you 
3141% Increase concentrated coverage of the better Western New 
over 1940 York families...those with most money to spend. 

It reaches nearly half of the families in Buffalo... 

one out of every three throughout the 8 counties. 


TOP TO REACH MEN...BEST TO REACH WOMEN Both 
men’s and women’s-wear stores place their great- 
AN ABC CITY ZONE OF 789,099 est daily linage in the Morning Courier-Express... 
231,426 families in Buffelo and the fast growing suburban towns use additional space Sundays for extra coverage. 
around it represent a con\pact market with an effective buying power 
totaling $1,321,047,000. 

A METROPOLITAN AREA OF 1,155,200 


Includes Erie and Niagara Counties, a total of 344,800 families who 
work and live along the industrially-great Niagara Frontier. Average 


effective buying power per family is $5,597. Buffalo COURIER 


AN 8-COUNTY MARKET OF 1,536,000 EXPRESS 


This area served by most Buffalo wholesalers and chain headquarters 

includes over 25,000 farms. Its 463,000 families have an effective 

buying power of almost 2% billion dollars. REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 


ROP FULL COLOR AVAILABLE BOTH DAILY & SUNDAY 


Pacific Coast 
* Income and population figures from Sales Management, Survey of Buying Power. DOVLE & HAWLEY 


MAY 10, 1954 


"COURSE They Don’t! 


ca Herkimer families DON’T eat more than twice as much as the rest of the nation. Nor do 
they pay more than twice as much for the food they buy. 


The answer to the great difference in per family food sales is that more than twice as 


many families shop for food in Herkimer as live there. . . . AND it’s the TELEGRAM 
that brings them here. 


The same is true of General Merchandise . . . of Furniture and Household items . . . 
and Automobiles. 


We’ve got a fine $86,000,000 market of 60,000 people . . . and you NEED the TELE- 
GRAM to reach them. 


National food sales per family 
* Herkimer food sales per family 


me Herkimer Telegram 


REPRESENTED BY JULIUS MATHEWS SPECIAL AGENCY HERKIMER, N. Y. 


NEW YOR K — (Continued) The “SM” symbols mark original, exclu- 
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SALES AND 
POPULATION Addo + aa RETAIL SALES ADVERTIS- 
ESTIMATES SM ING 
1/1/44 


ESTIMATES—1983 ESTIMATES—1953 


an l l FiVE STORE GROUPS 


Urban- (in thousands of dollars—add 000) 
Fami- | ized Net Per | Per 
| Cap- | Fam- 


lies | Popu-| Dollars lus | 
(thou- | lation (add ods, ita | Per General | Furn.- Auto- 
sands) |(thou-} 000) Mdse. | House- | motive 


17.6) 36. 76 ,655 aK Rr 4,3 ° ’ 4,046 ’ 10,837 
12.0 52,714 0M14\1, 493} 4,393} i F " 3,894 10,109 

52,714) 0214) 1, 493/4, 393) ° 4 3,894 ’ 10,109 
35, 186 .0143|1, 002 239 . A . 3,221 . 6,911 


17,528} .0071|1,565\4, y ; 27 673 3,198 


oe 
72,151} 0293/1, 464 ,290| 997} 12, 4,300 13,447 
28,200) .0115|1,541)5, 8,569 
.0133|1,118 ,097| ; 2,504 6,923 


-0030) 1 ,385)4, ’ é +77 955 5,055 
-0020/1 , 167)3, ’ ° ’ 134 485 


.0341|1,343/4, , : : 4,238 10,917 
-0103\1 ,376\4, 5, 09 F 2 : 3,043 ; 5,616 
.0052) 1,375) 4,736 y d \ 2,835 ® 4,224 
- 0048) 1, 257 3,897 R " 913 1,795 
.0487|1,376)4, : .0620| 3,952, 23, 10,710} 4, 21,022 
.0226| 1, 566/4,964 0378 4 14, 8,183 13, 162 


-9261|1,719/5, 496, ° 2,918 ’ 168,981 , 228,404 


3,314 ° 676 3,620 
3,471 1,828 ’ 8,214 
3,778 ° 2,292 ° 11,205 
-0081) 1,673/5, 239 20,677) . 1,193 5,481 


2 The city of New York includes Bronx, Kings, Queens, New York and Richmond counties. 


Before using these figures, see explanation page i1. 
ss and A See nts of state for SM Metropolitan County Areas. 


528 SALES MANAGEMENT 


STRICTLY LOCAL ... and we mean it 


@ In the multiple cities of Glovers- 
ville-Johnstown you can forget 
about outside influence. 


@ The story of how they live and buy is best 
explained by the 1953 score: 


Total income 
Retail Sales 
Food Sales 


Gloversville - Johnstown — 35 
miles west of Schenectady — 42 
miles east of Utica, draws retail 
trade from four counties. More 
than 200 modern stores serve the 
shopping needs of wage earners 
and farm families. 


Furniture, Hshid, Radio 
Automotive 


@ To sell this strictly local market you need the Leader-Republican and 
Morning Herald. No other paper equals their coverage of the market. . . 
has the confidence of local families and retailers. 


THE LEADER-REPUBLICAN + THE MORNING HERALD 


Gloversville, N. Y. Johnstown, N. Y. 


Represented by The Julius Mathews Special Agency, Inc. 


Definition of Consumer Spending Unit 


The “consumer spending unit” is closely related to the Census term “families and unrelated 
individuals”. . . which adds to the number of private households the income-receiving units 
living in quarters not classified as dwelling units (boarding houses, hotels, military barracks, 
colleges, etc.), as well as unrelated individuals living alone or with other families. 


In LITTLE FALLS It's TEAM PLAY That SELLS 


YOUR ADVERTISING @ OUR NEWSPAPERS 
Both go to the same place — the homes. 


people. 
Teamed up together, it’s a combination that’s 


Oh yes, 1953 retail sales made another gain 


mighty hard to beat because we both win. 
You win by an ever increasing sales volume 
and we win by pointing to the fact that the 
best advertisers are anxious to serve: our 


—that’s to be expected in Little Falls. 

The big question is how much team play can 
we both put to work. We're all ready— 
are you? 


No other newspaper car help you as much as the Times because no other newspaper 
goes into as many local homes—75% of all the families in the entire market consider it 


as part of their daily lives. 


THE LITTLE FALLS TIMES 


Little Falls, N. Y. 


Represented by The Julius Mathews Special Agency, Inc. 


MAY 10, 1954 


Western New York homes and 
families—450,900 of them— 
offer a market with more than 
$2 billion dollars in net effective 
buying income. WHAM Radio 
is the only station to sell this 
mass audience effectively. 
WHAM Radio gives you more 
listeners for your dollar 
invested. 


LETA)S LR WE RADIO SELL FOR YoU 


The STROMBERG-CARLSON Station Rochester, N.Y. 
Basic NBC - 50,000 watts clear channel - 1180 ke 
GEORGE P. HOLLINGBERY COMPANY, Naticaal Representative l 
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Pop. 
(in 
thous.)} F 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
| Pop. 
(in 
thous.) 


NuMBER OF OUTLETS 
| GM 


(Continued from page 519) | 


NuMBER OF OUTLETS 
City > 


FHR| 


County City County 


Franklin. . . 
Saratoga. ... 


Oswego... . 
Oyster Bay 


22.7 10 4 Saranac Lake 


Saratoga Springs 


9 


15 
Nassau 


Township... . 
. . Suffolk. 
. Westchester . 


Patchogue. . . 
Peekskill . . 


Plattsburg...... 


Port Chester. . 
Port Jervis... 
Potsdam.... 


Poughkeepsie . : : 


Rochester. .... 
Rome.... 


SBR 


Salamanca.... . 


Clinton. . 


. Westchester . . 
. Orange. . 
. St. Lawrence 
Dutchess. .. . 
Monroe......... 
. Oneida. . 
. Westchester 
. Cattaragus 


— 
— 


Nee 


w 
— - 
enakenarokanmran 
SoS SO et OD 


Scarsdale. 
Schenectady . 
Syracuse. . 
Tarrytown... 


Tonawanda..... 


Troy... 
Utica.... 
Watertown 


Watervliet... 


Wellsville 


White Plains... 


Yonkers... 


Westchester... .. 
Schenectady... . . 


Onondaga 
Westchester 


2 Ao 


... Rensselaer. . 
. Oneida. 


. Jefferson. . 
.Albany... 


Allegany... 


. Westchester... . 
. . Westchester . 


Qwramnowmpnvr- pow 


4 
70 
134 
14 
6 
60 
84 
22 
5 
6 
78 


EL 


COUNTIES 
CITIES 


ESTIMATES 
1/1/54 


EFFECTIVE BUYING 
JM INCOME 
ESTIMATES—1963 


RETAIL SALES 


ESTIMATES—1953 


Net % | Per | Per 
Dollars of | Cap- | Fam- 
(add U.S.A. | ita | ily 


Dollars % 


(add of 
000) | U.S.A. 


Coun- 


sales 


Per 


FIVE STORE GROUPS 
(in thousands of dollars—add 000 


) 


Furn.- 


General Auto- 
_ Food Mdse. motive 
y 


3833) 4,075 
.3199 


0109 


House- 
Radio 


Monroe 


83,674| 38,478, 132,804 
80,531} 35,363) 112,221 
1,477 454\ 4,262 


iio id'ple wie 950,810) 
ARochester. . . 588,913 

East Rochester. -0045 11,664 
A and A See end of state for SM Metropolitan County Areas. 


659.341 

1,759) 550,388 

.0047|1,620)6,1301 18,608 
© SM, 1954. 


158,848 
126,669 
2,864 


-3726| 116 


Drug 
18, 

12,424] .2575| 123 
4,007 .0065! 144 


Giefore using these figures, see explanation page 11. 


000) 
.3865|1,845|5,8 
.2394| 1,759)5, 641 


* 


WHAT THE TRIANGLES STAND FOR... 


The solid black triangles in these tables and footnotes refer to Standard Metropolitan Areas. 


The open triangle indicates SALES MANAGEMENT “Potential” areas. 


SALES MANAGEMENT 


Best of 


New York’s Big 3! 


Of the three largest markets in the Empire State, 
New York, Buffalo and Rochester, the latter has the 
highest per capita total retail sales . . . highest grocery 
sales . . . highest automotive sales . . . highest furniture 
and household sales . . . and more than doubles New 


York City’s per capita department store sales. 


N. othing could better demonstrate the productivity 
of Rochester’s trading area . . . where advertising in 
these Rochester newspapers penetrates the homes to a 
degree of saturation equalled in only one other major 


market in the country. 


ROCHESTER ‘TIMES-UNION 


Democrat 


Gannett Newspapers 


Represented nationally by J. P. McKinney & Son New York . . Chicago . . San Francisco 
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AMSTERDAM, N.Y., A 20% BETTER MARKET 


In Amsterdam, N. Y.—rug capital of | Families in the Amsterdam market mee 
America—you get a 20% better chance to $3,832 for retail purchases—$215 above 
sell. Backed by 100 great industries, plus average. The quality index is 120—a big 
high income farming areas in Montgomery 20% above average—a big 20% plus 
County, business and living standards are _— for you. 

at a high level the year round. This diver- 

sified source of income makes Amsterdam The Amsterdam Evening Recorder, with 92% cov- 


a steady and surefire sales market. conge of Auntie’ end GQ clinmal ih tii 


Well separated from other major markets, ; the biggest possible sales 
Amsterdam is ideal for intensified selling, ov a fi igor pashan. : mer 
advertising and testing. You can check opportunity. It’s Montgomery County's only daily 
your results quickly and accurately if you —»ewspaper. It is the most active salesman that you 
use local advertising. can employ. 


AMSTERDAM EVENING RECORDER 
AMSTERDAM, N. Y. 
Montgomery County’s ONLY Daily Newspaper 


* The “SM” symbols mark original, exclu- 

NEW YOR K — (Continued) sive estimates by SALES MANAGEMENT. 

SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 

1 

1/1/84 BYP ESTIMATES—1953 ESTIMATES—1953 CONTROLS 
COUNTIES poli FIVE STORE GROUPS 

CITIES Area | Urban- (in thousands of dollars—add 000) 


| General | Furn.- Auto- 
Food Mdse. | House- | motive | Drug 
| Radio 


Buying 
Power 
Index 


ee oat . 48). , 18,995) 4,524, 3, 12,056} 1,408 
Amsterdam... 32.0} . 55,840, .0227 : 845). 12,564] 4,075, 2, 8,258} 1,029 
Nassau...... | 99A T ‘ . ,046,485| .8318 ; ,003, ‘ : 287,760| 103,060) X 176,988) 19,301 
Hempstead | | 

Township.. . 566.2; .3538| 173.7 1,295,694) .5267/2, x 616,081 od 185,835) 59,471) od 120,787| 12,736 


Before using these figures, see explanation page 11. 


... you need WHLI 
to cover Big, Rich NASSAU COUNTY 


RETAIL SALES ..... . $1,003,784,000 
GREATER THAN 14 STATES 


WHLI dominates listening on Long 


Island with more listeners daytime, at a lower 
cost per 1,000 in the major Long Island Mar- 


ket, than any other station. (Conlan). LONG ISLAND. N. Y. Long lan 
PAUL GODOFSKY. Pres. 
Represented by Rambeau 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as IBM 
listings of data in the “Survey of Buying Power”, regrouped according to your sales territories, may 
be obtained from Market Statistics, Inc., 482 Fourth Avenue, New York 16, N.Y., Phone MUrray 
Hill 4-3559. 


SALES MANAGEMENT 


LARGEST “HOME-OWNER” 
MARKET IN THE WORLD.. 
LONG ISLAND’S | 


WGSM 


740 KC's — 1000 Watts 


*Retail Sales—in dominant and supplementary area 
covered only by WGSM $3,351,494,000. 


“Dominant Nassau market ranks fourth nationally in st ~~ ia tree ae "ana beled mat 
effective buying income $8,071.00 per family. sau-Suffolk. 


Nas: 
*Nassau-Suffolk ranks higher in food sales than 
13 complete states ($367,337,000). 


*Nassau-Suffolk is the 16th largest market in 
America. 


WGSM . .. The onl 


sno i 


New Haven Counties. 


ben market 


in 
piped eee a Queens, Bronx, 


of Brooklyn, 


Represented 
by Bob Keller a the richest 16% 


7 MBS ABC 


eed 


379 New York Avenu 


e, Hunting 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
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SALES AND 
ADVERTIS- 


ING 
CONTROLS 


EFFECTIVE BUYING 
SYD Ustimares—1953 


RETAIL SALES 
BY EstimATES—1953 


| | FIVE STORE GROUPS 
| | (in thousands of dollars—add 000) 
Net | %&% | Per| Per 


Dollars | of | Cap-| Fam- 
(add U.S.A. | ita | ily 
000) 


TION 
p esriN MATES 


SH 


lUrban- 
| F; ami- | 


ized 
| fies 


Popu- 
USA. | (thou- | lation 
sands) 


COUNTIES 
CITIES 
Total % 


(thou- 
sands) 


_| Buying 
Power 


General Index 


Mdse. 


Auto- 


(thou- motive 


\sand ds) 


North 
Hempstead 
Township 178.7 

Oyster Bay 
Township. 

Long Beach 

Glen Cove 18.7 


© SM, 1954. 


1117 -1723|2,372|7 ,596 54,617) 40,501 38,795 - 1527 


114.6 
20.9 


0716 
.0131 
0117 


0462 
.0163 
.0156! 


} 
-1005|2, 157/8, 
.0191|2, 253/6, 925 

2} .013211,74516, 043 


28,872] 1,456} 9,075 
11, 148) 492) 233] 2,958) 
7,288! 1,140! ,611} 5,373! 


0784 
s -0171) 131 
399}  .0136) 117 


Before using these figures, see explanation page 11. 
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HERE IS THE SALES STORY 
FOR THE WCSS MARKET 


$1525 Retail Sales Per Capita! 


42% more than national average! 


AMSTERDAM, N. Y. 


Shopping center for 6 prosperous counties in upper New York State where twice 
as many local merchants use the facilities of WCSS as any other media. 


Heard by most—preferred by most in Montgomery and Fulton Counties. 


Population 
Radio Homes 
Retail Sales 
Food 
Gen. Mdse. 
Automotive 
Drugs 

pparel 
Filling Station 
Bidg. Hardware 
Eating- Drinking 


Furniture--Hshlid. 


283,100 
84 


{800 
$305,688,000 
$83,176,000 
$17,574,000 
$14,997,000 
$52,975,000 


{004,000 
$15,175,000 
$16,915,000 


’ ) 


Sold best by WCSS 


1954 


Community Service Broadcasting Co. 
AMSTERDAM, N. Y. 


MAY 10, 


outdoor 
ee for sales 
advertising 


impact! 


where you need it when you need it 


Only Outdoor carries your mes- 
sage to people where they buy, 
when they’re on the way to buy! 


~ General Outdoor Advertising Co. 


New York City Offices Covers 1400 
110 E. 149th Street 


leading cities and towns 
60 E. 42nd Street 


NEW YORK — (Continued) 


The “SM” symbols mark original, exclu- 
MS Ee sive estimates by SALES MANAGEMENT. 
POPULATION EFFECTIVE BUYING RETAIL SALES 
JSM ESTIMATES JSAM INCOME 
1/1/54 ESTIMATES— 1953 ESTIMATES—1953 


FIVE STORE GROUPS 

\Urban- (in thousands of dollars—add 000) 

| & | ram | ized & | Por| Por "_____} Buying |Quat- 

(thou- | of lies | Popu- of |Cap-|Fam-} (add of | l Power | ity 

sands) | U.S.A. | (thou- | lation U.S.A. | ita | ‘ily ) S.A.| Per General | Furn.- | Auto- index | In- 
000 House- _ motive | Drug dex 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


COUNTIES 


) | (thou- F: Food Mdse. 
sands) Radio } 


i | | 
1,978.6] 1.2352} 675.9|1976.6] 4,267,219| 1.7346|2,159|6,313] 4, 


| 
679,051) 561,434) 284,792) ee 1.8799) 152 
| | 


| 
|1,911|5, 9931 9,857,529] 5.7205 2,710,745| 872,123! 
2 The City of N. Y. includes Bronx, Queens, Kings, New York and Richmond Counties 
Aand A See end of state for SM Metropolitan County Areas. 


2ANew York 
Clty... 00. 


| 
8,071.8) 5.0443|2,574.6| 15,428,590) 6.2715 


| 
649,889] 872,631|238,173] 5.8635] 116 


Before using these figures, see explanation page 11. 
© SM, 1954. 


QD Metropolitan Market in the Carolinas! 
and the > in the South! 


i Lg F Detailed information on Pages 
@). has a greater population within a 50-mile 216 th 229, and on P 
PREENS CON radius than any other Southeastern city*! “< + tie gm 


557 and 565. 


"1@} is one of the most important distribution 
EENSBO centers in the South*! 


- has over 1,000,000 people within a 50- 
EREENSBORS mile radius! 


GREENSBORO, NORTH CAROLINA ya 
*Federal Reserve Bank of Richmond Raprevented by Jenn & Kelley, Ine. 


GR 


534 SALES MANAGEMENT 


WHAT THIS BOOK 
CAN DO FOR YOU 
IN NEW YORK! 


“DESK TOP SALES CONTROL” 
is part of the complete sales 
package available exclusively 
to Journal-American advertisers 


= 


SALES CONTROL OF 
THE NEW YORK MARKET 


HE success of every sales opera- 

tion in New York rests basically on 
thorough knowledge of the market. 

This localized information, timely 
and accurately documented, has 
been compiled by the Journal- 
American in one invaluable Sales 
Control Manual. 

It can help you, as it has others, to 
exploit the full potential of Ameri- 
ca’s largest, most complex mark« 


NATIONALLY REPRESENTED BY 
HEARST ADVERTISING SERVICE — 


MAY 10, 1954 


rilak- ei heed 


T TAKES WOO Theta, .wii 


POINT-OF- PURCHASE 
MERCHANDISING 


N the keen competition for in-store 
display space, the fully trained 
staff of Journal-American field men 
can be your most potent ally. 
Working on a year ‘round schedule, 
these men will build displays and 
secure valuable shelf positions for 
your product; interest non-stocking 
retailers; report on brand popu- 
larity, dealer attitudes and other 
helpful information. 


aie 


LARGEST HOME- 
GOING CIRCULATION 


RE-SELL more families with con- 
sistent advertising! In New York, 
the Journal-American reaches far 
more families than the two other 
evening papers...124,000 more than 
the 2nd; 242,000 more than the 3rd. 
Enjoy the advantages of Journal- 
American circulation leadership and 
its sound merchandising program. 
They give you New York's only com- 
plete, most successful sales package. 


Journal ‘sn, American 


Dont Overlook or undersell NIAGARA FALLS! 


.. - USE THIS CHECK LIST ACCORDING TO YOUR OWN YARDSTICK 
[-] SIZE OF MARKET « create Weadaes aka \ aceite es 
|_| PURCHASING POWER © 5 Sk  cooxrm ftv corner une seer ae poe ts 
[_] MARKET STABILITY » RACE ls Seda CrUanEE ‘itn suntnpnes NTIRLY 
[| MEDIA COVERAGE bovent clas onal Gn akaen ZONE CIRCULATION 28,192 


BECAUSE GAZETTE ADS HAVE TREMENDOUS PULLING POWER, — 
LJ CONSUMER CONFIDENCE < LOCAL ADVERTISERS PLACED 10,427,633 LINES IN 1953 


NIAGARA FALLS GAZETTE 


ABC CIRCULATION 9-30-53: 32,709 National Representative—KELLY-SMITH co. 


NEW YOR K — (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


roe, | mma 
BUD 1/1/54 BYP ESTIMATES—1953 


RETAIL SALES 
ESTIMATES—1953 


CITES — |Urban- 
Total | % | Fami- | ized | % | Per | Per 
(thou- of lies | Popu- of | Cap- | Fam- 
sands) | U.S.A. | (thou- | lation [U.S.A | ita | ily 
| | sands) (thou-} 000) 
sands) | 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


— 
1274) 60.91160.7 335,053) .1368)1,648)6,51 
0604) 28.4) 168,548) .0685 ‘ete ti 
0263} 12.5) 70,866] .0887|1,678|6,646 
0163} = 40,116} .0163}1,537|5, 015} 
es 
| | 


.0167| 7.7 43,738| .0178|1,632|5, 680, 


} 4 
| 

1318) 3,715, 56,553 15,610] 10,017 43,875 

31,953) 14, 413) 6,664) 22,666 


14,464 7,119 1,421 10,560 | 


} 11,294 4,114 2,265; = 11,913 


| | 
6,919| 795| oa 5,262 0169 


Before using these figures, see explanation page 11. 


In a county with two major cities the only 
way to decide which can do the better job is 
to know what the family income is. 


In Oneida County, N. Y., Rome’s family in- 
come of $5,809 tops the other city by $943 


—that’s the extra buying power that spells 
sales. 


132,700 people regularly make Rome their 


FAMILY INCOME COUNTS MOST 


shopping center because the Sentinel gives 
them all the news every day plus all the 
doings in the retail shops—it’s practically a 
family affair. 


The Rome Market—132,700 people with an 
annual income of $197,130,000 plus a good 
newspaper to carry your message into these 
homes, is a sure way to sell at the top level 
—the profitable level. 


Only one newspaper provides complete coverage of this key market . . . 


Rome Daily Sentinel 


SALES MANAGEMENT 


Me si gat stage 2 


ee aN Ria 
Peeper ehh ey 


wie S 
Recession 


The notable shift from a one industry textile city to the 
new diversification of machine tools, electronics, fabri- 
cated metals in Utica . . . that prompted a front page story 
in the Wall Street Journal, a nationwide T.V. documentary 
on N.B.C., etc makes Utica, N. Y., one of the nation’s 
bright spots. 


Latest available U. S. Department of Labor figures, as 
this is written, show industrial employment here 9.1% 
above a year ago. Only 6 other industrial centers in the 
nation are doing as well. Sales Management’s monthly 
forecast of retail sales puts Utica 16th among 275 markets 
in the nation for probable gain over last year. 


UticA-OBSERVER-DISPATCH 


New Diversified Utica 


Second best big grocery market in the 
State. 

According to both Sales Management and the U. S. 
Census only one other Metropolitan center in N. Y. State 
exceeds Utica in retail food sales per capita. 


Utica newspapers give the most through coverage, the 
most complete receptivity for your advertising, obtain: ‘ 'e 
through any medium . . . practically every family in the 
A.B.C. City Zone; nearly 700 in every 1,000 homes in 
the entire 333,388 population market . . . no national 
magazine or broadcast program can deliver your story to 


half as many . . . on the average not to one in ten. 


Utica DaAILy PREss 


Gannett Newspapers 


Represented by J. P. McKinney & Son 


New York . .. Chicago . . . San Francisco 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
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POPULATION 


EFFECTIVE BUYING 
ESTIMATES INCOME ® 


RETAIL SALES 


1/1/54 ESTIMATES—1953 ESTIMATES—1953 


FIVE STORE GROUPS 
thousands of dollars—add 


Ipottan 
COUNTIES jpolitan 
CITIES Area 


(in 000) 
Per | Per 
Cap- | Fam- 
ita | ly 


General | Furn.- Auto- 
Food Mdse. ~ 4 motive | Drug 


1,485)5,014 ’ -1529 
1,485/4,866] 156,085) .0907 
1,549|5,809 49,738; .0289 


© SM, 1954. 


67,830) 21,264) 13,545) 43,000) 5,21 - 1460 
39,380) 15,276 9,196) 28,813) 3,3 -0707 
13,426 5,480 1,784 7,133) 1,166]  .0284 


Before using these figures, see explanation page 11. 


A and A See end of state for SM Metropolitan County Areas. 
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tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
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Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 
be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 
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pug wag youlook at tt... 


WSYR i FURS: 
in Central We 


PULSE OF SYRACUSE 
April, 1953 


72 15-min. Periods, 6 a.m. to Midnight 
WSYR FIRST in 50 periods 
WSYR SECOND ....in 22 periods SAMS 1952 


NIELSEN 1952 
WSYR FIRST by 47% to 212% 


72 WSYR FIRST by 29.8% to 239% 


(That’s all there is) 


The leadership revealed by BMB in 1947 still continues. 
WSYR is your advertising buy in rich Central New York. 


Write, Wire, Phone or Ask Headley-Reed 


WSYR-AM-FM-TV— the Only Complete Broadcast 
Institution in Central. New York. NBC Affiliate 


NEW YORK — (Continued) La Ph id 
7” SALES AND 


TION EFFECTIVE BUYING RETAIL SALES 
SM OPE ESTIMATES INCOME 
1/1/84 ESTIMATES—1953 ‘ ESTIMATES—1953 
COUNTIES FIVE STORE GROUPS = 
CITIES Area Urban- | (in thousands of dollars—add 000) 
Total % | Fami- | ized 


Per 
Cap- | F: | 
ita | ily i General | Furn.- 


26, 

(thou- of lies | Popu- of 
sands) | U.S.A. | (thou- | lation U.S.A. Auto- 

sands) | (thou- Mdse. | House- | motive | Drug 


sands) Radio 


367.3| 2296] 110.8|297.5 ’ .2526|1 ,692/5,61 i ’ y 51,357) 19,908} 71,935] 10.544] .2476 
225.2) .1407 : : 1500} 1639/5, 484 ; E z 49,738} 18,491} 64,472] 8,827] .1653 
62.3} . .2| 28. 0356/1, 405/4,81 ' ‘ , . 5,101, 3,629) 11,896] 1,241) .0379 
17.9| 0112 . ; .0111/1,522/5,239] 33, d 8, 3,375| 1,943] 4,476) 859] «.0136 
8.3} .0052} 2.5 3, .0055| 1, 62215, 15,016} .0088| 3,710} 1,040) 694) 4,419/ 191] .0064 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


Your City: One of the 400? 


This year’s Survey extends the “Leading Cities” list from 200 to 400—so that 
you will now be able to determine at a glance how a specific city ranks . . . among 
the top 400 . . . in population, income, retail sales, and in food, general merchan- 
dise, furniture-household-radio, automotive and drug sales. See “Leading Cities” 
section, pages 153-182. 


SALES MANAGEMENT 


%o INCREASE 


s . e 7 F 
in Business Firms* , 


another FIRST for 
CENTRAL NEW YORK 


2000 NEW FIRMS IN 6 YEARS (1947-1953) 
LEADING ALL OTHER UP-STATE NEW YORK ECONOMIC AREAS 


Whether you call it the Syracuse Economic Area,** as designated by 
the New York State Department of Commerce, or the Central New York 
Market, as we sell it, this key 5-County market again proves its leader- 
ship in general business activity. This increase in business firms is 
reflected in the pace-setting population growth and sales records con- 
sistently made in this leading market. 


* reported in the March 1954 issue of Commerce Review, 
monthly publication of New York State Department of 
Commerce. 


* The Syracuse Economic Area includes the counties of Cayuga, 
Cortland, Madison, Onondaga and Oswego. 


COMPLETE MARKET COVERAGE at one low cost 


In this 5-County primary market of 162,587 occupied dwellings, The Syracuse 
Newspapers daily circulation is 179,260 and Sunday circulation is 186,416. For 
testing or general sales expansion of your products in this great 
market, buy The Syracuse Newspapers... . 

1 


- - - BUY SATURATION 
< ! 


TOTAL CIRCULATION—DAILY 213,733 SUNDAY 324,984 


1 “7he SYRACUSE Wewssagers 
ALL BUSINESS " HERALD JOURNAL — POST STANDARD 


(Evening) (Morning) 
'SLOCAL! HERALD-AMERICAN POST-STANDARD 
(Sunday) (Sunday) 


GENERAL ADVERTISING REPRESENTATIVES MOLONEY, REGAN & SCHMITT 
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The New “Mid-Hudson” Metropolitan Area 


The Newburgh-Beacon and the Pough- 
keepsie markets make up the new “Mid- 
Hudson” Metropolitan Area which totals 
about 300,000 population . . . next in size 
to Syracuse. 


Figures in the Sales Management tabula- 
tions show that the areas are about equally 
divided between the southern portion (New- 
burgh-Beacon) and the northern. 


No city in New York State larger than 
Newburgh-Beacon has as high per capita total 
retail sales nor grocery sales . . . and in the 
latter, only five smaller cities do as well (U.S. 
Census of Business). 


The effect of the State Thruway and its new 
bridging of the Hudson is already causing a 
tremendous boom in the Newburgh-Beacon 
southern part of this area . . . recently fea- 
tured in special articles by the New York 
Times and others . . . This is the area in 
which this local evening newspaper delivers 

% home coverage . . . a market of more 
than $89 million retail sales that cannot ade- 
quately be reached by any other medium .. . 


no other newspaper, nor magazine nor radio- 


T.V. show. 


The Newburgh-Beacon News 


A Gannett Newspaper 


Represented nationally by J. P. McKinney & Son 


New York @ Chicago @ San Francisco 


NEW YORK ~— (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


POPULATION wrens pps 


ESTIMATES 
1/1/84 SBD Estimares—10s3 


SALES AND 
RETAIL SALES ADVERTIS- 


COUNTIES litan| | ] 
CITIES Urban- 
Total | & Fami- ized 


(thou- | of | ties | Popu- 
sands) | Sac | me 


sands 


ING 
ESTIMATES— 1953 CONTROLS 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) ont 
juying |Qual 
| | Power 
| General | Furn.- Auto- | Index 
Food | Mdse. — motive Drug 


Orange ’ 0878 ar 84.6 ,830| .0959|1,512/4, 
ANewburgh- 

Beacon $6.6) 0291) 4 77, -0816|1 ,672\5,411 
ANewburgh 32.0) .0200 256} .0212|1,633/4,977 
Middletown... 22.8} .0142) 6. , — 649|5,784 
Port Jervis .2} 0057] 3. ! .0055} 1, 478|4, 249] 


we 12,556) 10,063 8.79 4,521) .1024 
29,234, 7,412) 4,916| 16,271| 1,888] .0s72 
17,621] 6,397; 4,411] 13,985] 1,326) .0262 
10,346] 3,192} 2,322 ; ; .0176 
5,337 948} 1,129] 2,777 364) —_.0069 


4 and A See end of state for SM Metropolitan County Areas. © SM, 1954. 


Before using these figures, see explanation page 11. 


INDUSTRIAL— AGRICULTURAL You’ll reach 13,556 ready-to-buy 
readers in this prosperous commu- 


.-» your best all ‘round market! 
cover it with the 


nity . . . only through the ONE- 
ONTA STAR. That’s complete, solid 
coverage of this growing market! 


Population apa 13,700 
Retail Sales .... $26,684,000 


ONEONTA STAR Se 
ny. 


General Advertising Office, 911 E. Main Street, Endicott, New York 


SALES MANAGEMENT 


YOU REACH 


ZINES nna 


"inthe TROY.N.Y. MARKET 


Remember the true Troy is the Troy City Zone— 
Troy plus Watervliet, Cohoes, Green Island, 
Waterford and Latham. 


Here are the NEW figures on this 
Troy City Zone area: 


Population . 123,500 Total Net Income . .$203,687,000 
Families _... 37,100 Income Per Family $5,488 
Coverage .. 99% Total Retail Sales .. $154,284,000 
$44,714,000 

Automotive Sales $29,334,000 


Circulation: 46,444 
A.B.C. (Sept. 30, 1953) 


THE RECORD NEWSPAPERS 


THE TROY RECORD (MORNING) 
THE TIMES RECORD (EVENING) 
TROY, N. Y. 


Eo ee ee ee 


The “SM” symbols mark original, exclu . 

sive alien by SALES MANAGEMENT. N E WwW Y @) R K — (Continued) 
SALES AND 

PULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 

9 SH 1/1/54 SYD Estimares—1953 ESTIMATES—1953 CONTROLS 


COUNTIES _jpolitan | | | | | | FIVE STORE GROUPS | 

CITIES Area | |Urban- | Coun- (in thousands of dollars—add 000) 

% | Fami- | ized Net g Per | Dollars % t Buying 

of lies | Popu- Dollars Fam- Sales | Power 

sands) | U.S.A. | (thou- | lation (add 8. i 000 8. Per yy Auto- Index 

sands) (thou- 000) } Fam- Mdse. motive 
sands) ily 


20.7 0192) 9.6) 11.5] 38,247, .0156/1,246)3, 091} .0193| 3,447, 8, 5,206 
0502} 23.9] 38.7] 99,923 .0408/1,244/4, 785} .0440| 3,170| 20, b . 12,214 
0142} «6. 29,328] .0119|1,29214, a74| 8,717 7] 2, 4,976 
0088} 4. 21,362| .0087/1,515/4, 745). 2, a 3,923 
0328} 16.7| 17. 69,377, .0282|1,319/4, 779). : ; ; 10,146 
0087} 4. 20,888} .0085/1,492/4,7 28,579]. ; : 4,748 


29,907) . » 152/4, 398) . ° ’ ‘ 7,368 
3,400,902) 1. ° 6,468) 1,621,880) . ’ \ A 224,880) 26, 
219,604) . ,608/5,216) 146,728) . ° A 26,753 
112,039) . ,539/5,211] 112,624) . 7, P 22,141 


99A 95.6} .0597 m ° 146,137; .0504 5,91 80,803) . ’ ’ ’ 14,614 0557 


1246 ° . 351,525) .1429)1, sa 171,881). ’ ’ ’ 23,034) 4, 1264 


6.1} .0038 - 9,144) .0037/1,499/5, 20,384) . - 2,809) 6, 264 -0062 


2 The City of N. Y. includes Bronx, Queens, Kings, New York and Richmond Counties. ( ; b Before using these figures, see explanation page 11. 
A and A See end of state for SM Metropolitan County Areas. 
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§ For the past 32 years, WGY has been serving Eastern Upstate New 
York and Western New England. This populous and prosperous area 
contains: 


22 cities over 10,000 population 
2,983,996 people 
878,130 families with 
$4,396,393,904 effective buying income 
= . - ak. - — --- 
*The WGY area is so named because its retail sales is exceeded by only 16 states. 


STUDIOS IN SCHENECTADY 
50,000 WATTS 
A GENERAL ELECTRIC STATION 


TACT YOUR 
- CHRISTAL MAN 


NEW YORK e@ CHICAGO e SAN FRANCISCO 
DETROIT @ BOSTON 


WGY 


The “SM” symbols mark original, exclu- 
___ sive es imates by SALES MANAGEMENT. 


NEW YORK— (Continued) | 


EFFECTIVE BUYING 
INCOME 
ESTIMATES— 1953 


RETAIL SALES 
ESTIMATES—1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


SALES AND 
POPULATION ADVERTIS- 
SM ESTIMATES ING 
1/1/54 CONTROLS 
Metro- 
politan 
Area 


COUNTIES 
CITIES 
Net % 


Dollars of 
(add 
000) 


| Per | Per 
Cap- | Fam- 
U.S.A.| ita | ily 
| F; Food 


General | Furn.- | Auto- | 
Mdse. | House- | motive | Drug 
| Radio | 


St. Lawrence 
Massena 
Ogdensburg 
Potsdam 


Gouverneur 


27.9| 47.9 
4.4) 
4.1] 
1.8) 
1.6 


.0493| 1, 198/4, 346} 
.0088} 1549/4, 893 
. 0089) 1, 34215, 335 
- 0046/1, 454/6 , 220) 


| 
14,565! 2,304 
4,170} 389) 
1,540} 428 


| 
8,724, 4,548) 
| 1,524] 1,062 
.0108 1,986 1,200) 


0078 


1,707} 990} 1,482} 186 


0026 1, 27714, 071 .0077! 966! 838) 2,729! 189 


© SM, 1954. 


Before using these figures, see explanation page 11. 


27” by 41”... 
indicated by county color . 
Million to $100 Million . . 


Write today for 
SALES MANAGEMENT’S 


1954 


COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


in 6 colors . . 


. all metropolitan areas clearly defined . . . differences in retail sales volume 
. . Red for counties with $100 Million or more 
. Yellow for counties with $25 Million to $50 Million . 


.. . Green for counties with $50 
. . Blue for counties with 


$10 Million to $25 Million. Special markings indicate counties whose family sales exceed U. S. family average. 


More than 1570 cities with $20 Million or more sales . 


. . City population indicated, as of January 1, 1954. 


PRICE: $3.50 a single copy . . . $3.00 each for two or more. 
SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


SALES MANAGEMENT 


In Schenectady, N. Y. 


The Leader for over 59 years 


1951 1952 


arya s and GOING 


SCHENECTADY GAZETTE 


ae 


7 : STRONGER 


Bonz 


REYNOLDS-FITZGERALD, Inc., National Reps. 


_ CIRCULATION-ADVERTISING 


"News Content and Pages Published 


eS NEW YORK — (Continued) 
SALES AND 
EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


Sy7p estimates INCOME @ZD> ING 
1/1/54 JM ESTIMATES—1953 ESTIMATES—1953 CONTROLS 


COUNTIES | , FIVE STORE GROUPS | 
CITIES Urban- | (in thousands of dollars—add 000) | 
Total % Dollars _____| Buying /Qual- 
(thou- | _ of (add Power | ity 
sands) | U.S.A. /US.A.| ita | ily S.A. | Per - | Auto- Index 
| sands) 000) | Fam- | ; motive 
| nds | 


| sai ) 


Saratoga 4) 0496} 24.2) 43.2 ,569) .0470|1,456)4,776 ,099} .0454) 3,227) 21,253} , h 12,020 
Saratoga . | } | | } 

Springs . a 4.8) .0083} 1, 282}4,273 : 5,233 : ; 5,755 
Mecha nicville .8| .0049} 2.3} .0046/1, 456/4, 938 .007 3,750) 2,517 : 
Schenectady. . . 9.0949) 48.9/131.7 | .1159/1,878/5,833 ; j 46,142! 31,608) 4, . 1096: 
ASchenectady 94.1} .0588} 30.2 ,815| .0686]1,794/5, 590 .0940} 37,564, 17 29,489} 3, .0743 
Schoharie 7} 0148) 7.2) 3.4 01231,271/4,183} 26,609! 0155) 3, 5,994, 1, 6,660 0138 


| | 
Schuyler d 4.6) 3.2 | -0063)1,043/3, 15,803) .0082) 3,435, 3,332 3,538 .0077 
Seneca... 0194, 8.2! 11.9 .0145'1, 150/434 24,569) .0143| 2,996, 6,433! 4,405 .0165 


Aand A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11, 


Not a REview ... but a PREview 


of next month’s retail sales volume in more than 200 cities. In every first-of-the-month issae SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in leading U. S. Cities. We give the sales volume, the 


a ; . ‘ : 
percentage of change from the same montlr last year and its relation to the national change for the same period. 


The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spot 


Cities” alerts you to changes in the making . . . each month. 


MAY 10, 1954 


NEVER MIND THE SLIDE RULE 


The Corning, N. Y. market doesn’t need any masterminding. 
All it needs is good hard selling and advertising. 


When a market with $99,620,000 income is bedrocked by such 
world leading industries as Corning Glass Works, Ingersoll 
Rand and Westinghouse, you know you are in the right place 
to sell. 


High income and sales tell the story. 


1953 family income of $6,337—$504 above the state and $1164 
above the nation. 


41.5% of the families are in the above $4,000 income grou 
and account for 67.3% of the total money. Retail sales in the 
Corning market totaled $59,964,000. 


Selling in Corning doesn’t require a slide rule—all it takes is 
a hard hitting advertising campaign. 


The only medium giving you complete penetration of this rich market is 


THe CORNING LEADER cornr<, ». v. 


Represented Nationally by Julius Mathews Special Agency—Send for your copy: “Meet Jim Foster”’ 


NEW YOR K — (Continued) aa The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMEN 


SALES AND 
LATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
BYP 1/1/54 =" ESTIMATES—1983 GLD estimares—ioss 


ING 
CONTROLS 
COUNTIES B ‘ 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 
_} Buying 

Dollars =| Foe Power 
(add U.S.A. | ita | ily .S. General | Furn.- 

000) | Mdse. | House- 

| i Radio 

oo }---- | EE a _ 

Steuben... : 0892) .5| 42. 128,974) .0524|1,362/4,52 .834| .0568| 3, ‘ 7,564) 3,872 
Corning. . 3} 0114 3} 33,586) 0317/1, 835/6, 337 5 0153} 5, 56 2,516} 1,454 
Hornell. . . 1} .0094) 8 21,049 -0086}1, ,394\4, 3 ‘ .0146| 8, 2,387 1¥193 
Bath... 7) .0036 .9| 8,305| .0034)1,457/4,371 ; .007 2,43 675 566 

Suffolk... 2) 2119 ‘ y 506,485). ,493| 5,371 5 f , L 14,560} 12,989 
Patchogue » 0051 2.6) 13,341) . il, 5,131 4,275 1,019 
Babylon t j .0041 $. 8,666) .0( ’ 4,127 210 732 

Sullivan... .... .2| .0264 : . 54.436} . ,290)4, 2,485 2,433 
Monticello. 4) 0027 4 8,369) . ,902|5,978 726 
Liberty... 9} .0031 .6| 7,164). ,462|4,478 456 560 

ES 4) .0196 .8| 12. 38,786) . 3, 3,551 789 

Tompkins. . . .9| .0406 ‘ ; 102,564 ; 6,216} 2,786 
Ithaca. ..... 29.8} .0186 : 49,408} . ,658|6 , 677 5,565 

i... .8| .0599 ; ; 132,375 7,273} 5,613 
Kingston. . .0| 0181 9. 46,139 5,299 3,721 

.0253 -8| 20. 56,172 5,368} 4,094) 
0125 4| 32,180 4,687} —2,757| 

| 0298} 14.1) 18.8 55,701 1,306 621 

.0370| 18.5] 18.4 75,152 : 3,248) 
0071} 2.7 18,114 16,616} 006 ,279| —1,399| 
-4111|  197.2/616.9 | 1,538,947 936,888) . ‘ * 67,742) 
.0985} 48.0 358, 069 169,950] 06 r 6,987 
.0299 119,836]. , ,87 162,924) .095¢ ,244| 34,480 
.0464 ; 177,993). ‘ : 115,290} .0670) | 38,869) 4,771 
.0376 ; 158,137! . , . , ‘ 23,851] 7,813 
0152 j 44,501). ,835)6, 41,798) .024: 802} 1,781! 
0114 : 31,421] . ; Q 36,306) .0211) 206} 1,824! 
.0102 ; 29,911) . ‘ ‘ 26,366) . .249] 781 
.0042 ; 33,312). , 20,588}. 7,589) 391)- 
.0038 : 12,166) . , ; 18,308}. 346 339) 

0084} 3. 68,976) . 5, 147/191 18,021). ,821 430| 


CITIES 


Net % 
of 
| U.S. 


— 


pgeegs8 = 


& 
~ 
n 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


Retail Sales — Westchester County, New York 


Gs 1954 
He upp to you Wr. Space Saeer 


And send the check to your BEST salesmen, the 
newspapers that reach 7 out of 10 Westchester fam- 


ilies. For local news and BUYING DECISIONS —in 
W estchester, it has to be the... 


Wovdehoatir (raup-leoapapen 
REPRESENTED WATIOUALLY BY KELLY-SMITH Cb. 


*1951-1952 from Sales Management Survey of £ 


ing Power. 
1953—estimate based on previous yearly retail 


MAY 10, 1954 


for 
COVERAGE @ IMPACT @ PENETRATION 


in the 


NEW YORK TV MARKET it’s 
nn , se 2 » we 


TV Homes .. . . 4,200,000 


E.B.l. per family. . . $6,130 (average) 


RETAIL SALES 


Total Dollars. . . $17,925,584,500 
Food . . , 5,009,333,000 
Gen'l Merchandise ping 1,485,304,750 
ee. «a. 429,212,750 
House Furnishings . 1,138,122,500 


W '@ f V channel 13 Represented ar. by Weed Television Corp. 


TELEVISION CENTER * NEWARK 1, NEW JERSEY 
BArclay 7-3260 (N. Y.) Mitchell 2-6400 (N. J.) | | 


NEW Y ORK— (Continued) The “SM” symbols mark original, exclu- 


sive anus by SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
G@ ESTIMATES v7) INCOME 
hedaso Oo ESTIMATES—1953 ESTIMATES—1953 


COUNTIES | “4 | ant | | FIVE STORE GROUPS 
ciTi | (in thousands of dollars—add 000) 


Furn.- Auto- 
Food House- | motive | Drug 
Radio 


6,888 859 948} 630). 0131 

5,490) 579, 3,865) 542] .0125 

7,006 737| 2,345, 615)  .0085 

j ‘ 5,738 1,541 1,220} 459]  .0087 

.0149)1, sal 5 J y 7,061 2,273, 1,494) 6,466 .0177 
223) 


-0100| 1338/4, 9,879 1,089 1,250 4,880 0119 


Total Above Cities , 266. ‘ 837. 23 , 252,533) 9.4516) 1,896)6,060]16, 376,731) 9.5187 |4,382, 139 1,651, 216|1,027,217|2,097,671/385,069} 9.1145 


State Total. .... 588.3) 9.7415)4 838.1) 134436/26 , 219 ,931| 11.4708| 1 , 810/5,833]18, 809, 171| 10.9324 3,888|5, 063, 585|1,731,326|1,087,62212,495,943/436, 902} 10.9634 
Metropolitan County Areas 


171.1) 439.8] 942,265) . ,753\5,507) 719,560) . ° ° 101,091) 38,379) 123,588) 12,504)  .3840 
58.7) 153. 324,061) . ,672|5,521} 219,989) . ’ ° 29,541, 13,461) 41,466) 5,324) .1285 
-7218| 344.8/1010.2] 1,929,860) . ,671|5,597) 1,434,206) . ° ’ 187,658} 70,258) 287,334) 35, -7867 


| 
10,063.4 6.28893, 160.7 9787.2119, 666,644! 7. ,954'6,222112,211,315| 7. y 406 ,698'1,059,537) 779,315|1,278,166/289,210! 7.3842 
Before using these figures, see explanation page 11. 


INDUSTRIAL SALES DATA FOR ALL COUNTIES 


Industrial data for all counties—not just the leading 100—are available on IBM cards. Address 
Market Statistics, Inc., 432 Fourth Avenue, New York 16, N.Y. Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


1130\|ON YOUR DIAL 


565 Fifth Avenue, New York 17, N. Y. 


MAY 10, 1954 


PULSE OF SYRACUSE 
April, 1953 


72 15-min. Periods, 6 a.m. to Midnight 
WSYR FIRST in 50 periods 
WSYR SECOND ....in 22 periods SAMS 1952 


NIELSEN 1952 
WSYR FIRST by 47% to 212% 


WSYR FIRST by 29.8% to 239% 
(That’s all there is) 


The leadership revealed by BMB in 1947 still continues. 
WSYR is your advertising buy in rich Central New York. 


Write, Wire, Phone or Ask Headley-Reed 
WS?’ WSYR-AM-FM-TV— the Only Complete Broadcast 
570 KC 


Institution in Central New York. NBC Affiliate 


NEW YOR K — @JD Metropolitan County Areas — (Continued) 


POPULATION EFFECTIVE BUYING RETAIL SALES 
SM ESTIMATES SM INCOME 
‘ 1/1/64 ESTIMATES—1953 ESTIMATES—1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


2 | do 
S.A. 


U General 


Mdse. 


161.8) 450.4 . ’ ’ ° 83,674 
110.8) 287. ° ’ A . 51,357 
89.1) 210.0 ° ° ’ ° ° ’ 25, 502 
21.7) 38.4 . ° A A . 4,369 4,973 
29.0) 67.4 ° 1,515/4,842) . ° 10,359 6,993 
46.7) 86.7) . ° 1,454)4 406) . ’ ’ 13,852 7,847 


86.1] 153.0! ° « 1, 524'6, 315) ° . 29,166! 17,878 
Before using these figures, see explanation page 11. 


JAMESTOWN PULLS 


‘a 35 MILE RADIUS — COVERING 3 COUNTIES 
NEW YORK—Chautauqua and Cattaraugus—PENNA.—Warren Co. 


HERE'S A SHOPPING CENTER THAT'S ISOLATED 
% 70 Miles From Buffalo + 60 Miles From Erie % 155 Miles From Pittsburgh 
uae (Trous.) 


Per Family 


came aw o ac aw oad 


salestieetientin Heaknet 


WARREN CO. 
po B U.S.A. 


ony ENING rar POST-JOURNAL ssn rssase 


SALES MANAGEMENT 


3 
| 
| 
be 


DON'T BE FOOLED 


Yyy 
Vy 
YW 


AALS 


ts y yy 
my » 2 
2 L, 
% 
Y 
Fi '° Y 
3% Y 
A >: typ 
4 Yi, 
Z J j 
z a J @ 
4 4 MZ 
g q 
“” é y 


IN ROCHESTER Pulse surveys and rates the 427 quarter-hour periods that WHEC is on the air. Here’s the score: 


STATION STATION STATION STATION STATION STATION 2 

WHEC B %e WHEC carries ALL 
FIRSTS.....274... See ee of the “top ten” 
WEB. ii 5° OORs ‘ ; daytime shows! 


HOW ABOUT LOCAL SHOWS AGAINST LOCAL SHOWS IN ROCHESTER? 


* F H ime there ar 
WHEC B Cc D E F ccateniities ta these Note 


OE RS anes ieee RE eS eo eeaeen ioe 


| PE PARE ee UR) Le, Rao Rhu ae 


WHEC has consist- 
ently led in Roches- 
ter audience ratings 


since they were first 

inaugurated in 1943. a 

Material in this ad- i Arse 
vertisement is from 


the — a re- NEW YORK 
port before closing. 5,000 WATTS 


MEMBER G.\NNETT 


Representatives: EVERETT-McKINNEY, Inc. New York, Chicago, LEE F. O'CONNELL CO 


- 
Lo 
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NEW YOR K— @ Metropolitan County Areas — (Continued) baa A pay Fy vy 
POPULATION es Erne RETAIL SALES AoveR 
WD ive ESTIMATES —1983 BYP EsTIMATES—1953 


Ipostean : FIVE STORE GROUPS 
Area | Coun- (in thousands of dollars—add 000) 


General | Furn.- Auto- 
Food Mase. _— motive | Drug 


Watertown... ..| 228 87.1| 0544) 27.0, 40.1] 119,865) 0487 1,378/4, 439) -0620) 3, 23,665, 10,710, 4,920 21,022 2,635) 0639 


Total of Areas 13.823.4 8.6386 4,307.5 '127342|25, 892,309 10.5246 1 ,873/6,011]16,875, 2671 9.8085, 3,918/4,565,432/1 ,606,816/1,019,718 2,147,111 /396, 6291 9.9326) 115 


NEW YORK— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 NET INCOME GROUPS, 1953 


COUNTY | $7,000 & Over sumer $4,000-6,999 7.00 & Over 
7 % % Units % % % 
% (000) J Dol- 
lars | Units 


17.3 9 35.5| 15.8 41. 130.6 

26.3) 25.5 37.2] 7.1 y 20.6 

14.5 | 38.6 36.9 | 18.3 X i] Peas. val 54.0 

16.4 5 40.2 . " : 9.9 

23.1 | 29.9 37.9 . ; 26.5 

21.6 | 32.8 39.5 | 10. , 18.7 

22.0) 35.3 42.4 | 10. : 6.4 

20.0 | 34.7 40.1 | 12. ’ 553.4 

26.7 | 26.9 35.4/ 9. ‘ ae 48.1 

23.7. | 27.3 37.1 ; . i 62.2 

26.5 | 27.6 35.3/ 9. A 27.7 

27.6 9 36.2) 9. . Ea 33.1 

28.7 | 26.0 37.0/ 7. ; I} 26.4 

24.6 17.2 36.6 . ' =a 54.4 
23.3 15.2| 40.5 40.9 | 15. : | 8.1 
34.2 31.4 9 36.9) 6. . 4.7 
32.1 29.6 / 22.1 31.7] 8. ’ 8.6 
30.4 24.4 | 31.2 38.8) 9. , 31.3 
‘ 28.7 20.4 | 36.7 40.9) 11. ; ee: 99.6 
9.8 | 39. 9 | 31.0 30.8 8 36.6 ; ; 14.9 
1.3 . 9 | 38.6 36.6 | 21.5 31.7 : : 10.3 
20.5 4 .2| 30.1 24.3 4 39.4 3 . i] 29.0 
29.8 ! 0 | 28.7 23.7) 28.9 36.9] 9. , i} Tat 32.9 
933.6 | 21. -5| 25.2 16.6 | 36.6 37.0 | 17. ; Teas. 13.6 
B 7.0 | 36. -O | 32.2 30.3| 24.1 36.2/ 6. . ae 14.6 
12.6 | 33. 5 | 29.2 25.1 8 37.2/ 9. ; 18.4 
17.2 | 35. 6 | 26.6 21.7 | 28.2 36.8 . . , 221.1 
178.9 -3| 23.0 14.3 | 38.3 37.1 , ‘ 9.8 
20.5 9 | 25.6 17.2 | 36.3 37.9) 16. . 6.8 
288.8 | 14. -7| 15.4 7.2] 38.2 27.7 
946.6 | 31. .0 | 31.0 20.0 / 23.4 25.2 : . i] Ried 5,493.2 
66.8 . 5.3 | 22.8 14.9 0 44.0) 14.3 : i] j—_— ———| 
75.4 | 24.6 7.1 | 28.0 20.0) 39.0 | 12.4 /55,059.3 | 30.3 9.1 | 26.0 19.2 30.7 35.4 | 13.0 36.3 


* . *,? : i war . lorida, 
CAROLINA * — Counties and Cities — iy. t.tisd'* my dtm "ig tgs 


| 76.8| ma 20.2) 32.4 103,543) .0421/1,348/5,1 64,163) .0373 3,176) 15,127 5,724] 5,715, 15,398, 16,17] .0418) 87 
0168 


26.9) A 7.7 42,421) .0172/1,577 5,509 46,462) .0270 | 8,158 4,994 4,152) 11,763) 1,133 -0201} 120 


15.0, .0094 34.... 11,112) .0045) 741/3,087 6,375) .0037) 1,771) 1,370 692) 354° 2,182} + 102} = 0053) 56 


| 8.1} ooo! 2.4]... 5,577, .0022, 6892,656) 2,921 .0017, 1,391 452 514 73| 808} 48}. 0026 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 
ee page 554 for list of N. Carolina cities and their retail outlets. 


one of North Carolina’s 


Burlington fastest growing cities . . . 


_13tk in population 


4th in Per Capita Income — $1,577 . . . 6th in Per Family Income — $3,782 .. . 
7th in Per Capita Retail Sales — $1,727. . . Ist in Per Capita Furniture, Household, 
and Radio Sales . . . 4th in Per Capita Automotive Sales . . . 5th in Quality Market Index. 


For additional information, write: J. S$. May, Mayor, City of Burlington 


— 
| 
| 
| 
I, or Burlington Chamber of Commerce, Burlington, N. C. 


550 SALES MANAGEMENT 


PHIL AGRESTA'S 
“Carolina News” 


has 59%. 
46% at 9:00 A.M. 


40% in the after- 
Se cas See 


PATTERSON, ‘By 


Jimminy”. DOUG MAYES gets 


to 62% Saturdays 
with “Farm Market 
“Anything Goes” for Reporter”. 

49% on Monday 

nights with GIL 

STAMPER. 


45% gather daily 
at ARTHUR SMITH'S 
“Corner Store”. 

35% for JEANNE 

ALEXANDER and 

“Jeanne’s Journal” 

Soturday AM's. 


GRADY COLE... for 
22 years "Mr. Radio” 
in the South with a 
52% share of 


audience. 
LEWIS MARTIN'S 
HPL packs a 39% in 
the afternoon and a 
52% by “Starlite 


Salute” CLYDE McLEAN'S 
NEWS has 57% of 
the 6:00 P.M. traffic. 


A 61% share for 
ALAN NEWCOMB'S 
Sunday evening 
" ” Many on the street 
Evensong”. and 51% at home for 
ee FLETCHER AUSTIN'S 
“Streetman”. 


g BOB RAIFORD’S Late in the evening 
“Robert D.” race FRED KIRBY'S “Hill- 
platters attract 38%. billy Star Time"’ 

reaches 55%. 


Z 


JACK KNELL whose 
newscasts command 
62% of the available 
ears at 12:35 P.M. 


wa\ [ys 


Meet WBT’s criteria, each with his 
own individual “take” of the 
audience, according to The Pulse, Inc., 
March 1953... from 35% to 62% 
shares of audience, each personality 
leading all other competition. 


Each of WBT’s Pulze-powerful personalities is a criterion 
of excellence in nearly 400,000 North Carolina and 
South Carolina radio homes. Creating a daily diversity of 
broadcast banter, information, syncopation and public service, 
they couple their individual personalities with the 31-year 
personality of WBT’s 50,000 watts—to provide unmatched 
coverage and penetration in the Carolinas market 


CHARLOTTE, N.C. 
JEFFERSON STANDARD BROADCASTING COMPANY 


Represented Nationally by CBS Radio Spot Sales 


Buying POWER is accompanied by Buying DESIRE 
in the new North Carolina 


With a large population — 10th in the 
Nation! — and leading the Advancing 
South in Manufacturing and Farm In- 
come, North Carolina is a prosperous, 
receptive and active market. 


Buying power and buying desire are 
stimulated by increased incomes which 
accompany accelerated industrial devel- 
opment, diversified agricultural produc- 
tion, and the expanding use of North 
Carolina’s natural resources. 


These ready-to-buy people with money 
to spend — a group that includes pur- 
chasers of heavy industrial and agricul- 
tural equipment as well as general con- 


sumer items—are easily accessible 
through well-established channels. 


For a test campaign in a pin-pointed area, 
or a mass sales effort blanketing the State, 
there are in North Carolina 48 daily and 
164 non-daily newspapers, 148 radio sta- 
tions, 9 television stations, and other 
forms of effective communication. 


Department of 
CONSERVATION AND DEVELOPMENT 


North Carolina 


NORTH CAROLINA— (Continued) 


The “SM” symbols mark exclu- 
sive estimates by SALES wakncewenT. 


POPULATION 


@ ESTIMATES INCOME 
1/4 


EFFECTIVE BUYING 
ESTIMATES—1953 


past 


Net 
Dollars 
lation 9 


18,424) . 
12,298) . 
8,307) . 


27,747) « 
8,918) . 
18,366) . 
19,811; . 


FIVE STORE GROUPS 
Power 
House- Drug 
1,715 ° e 
816 é 1 d 
716 1 e 
2,400 5 . 01 
1,781 » - 443)_—C(‘<C‘W 
1,851 ’ 5 
2,762 . 31 .01 


plgs8e eae 


Before using these figures, see explanation 


5,000 Watts A B C 
WASHINGTON 
NORTH CAROLINA 


WRRZ 


1,000 Watts A B C 
CLINTON 
NORTH CAROLINA 


“GOLDIE” 
REPRESENTED NATIONALLY BY THE WALKER COMPANY 


SALES MANAGEMENT 


ASHEVILLE se “UP”! 


Again the fast-moving 19-county Asheville Market moves up to new highs! A selling opportunity 
for you every month in the year—this prosperous industrial-farming-tourist-mining “empire” of 
512,100 people! And remember: The only complete coverage is through Western North Carolina’s 
family newspapers—The Asheville Citizen, The Asheville Times! 


ANNUAL RETAIL SALES ANNUAL BUYING INCOME 


(19-COUNTY MARKET) (19-COUNTY MARKET) 


$307,465,000 *477,529,000 


Recognized As A Superior Test Market. May We Send The Facts? 


Mart Dt en fom $8 1994 Sry of Devin Po WE HELP YOU SELL! 


Route lists, surveys, bulletins to grocers, 
RECORD 


etc. Tie-ins solicited. 100% cooperation 
INDUSTRIAL 


from a trained staff. Put your problems 
GROWTH 


up to us! 
Let Us Send Detailed Market Folder 
Representatives: The BRANHAM Company 
in the Asheville market: ; -CG— 
Since 1949, thirty-five ma- a Asheville, | G Ti, 
jor industrial plants estab- 
lished—a gain of over $117 


/ : \ 
million in buying power. 


ASHEVILLE 
PRESTIGE CITY IN 


FOOD AND DRUG 


classifications. Per capita 
leadership among all com- 
parable cities of North 
Carolina. 

Per Capita Food: $323.73 
Per Capita Drug: $ 63.08 


MORNING EVENING 


CITIZENS TIMES 4 


SUNDAY CITIZEN-TIMES 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


NORTH CAROLINA — (Continued) 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
oe BY LD 1/1/54 BYP ESTIMATES—1953 ESTIMATES—1953 CONTROLS 
COUNTIES |politan FIVE STORE GROUPS 
CITIES | Area Coun- (in thousands of dollars—add 000) 

Total % Fami- | ized Net % Per 

(thou- | of | ties |Popu-| Dellars | of | Cap- 

sands) | U.S.A. | (thou- | lation (add U.S.A. | ita 
Brunswick....... 20.3} 0127} 4.6)... 12,908! .0053| 636 46 
Buncombe... 7 | 128.7| .0804| 35.0] 61.5 | 163,626| .0665|1,271/4, 87 
AAsheville 55.2} .0345] 16.3 75,238| .0306|1,363/4, 115 
Burke........... 48.6} .0304| 11.5] 12.0] 44,279 .o180| 911/3, 62 
Morganton 8.7} 0054 2.6 9,161] .0037]1,053/3, 98 
Cabarrus........ 66.2) .0414 17.8] 44.4] 84,087 .0341|1,270/4, 87 
Concord....... 17.1] .0107} 4.9 22,042} .0090]1,289/4, 107 
1 Kannapolis 30.0| .0187| 8.1 44,850} 0182/1, 495/5, 98 
Caldwoll........ 46.4| .0290| 11.2} 8.6] 43,159] .0176| 930/3, 68 
Lenoir........ 8.2] .0051] 2.5 8,339 .0034]1,017/3, 108 
Camden......... 8.3} .0033} 1.4)... 4,079| 0016) 770 4B 
Carteret......... 25.4| .0150} 6.5] 9.3] 26,067) .0108/1,028 68 
Caswoll......... 21.11 .0131] 4.8)... 13,942) .0057| 661/3, ar 
Catawba........ 68.2) .0414| 17.5] 22.6] 77,919] .0317/1,177\4, 81 
Hickory....... 16.0} .0100 4.6 20,976} .0085)1,311/4, 125 
Chatham........ 25.6) .0160} 6.3| 2.6| 20,376] .0083| 70 63 
Cherokee........ 18.6} .0116} 4.4)... 11,971} .0048| 6442, 84 
Chowan......... 12.91 .0081] 3.0] 4.71 10,604] .0043| 822 63 


1 Kannapolis is in Cabarrus and Rowan Counties. 
A and A See end of state for SM Metropolitan County Areas. 
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BIGGER TOTAL SALES & BIGGER SALES GAINS 


IN THE 


GREENSBORO METROPOLITAN COUNTY AREA 
THAN IN ANY OTHER AREA IN THE CAROLINAS! 


STEADY Does It... 


DURHAM, North Carolina is unique 
among metropolitan markets. Its economics 


are free of flash booms and depressions. 
DURHAM can ride with the waves. 


For example, this SM Survey shows 
population at 108,400 compared with 
106,400 last year, and retail sales at 
$117,968,000 compared with $115,321,- 


with the permanent influence of Edu- 
cation and Medicine. Here are main 
factories of both Liggett & Myers and 
American Tobacco Company, among 


000 last year. Nothing spectacular but, others. Here are three outstanding Population— 
as for more than 30 years, a steady SS ee ‘ 
upswing. And, as no serious advertiser grey Pir a epegine tere td 108 400 

need be reminded, today a dependable of North Carolina, and North Carolina ° 

market is more important than ever. College. Here is the South’s greatest Retail Sales— 
Reason for Durham’s steadiness: Its concentration of medical personnel 


recession - resistant industries blend and facilities. $117 968 000 
, , 


DURHAM HERALD & SUN NEWSPAPER 


Durham, North Carolina - Represented By The Katz Agency 


N ORTH CAR OL INA— Counties and Cities _ (Other South Atlantic States: Delaware, District of Columbia, Flor-— 


ida, Georgia, Maryland, South Carolina, Virginia, West Virginia.) 


| Pop. a 
N. Carolina state map—page 565) (jn NuMBER OF OUTLETS ; _NUMBER OF OUTLETS 


City County |thous.)} F |GM|FHR| A | D City County )| F |GM|FHR 
| | | | 


Albemarle Stanly 13 7 11| 18 bE oo. <:o. 5:5 OURO 2 5'c'0's- 90:0 : 241 21 
Asheboro Randolph... ... 8 8} 18| Elizabeth City ...Pasquotank..... .| : 113 5 
Asheville Buncombe. . | 55 ‘ 30) 44 | Fayetteville Cumberland ; 115! 14) 
Burlington... .. . Alamance... 26 13} 26 37| 10 || Gastonia } 75} 12 
Charlotte Mecklenberg. 145. 28| 57 Wayne......... P 119} 20 
Concord Cabarrus 17 | 14 20 || Greensboro. .....Guilford.........| 205| = 27| 
Dunn Harnett 6 | 10 i 32 s (Continued on pag 561) 


SALES AND 

de ks Sees Eanes RETAIL SALES — 
| 

BY) 1/1/84 JM ESTIMATES—1953 JM ESTIMATES—1953 CONTROLS 


COUNTIES |p. aa FIVE STORE GROUPS 
CITIES } | |Urban- (in thousands of dollars—add 000) 
Total | % | Fami- | ized t 


(thou- | of | ties | Popu- 
sands) | U.S.A. | (thou- | lation 
| sands) | (thou- 


16.5} 24.1 
4-7) . 
12.2) 4.5 -0162 
a 0023, 3,957 
13.2) 18.1 0251 4,681 . 4,371 1, 
5.1 0085 4,114 . 4,005 , 86 
193 9. 14.1) 46.7 0645 87,209) . 12,541 2, 

| 0254] 11.3 ’ .0265|1,608|5,7:7|  76,655| 11,988 2,1 
A and & See end of statv for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 12. 


IN THE CAROLINAS IN RETAIL SALES. 
GREENSBORO METROPOLITAN MARKET?! 


SALES MANAGEMENT 


YOU COVER 
15 TOP NORTH CAR’ 


*A Rich, Growing Market with Retail Sales of 
$665,570,000 


(Sales Management 1954 Survey of Buying Power) 


**FIRST in the morning—FIRST in the afternoon—FIRST in the evening . . . 
according to the current Pulse Report. 


~am CFBSS rm 


WINSTON-SALEM, N.C. 


TN BIC) Affiliate REPRESENTED BY: HEADLEY-REED COMPANY 


Sve estimates by SALES MANAGEMENT, NORTH CAROLINA— (Continued) 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
@D ESTIMATES By7p income SH ING 
1/1/54 ESTIMATES—1953 ESTIMATES—1953 CONTROLS 
COUNTIES |; FRE FiVE STORE GROUPS ta 
CITIES |Urban- “ , . on (in thousands of dollars—add 000) owt 
er er are Y in 
of | Cap-| Fam- of Poser 
.S.A.| ita | ily | 000 .S.A.| Per Index 
House- 


U. 


Currituck....... ioe 8) .0023} 889/3,111 2,196 

.0021| 910/3,851] 3,351 
.0302|1,123/4,247| 47,736 
.0073|1,238/4,378] 23,983 
.0084|1,007/3,979] 6,880 
0105} 615)2,5 16,949 
.0644|1,462/5,540] 117,968 
.0437|1,472/5,434] 111,729 
0204) 950/4,138| 35,608). 2,408 
.0038]1,099/4,296] 14,219] 602 


-0942/1,459'5,267] 128,940) . ° ° 8,548 


28.1 3 2; .0550)1, 405 


J 4,815} 115,455) . . 7,270 . , -0597 
-0197; = 7.3) 2. 0082) 722|3,126 11,275, . 519 -0105 


2 Rocky Mount is in Edgecombe and Nash Counties. , 11 
A and A See end of state for SM Metropolitan County Areas. 54. 


YOU COVER 


*WINSTON-SALEM — GREENSBORO — HIGH POINT 
....one of the richest, fastest growing markets in the entire 
Southeast. 


* * 182,007 sets as of March 1, 1954--an increase of over 25,000 
sets in 5 months. 


——WSJS-TV 


WINSTON-SALEM, N. C. 


NJ € 3 Tela citicte ‘Represented By: HEADLEY-REED COMPANY 


MAY 10, 1954 


IN GASTON COUNTY, N. C. 


gh? GASTONIA GAZETTE 


Backs and Sells a angle go a 
the Market that ipo 
Rated (x 


*In Gaston County 
with a total EBI 
Qt _ —— a5 = 
$150,856,000 (net) a sa in Per Capita 
TOTAL RETAIL SALES a home furnishing sales 
in _— 
amounted to 
$87,298,000 dth 
of which in Per Capita 
$53,436,000 drug sales 


was spent in 


GASTONIA 


*All fig 
SALES MANAGEMENT'S in Per Family 


1953 Survey ingome in Per Capita 


REPRESENTATIVE: gen. mdse. 
SMALL, BREWER AND KENT, INC. 


SE TEAS A A aL RA S.A Lae aa a a a aE 
The GAZETTE reaches more than 95% of Gaston County homes, with over 97% home delivered circulation. 


GASTONIA RANKED 12TH IN POPULATION ] th J 
PLACE @ 
The 


WITH A QUALITY MARKET INDEX OF 


NORTH CAROLINA — (Continued) tive estimates ty SALES MANAGEMENT. 
SALES AND 


EFFECTIVE BUYING RETAIL SALES 
BYLD ESTIMATES—1953 ESTIMATES—1983 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


General 
Mdse. | House- 


7,955 
5,879 
393 


1,001 
3,462 2,105 


-051 26,208) 57,235 a 32,907) 3, -0684/ 134 


12.0 13,300 4,579 14,099} 2, -0274|. 105 


0113 ° : ’ . ’ 913 1, 
58 1). 1301 . ° ° . ’ ° ° . . 50,1 62,561 ’ 9, 6,551) . 106 


H 
i GUILFORD COUNTY, NORTH CAROLINA 
YW .... THE #1 COUNTY IN THE SOUTH’S 
¥ #1 STATE....... 
WITHOUT 


THE HIGH POINT ENTERPRISE [em 


FFITH COMPAN 


SALES MANAGEMENT 


w VOLUME « w GAINS... 


THE 


GREENSBORO 


ABC RETAIL TRADING AREA 


Sets the pace in North Carolina! 
| Look At The Gains 1953 Over 1952! 
Greensboro y 


N. C, Greensboro N, C, ABC Market Greensboro 
Total ABC Market Gain Gain Market Gain 
1953 1953 1953-1952 1953-1952 to N.C. Gain 
(000) (000) (000) (000) 1953-1952 


4,289. | 712.5 59.0 13.2 22.4 
1,063.3 185.1 38.2 7.5 19.6 
$3,129,400 $ 605,745 $132,201 $ 35,339 26.7 


Classification 


Population 
Families 
Total Retail Sales 


Food Sales 

General Mdse. Sales 
Furniture-Household-Radio 
Automotive Sales 

Drug Sales 

Effective Buying Income 


679,037 
415,475 
192,613 
691,242 
84,719 
4,572,201 


132,919 
92,89 
40,440 

128,738 
16,013 

889,823 


7,492 
7,914 
2,626 
108,498 
1,384 
273,199 


3,625 
4,256 
1,247 
22,816 
591 
42,363 


48.4 
53.8 
47.5 
21.0 
42.7 
15.5 


Agricultural Prod. Value 
Manufacturing Value 
Construction 


*|,032,000 
*6,599,000 *1,633,000: 173,000 
*8 17,000 *181,000 {—174,000 


Look At The Gains 1953 Over 1951! 
Greensboro 9S 


N. C. Greensboro N. C. ABC Market Greensboro 
Total ABC Market Gain Gain Market Gain 


1953-1951 to N.C. Gain 


*1 11,000 —79,000 |—l4,000 —17.7 
21,000 12.1 


—33,000 —I9.0 


Classification 


Population 

Families 

Total Retail Sales 

Food Sales 

General Mdse. Sales 
Furniture-Household-Radio 
Automotive Sales 

Drug Sales 

Effective Buying Income 
Agricultural Prod. Value 
Manufacturing Value 
Construction 


1951 (000) 1953-1951 


(000) 
4,188.2 
1,036.2 


$2,875,558 


635,840 
406,112 
175,768 
582,640 
81,518 
4,093,195 


*|,127,000 
*6,181,000 


*708,000 


$ 527,862 


118,634 
83,729 
34,895 

102,668 
14,612 

746,557 

* 124,000 


* 1,551,000 


* 154,000 


(000) 
100.9 
27.1 


$253,842 


43,197 
9,363 
16,845 
108,602 
3,201 
479,006 


—95,000 


418,000 
109,000 


(000) 

20.9 

6.2 

$ 77,883 
14,285 
9,162 
5,545 
26,070 
1,401 
143,266 
— 13,000 
82,000 
27,000 


1953-1951 
20.7 


22.9 
30.7 
33.1 
97.8 
32.9 
24.0 
43.8 
29.9 
—13.7 
19.6 
24.8 


Figures from Sales Management Survey of Buying Power, 1954, 1953 and 1952: 
and *Manufacturers Record Blue Book of Southern Progress, 1954, 1953 and 1952; 


over 100,000 


CIRCULATION DAILY! 


over 400,000 
READERS DAILY! 


MAY 10, 1954 


Greensboro 
News and Record 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 


Edgecombe G Rocky 
RO C KY M 0 Uj NT Nash Counties Mount 
Total _. $85,011,000 $50,267,000 


Trading center for prosp Edg b 

and Nash counties, where 27,000 families Food 18,335,000 8,877,000 

have nearly $105 million to spend, Rocky Gen. Mdse. 12,127,000 6,121,000 
HTH Mount, with a population of 28,600, is the 

A $1 50 million gateway biggest city in northeastern North Carolina Home Furn. 4,344,000 3,197,000 


and the gateway to rich tobacco-growing Automotive 18,229,000 12,088,000 


to Tobaccoland, N. C. country. ins 2,109,000 1,304,000 


Only the Rocky Mount Telegram sells this Bidg. & Hdw. 5,935,000 3,954,000 


market effectively, reaching nine out of Apparel 4,820,000 3,851,000 
ten families in Rocky Mount alone, every , ‘ : e 


evening and every Sunday. (Source: 1954 Survey of Buying Power) 


Rocky Mount TELEGRAM 


Represented by the WARD-GRIFFITH CO., Inc. ROCKY MOUNT, NORTH CAROLINA 


h ; [ee oe ~The “SM” symbols mark original, exclu- 

N Or} R 7 H Ci A R Cy LI 1 Ni A- —_— - (Continued) z sive estimates by SALES MANAGEMENT. 

. x SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
yD EStmres By7p income SM ING 

1/1/54 D ESTIMATES 1953 ESTIMATES—1953 CONTROLS 


Mm. 
COUNTIES — . t 2: dene, es 7 ae FIVE IVE STORE GRO 
CITIES 


Total | % 
(thou- of | 
sands) | U.S.A. 


Halifax 
Roanoke Rapids 


Hendersonville 
Hertford 

Hoke 

Hyde 

Iredell . ° ’ 
Statesville .6|  .0116} d 20, 0084) 1, 117|3, 9% 
Jackson 4) 0121) : | 0052} 656 
Johnston <1) 0420) -2) 8. ,779| .0206| 757|3, 
Jones |. eS | 0029} 643 
Lee...... .6|  .0160) " " .0111|1,088/4, 
.0055) 1241/4, 404 
.0180| 922/3, 866 
0114/1, 116|3,906 


S2eESSSRESS 


_ 
= 
= 


10,818 ‘ 434) 
12,758 .0052 6282,7731 5.468 .0032/ 1. "189 1.180 


eessesa 


Before using these figures, see explanation page 11. 


IN THE GREATER CAROLINA MARKET 


Youd! Sell If On 


C BOMAR LOWRANCE 
FREEMAN JONES 
AFFILIATE Represented By 

H-R REPRESENTIVES 


CHARLOTTE INC 


SALES MANAGEMENT 


Heart of the Carolinas 


A BIG, 2-STATE, 36-COUNTY MARKET . 


Greatest Retail Market 


between Richmond and Atlanta 


EFFECTIVELY COVERED BY ONE NEWSPAPER 


The Largest Newspaper 


DAILY AND SUNDAY 


in the Carolinas 


AT A MILLINE RATE 
AMONG THE LOWEST IN AMERICA 


Che Charlotte Observer 


First in the Carolinas in — CIRCULATION - ADVERTISING - NEWS CONTENT 
National Representatives: SAWYER - FERGUSON +» WALKER CO. 


[a i ee NORTH CAROLINA — (Continued) 


POPULATION EFFECTIVE BUYING RETAIL SALES AOVERTIS.. 
yp ESTIMATES Sy7p INCOME SH ING 
Dw 1/1/54 ESTIMATES—1953 ESTIMATES—1953 CONTROLS 
COUNTIES _ | polit: pias ~~ FIVE STORE GROUPS 
CITIE 


$s win Urban-' z (in thousands of dollars—add 000) 
al y y, 7” 


(thou- of of 
sands) I General Auto- 
hou- 000 Mase. motive | Drug 
Radio 


16,250) . | 2,621) . 2,803 ° 3,693 311 
261,722) .1522) 4,436) ° 36,855 ’ 53,382) 7,024 


241,425) - 1403 d 35,243 39 51,527| 6,754 
| | 


8,243] 0036) 1,734) 1, 1,304 1,846} 1 
10,979' .0064| 2,495 2, 926 | 3,604) he 


25,822) 0150) re 1,886 4,525, 807 


0387) 15.6 780). 3, a,c on 3,431| 9, 9,053, 1,939 8,864) 1,396) 
2Rocky Mount. 5) .0178| 8.1 ' .0144'1,244'4,377] 50,267} .0292 |__8,877| 6,121) 3,197) 12,088] 1,304) .0195| 110 


2 Rocky Mount is in Edgecombe and Nash Counties. 
A and A See end of state for SM Metropolitan County Areas. 


Before using these figures, see explanation page 11. 
© SM, 1954. 


Table of Contents is on Pages 1, 3 and 5 


MAY 10, 1954 


NO BOOM! NO DIP! STEADY GROWTH! 
WILMINGTON, N.C. *siszenut 


POPULATION — INCOME — RETAIL SALES — INCREASES IN 1953 


New, Expanding Industry e Big Ocean Beach Resorts 
Huge Electric Power Plant e Azalea Capital of World 
Modern Seaport Terminals e Historical, Tourist Attractions 
Tobacco, Bulb, Flower Farming e Vast Home-Owner Building 


THIS ABLE-TO-BUY SENCLAND 7-COUNTY MARKET 
SERVED FIRST AND MOST BY 


Represented by 


tHe BRANHAM co. OTAR- [IEWS TEWSPAPERS 


NORTH CAROLINA— (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
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1,674 
1,207 
2,064) 7,315 
1,910} 3,830 7 


HELMET 


Before using these figures, see explanation 


ARB 1,286,700 PEOPLE 
$1,491,657,000 INCOME 
RUTHERFORD COUNTY $993,001,000 RETAIL SALES 
WBBO talks SALES to this big, prosperous marker. . . ingly low cost through its favorite station—WBBO, 


with its oe peooenes, growth and stability from where local news, neighborly entertainment and public 
agriculture, industry and year-round tourist trade. service dominate well diversified programming. 


The area contains many industrial plants producing 

textiles, furniture, a and lumber products. Farm in- AM... 780 KC 1000 WATTS 
come throughout the 26-county area is based on cotton, FM ... 93.3 MC 1500 WATTS 
tobacco, corn, livestock, dairying, orchards and truck 

crops. FOREST CITY... RUTHERFORD COUNTY... 

You can reach this billion-dollar sales market at amaz- se 
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3 
. 


SALISBURY Only the Salisbury POST 


a REACHES—INFLUENCES—SELLS 
North Carolina SALISBURY—ROWAN 


17th in population—RANKS— All other state metropolitan papers 
. : combined have a circulation of a 
Ist in per capita AUTO SALES 


fraction over 3000 in Rowan. 
2nd in per capita RETAIL SALES 


2nd in per capita FOOD SALES POST oe 16,000 


4th in per capita G. MDSE. SALES 
3rd in Per Capita DRUG SALES 


Write for your Copy of 
MEMBER SOUTHEASTERN THE SAL ISBURY MACS “POST BRAND PREFERENCE 


yy. ho 


COLOR COMIC GROUP SURVEY” 


WARD-GRIFFITH COMPANY—REPRESENTATIVES 


tie estinater by SALES MARAGEMENT, NORTH CAROLINA — (Continued) 


(Continued from page 554) ; Numer or OUTLETS ; Noumser or OUTLETS 
City a D i . GM |FHR/] A 


14, 10 
10} 13 
5 7 
9 615 
11) 14 
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Continued on page 564) 


EFFECTIVE BUYING RETAIL SALES 
SYD Estimares—t983 CLD estimates—i0ss 
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Sete cain Gas Sone, enya 


BIGGER TOTAL SALES & BIGGER SALES GAINS 


IN THE 
wig GREENSBORO METROPOLITAN COUNTY AREA 
y THAN IN ANY OTHER AREA IN THE CAROLINAS! 


MAY 10, 1954 


$144,820,000 
+9,951,409 


$154,771,409 


The top figure is the 1953 Wake County (Raleigh Met. 
Area) Retail Sales figure as given in this issue of Sales 
Management. 


The bottom figure is the Total Retail Sales for Wake County 
from the N. C. Dept. of Revenue Official Sales Tax Records 
for the fiscal year ending June 30, 1953. 

* The difference is almost $10,000,000! 

The brochure pictured at the right gives Official, Authentic, 
Retail Sales figures for the 33 Golden Belt Counties, the 
News and Observer Morning and Sunday coverage of Cities, 
Towns and Counties, Population, Rates and other important 
data. 

This brochure will help you in your plans to sell Raleigh, 
PLUS Eastern N. C., with the ONLY Morning-and-Sunday 
Newspaper published in the 33 County “Golden Belt ot 
the South.” 


117,496 Morning 
126,087 Sunday 


(Publisher's Statement to ABC, 9/30/53) 


Write direct for this brochure, ote: 
or ask any Branham Man. 


Remember this... . 
whatever market figure source you use wil! show 
Raleigh a top-ranking, fast-growing Southern 
City . . . The South’s New “A” Schedule Market. 


Ne W > and ( IDs rv ™ r we BRANHAM COMPANY 
MORNING & SUNDAY na me York St bows 


Ooltes 
t0 Son Fronciece 
Raleigh, North Carol i agp Crotes 


NORTH CAROLINA— (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


mp ines EFFECTIVE BUYING 
JM BYP ESTIMATES—1953 


COUNTIES 
CITIES 


SALES AND 
RETAIL SALES ADVERTIS- 


ING 
ESTIMATES—1953 CONTROLS 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


General | Furn.- Auto- 
Food Mdse. | H motive 


“0146| 
0291) 11.2) 4.8 


0030} 1.4] 
13.4) 24.6 


26,851] 17, ; 33,585, 
18,546 , 733} 7,4 26 , 953 
2,338] 1,884) 1,688 


j 2,439 2,029 
0044) : 2,101 2,085 
0314) 8,551 974) ; 14,987 
a: 5,004) ; 9,733 


.0135| 2,080 


4,201 ’ 6,996 


} 
.0086| | 1,940 ,604) : : .0043 
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.0251| 3,215, 9,015 é 
.0203 | 6,395 3, 0156 
0043} 1,291] 1,465 0080 

eal 
5,834 0004) 1,577, 1,046 .0049 


Total Above Citi , 148. -7181| 324.4 1,622,812) . 1,412/5,003) 


—| 


1,957 ,495 1.1377) | 352,390) 283,948 128,129) 458,775) 54,932 8151 
| } 


State Total , 289. 2.6804| 1,088.3] 1442. 4,572,201) 1.8585) 1,06f/4, 


3,129,400 1.8190) 2,943 679,037] °415,475| 192,613} 691,242) 34,719] 2.0110 


Aand A See end of state for SM Metropolitan County Areas. © SM 


, 1954, Before using these figures, se: explanation page 11. 


THE GROWING GREENSBORO A.8.C. MARKET 


TOTAL RETAIL 


RETAIL SALES 


us SALES ™ is GAIN 


SALES MANAGEMENT 


* Morning * Afternoon x Evening 


W) BIG leads all others 


IN “‘THE PULSE OF GREENSBORO”’ REPORT 


Contact Hollingbery, our national representative 

. get all of the details in this revealing survey. 
See why WBIG is a 2 to 1 favorite when its rating 
is compared to the combined average of all 
Greensboro competition. 


We will never be satisfied with less than the No. 1 Spot 


CBS AFFILIATE | S000 WATTS 


sive estimates by SALES MANAGEMENT 


live estimates ty SALES MANAGEMENT, NORTH CAROLINA— Metropolitan County Areas 


SALES AND 
Hg on RETAIL SALES — 


57 ESTIMATES a See ns_coss ESTIMATES—1953 CONTROLS 


FIVE STORE GROUPS 
(in thousands of dollars-- add 090) 


Per | Dollars 
(add 
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Food Mdse. | House- 
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261,722) . 49,296) 36,855) 14,144 
117,968) . 21,7 16,045 8,216 
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263,304) . 50,190) 62,561) 17,220 

144,820) . 26,551) 17,444 8,938 

128,940) . 27,132) 17,407 8,548) 

87,399) . 18,347) 12,541 4,413 

4,219) 77,172) . 18 ,031 6,998 3,837 
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5,867] 1,197,765 5 ’ 235,516} 187,450) 71,761 


© SM, 


Before using these figures, see explanation page 11. 


Sales Management reports these new figures for 
only those counties within WPTF’s established 
primary coverage: 
50-100% 

NCS Index 
Population we a 2,187,700 
Families ee 513,700 
Eff. Buy. Income .......... $2,102,674,000 
Retail Sales . .. 1,494,691,000 
Food Sales 318,749,000 
Gen. Mdse. Sales 197,440,000 
Furn. H. H. Radio Appliances 85,175,000 
Automotive Goods ... 332,159,000 
Drug Sales te 40,098,000 


IS NORTH CAROLINA’S 
No. 1 SALESMAN 


MAY 


10, 1954 


NORTH CAROLINA— (Continued) tive estimates by SALES MARAGEMENT, 


sive estimates by SA 


(Continued from page 561) ~y Numser or OUTLETS — NUMBER OF OUTLETS 


City | F |GM|FHR i thous.)| F |GM|FHR| D 


Reidsville ki ° 9 16 i 18.6] 65 11 
Roanoke Rapids. . i 9 14 8. 36 
Rockingham : 7 11 i hessee 10.1 76 
Rocky Mount.... 16} 26 itevi 4. 23 


13 16 i i a os oooh: S25) 226 
10 8 i 24. 122 
12 15 Winston-Salem... 96.3] 298 


NORTH CAROLINA— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 ae ” NET INCOME GROUPS, 1953 
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19.2 | 30.7 35.4 | 13.0 36.3 
Before using these figures, see explanation page 11. 


To be sure that you’re basing your selection of markets and media on all available factors, 
study both the Survey data and the Survey advertisements. 
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let's look at the 1933 


SALES 
PICTURE 


North Carolina’s 


METROPOLITAN 
‘COUNTY AREAS 


RETAIL SALES — 1953 


GREENSBORO $263,304,000 
Charlotte $261 722,000 
$144,820,000 
$128,940,000 
$117,968,000 
Asheville $1 16,440,000 


GAIN — 1953 over 1952 


GREENSBORO ....... $19,477,000 
$17,072,000 


ROM de ‘ss mh an) 
Ut HoeUC i tl 

, 

PD, , y 
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a CWws Qh 
GREENSBORO, NORTH CAROLE \ 
Reprevented by Jenn & Kelley, Ine, ~ 

Source: S. M. Surveys 1954, 1953, 1952 . 
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1950 Net Effective Buying Income 


me In excess of $150 Million 


$75 Million to $149.9 Million Effective Buying Income of $15 million Scole of Miles Copyright by 
$40 Million to $74.9 Million and over 9 15 3% 60 


$15 Million to $39.9 Million One Inch Equals Approsimately 60 Miles Gas Mocaaemeal 
G 
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Cities shown are those having net 


N re) R T H DA K re) T A mae Counties and Cities __._ (Other West North Central States: lowa, Kansas, 


_Minnesota, Missouri, Nebraska, South Dakota.) 


Pop. 
NUMBER OF OUTLETS i (in NUMBER OF OUTLETS 


County | | F | GM FHR) A | D City County thous.)} F | GM | FHR| A D 


Bismarck........Burleigh........ , 52 ol 9 
Devils Lake... .. ‘ 15 a ws lee Saent 21 
Dickinson. ...... Me ; 10 
83 
15 


Grand Forks. . : .Grand Forks. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
tM | ESTIMATES SM INCOME @ ING 
1/1/54 ESTIMATES— 1953 ESTIMATES-—1953 CONTROLS 
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A and A See end of state for SM Metropolitan County Areas. Before using these figures, see explanation page 11. 
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following Shares-of-Audience in Metropolitan Fargo: 


TOTAL AFTERNOON.............0.000000002-99.8 Yo 
TOTAL NIGHTTIME.................00ee000202-99.1 Yo 


CHANNEL 6 @ FULL POWER @ ALL 4 NETWORKS @ FREE & PETERS, INC., NATIONAL REPRESENTATIVES 
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Before using these figures, see explanation page 11. 
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Metropolitan County Areas 
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30.4 18.7 
31.8 29.1 
25.6 23.2 
25.0 20.7 
30.9 25.4 
24.5 18.6 
30.8 24.2 
26.7 18.8 
24.6 16.7 
30.1 24.4 


29.8 29.6 
27.6 21.6 
27.0 21.4 
29.5 26.1 
28.4 24.1 
28.7 29.1 
28.1 19.8 
25.8 18.9 
26.8 22.9 
29.5 24.7 
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30.3 20.5 
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31.3 32.5 
31.1 26.5 
36.1 36.8 
28.5 22.1 
26.5 18.3 
23. 9 31.6 22.5 
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29.2 
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24.3 30.7 
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22.6 27.7 | 15.1 
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NET INCOME GROUPS, 1953 


Athens.... 
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28 
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16 


24 
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A and A See end of state for SM Metropolitan County Areas. 
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Before using these figures, see explanation page 11. 
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nothing Wrorks Lake Wiantmanship 


Putting the yearn on everyone to want something more, 
new or better. That’s WWantmanship, the Crosley Group’s dynamic new dimension 
in selling. Typical of the Group, WLW-T, Cincinnati, uses top talent—professional want-makers, 
to make wants real and urgent. ‘Wantmanship explains why the Crosley Group 
makes more sales faster, at less cost, than any other medium or combination. 


Radio 
Atlanta 


the CROSLEY GROUP Columbus 


Dayton 
Cincinnati 


Exclusive Sales Offices: 
New York, Cincinnati, Dayton, 
Columbus, Atlanta, Chicago, Hollywood 


© 1954, The Crosley Broadcasting Corporetion é. HARPER. 
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%& Would you pass up a state as important as 

Kentucky, Tennessee, Oklahoma or Kansas? 
That’s exactly what you’re doing when you con- 
fine schedules to the metropolitan centers of Ohio. 
Retail sales in Ohio cities and towns of less than 
100,000 population are greater than any one of 34 
states. 


Alliance Review 
Ashland Times-Gazette 
Ashtabula Star-Beacon 
Athens Messenger 
Bellefontaine Examiner 
Bellevue Gazette 
Bowling Green Sentinel-Tribune 
Bucyrus Telegraph-Forum 
Cambridge Jeffersonian 
Celina Standard 
Chillicothe Gazette 
Circleville Herald 
Conneaut News-Herald 
Coshocton Tribune 
Defiance Crescent-News 
Delaware Gazette 

East Liverpool Review 


Mount Vernon News 
Newark Advocate 

New Philadelphia Times 
Painesville Telegraph 
Piqua Call 

Portsmouth Times 
Ravenna-Kent Record 
Salem News 

Sidney News 

Tiffin Advertiser-Tribune 


it takes both halves to do a job! 


Ohio is the fifth largest market in the nation, if 
you cover both halves! A vital group of well-read home 
dailies covers the non-metropolitan area of Ohio, rich in 
potentialities and serviced by aggressive, wide awake 
dealers and distributors. A letter, a wire or a phone 


Elyria Chronicle-Telegram 
Findlay Republican-Courier 
Fostoria Review-Times 


call will bring an Ohio Select List representative 
to tell you about this easy-to-reach market. 


ONE ORDER — ONE CHECK! 


Fremont News-Messenger 
Geneva Free Press 
Hamilton Journal News 
fronton Tribune 

dancaster Eagle-Gazette 
logan News 

Marietta Times 

Marion Star 

Martins Ferry Times-Leader 
Marysville Journal-Tribune 
Middletown Journal 


Troy News 
Uhrichsville Chronicle 
Urbana Citizen 


T 
Van Wert Times-Bulletin 0 S E L E C T LI S 
Warren Tribune Chronicle 0 H Yeusppo— 


Washington C. H. Record-Herald 
Wilmington News-Journal 
Wooster Record 

Xenia Gazette 

Zanesville Times-Recorder & Signal — 


REPRESENTED BY 


ULLEN CO. 
verano, Onto 
CINCINNATE 
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The “SM” symbols mark original, exclu- 
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Cuyahoga 924.4/4,091 
Cleveland 
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Coshocton.......Coshocton....... 
Cuyahoga Falls. .Summit 
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Defiance........ 
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East Cleveland... 
East Liverpool. . . 
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Hamilton........ 
eS See | 


London....... 
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Martins Ferry... 


Mount Vernon. . . 


Napoleon........Henry 
New Philadelphia. Tuscarawas 
Gallipolis........G 


Garfield Heights. .Cuyahoga 
Greenville.......Darke........... 


© SM, 1954. 
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..Trumbull........| 17.4 69 
(Continued on page 582) 
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Before using these fisures, see explanation page 


New Feature at End of Each State 


Immediately following the metropolitan areas at the end of each state you will find a 
new table that breaks down the consumer spending units for each county in the state 
. . . by these income brackets: $0-$2,499; $2,500-$3,999; $4,000-$6,999; over $7,000. 
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MAY 


His magic touch moves merchandise 


You’ve met men like Bill Mayer. The look in 
the eye, the easy smile, the sincere manner of 
talking, the warmth of the handshake... all 
tell you, ““Here’s a man we Can trust.” 


Bill Mayer has radio’s magic touch—the 
ability to inspire confidence in those who listen 
to him. 


Recognized as the area’s outstanding commer- 
cial announcer, he has the confidence of both 
listeners and advertisers in Northern Ohio. 
From 6:30 a. m. to 10:00 a. mj, Bill, known to 
millions as the “Mayor of the Morning’’, pre- 
sents listenable music and interesting comment 
in his inimitable, easy-going style. 


His popular show reaches a dual audience— 
homemakers, and motorists on their way to 
work. If yours is a product bought by women 
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or by car owners, Bill Mayer’s sincere voice can 
do an effective selling job for you. 


Ask your nearest Christal representative for 
current spot availabilities. 


THE sraiion sil 
4% MILLION FRIENDS 
IN NORTHERN OHIO 


CBS—Cleveland—50,000 Watts 
The Peoples Broadcasting Corp. 
Represented by The Henry |. Christal Co. 
In Canada by Radio Time Sales, Ltd., Toronto 


This year... 


Sales climb once you discover the Catholic 
market's extra buying power and its responsive- 
ness to advertising in its own family newspaper. 
Take the Cleveland diocese: 


Catholic population . . . over 600,000. Birth 
rate... 54% higher than other families. Family 
size . . . lorger by one more member. Share of 


of unequalled reader loyalty, because Its fewer 
pages, with advertising held to 40%, provide 
unmatched ad visibility, and because 6 essential 
reference features assure week-long readership. 


You'll find the Universe Bulletin moves more 
goods because it moves the hearts of Cleve- 
land’s major buying segment. 


test a 
Catholic 
hewspaper 


annual retail sales . . . $783,801,480. That's 
$195,353,650 more than the same number of 
other families spends. 


What Cleveland weekday or weekly newspaper 
leads in coverage of these Catholic families? 
The Universe Bulletin—-by more than 22,500 
copies. ABC average over 93,000. 


How effectively does it reach them? With the 
impact of the country’s BEST Catholic newspaper 
~3 time winner of this title. it SELLS because 


1027 Superior Avenue, N.E., Cleveiand 14 
MEMBER ABC « SEE LISTING IN CONSUMER SRDS 


THE CATHOLIC 


INIVERSE 
and test America’s best....| BULLETIN 


OH 1 O— (Continued) 


The “SM” symbols mark or exclu. 
sive estimates by SALES waknceMent, 
SALES AND 


ADVERTIS- 
ING 


EFFECTIVE BUYING 
v7) INCOME 
Zum ESTIMATES—1953 


RETAIL SALES 
ESTIMATES—1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Aute- 
motive 


Furn.- 


ole 
000) 


18,811 
149,708 
87,413 
51,857) 
28,791 


2,780 
19,068 
17,008 

6, 966) 

4,612 


127,327) 
42,407 
17,903 
49,735 
14,496) 
42,293 


20,043 
9,028 
1,470 
9,907; 
7,963 
7,441 


108,451 12,390) 


34,268 
15,350 
18,913 
21,245 
275,380 
107,111 
70,000 


6, 308' 
3,290 
3,018) 
1,430 
38,252 
21,365 
14,981 


AHamilton.... 
AMiddletown. 35.3 


19.7; . . 23,277 
27.3) . . 35,648 
9.4) . ¢ 13,818 
117.3). 197,394 
82.0) . ¢ 144,812 


2,112 
4,901 
3,750) 
25,118 
22,899 


45.4) . ' ° 6,336 
26.7) . ° ° . . 7,544 
7.8) . J ’ a 3,837 
101.8) . 28,657 
24.5) . ¢ ° 11,145 
13.0) . ° ’ f 7,439) 


31.6) 
11.8 
39.8) . 26.0 
10.7 
10.5 
30 | 1,446.0 1441.7] 2,998,757 


A and A See end of state for SM Metropolitan County Areas. 


For setting quotas on a territorial basis, see cross index to states in the same geographical 
areas, at the beginning of each state table alongside the state name. 


SALES MANAGEMENT 


Promising Package... 


Fe. MT. VERNON 


: cag alge 
a 


BY SEBRING aa Ti ety: Pet 
- aps “EXERT irs bamiTos BUCYRUS CAREY | 
ij SS. oar : | SHELBY rh Ai 


Lake ERLE 


Cleveland's Great 2-in-| Market of over $5 BILLION 


All wrapped up, ready to deliver to you is this compact sales package...Greater Cleveland 
plus its 26 adjacent counties. In this great 2-in-1 market the Plain Dealer is a household 
word... distributed throughout this compact market. Only the Plain Dealer gives you this 
unique coverage...two markets for the price of one! Don’t pass up Northern Ohio’s 
five billion dollar market. Plan today to have your say in the Plain Dealer. 


(Cleveland) 26 Adjacent 

Cuyahoga Cy. County Area* 
The Plain Dealer’s Market Total RetailSales . . . . $1,976,290,000 $1,625,161,000 
Survey Department can assist you in Food Sales 522,053,000 403,545,000 


checking your merchandising 


coverage with envvent Gen. Merchandise Sales . 279,064,000 128,040,000 
market data for Cleveland. Drug Sales . . . ° 63,158,000 38,554,000 
Write for information. Furn., Hsld., Radio Sales 7 100,473,000 73,949,000 
Eff. Buying Income - + «+ 2,998,757,000 2,333,759,000 


* Akron, Canton, Youngstown not included. Figures—Sales Management Survey, May, 1954 


CLEVELAND 


PLAIN DEALER 


Cleveland’s Home Newspaper 


Cresmer & Woodward, Inc., 
New York, Chicago, Detroit, San Francisco, Los Angeles, Atlanta 
MAY 10, 1954 


7S CLEVELAND 


adley-Reed Company 


OHI O— (Continued) tive estimates by SALES: MANAGEMENT. 


Te es Sree Sens RETAIL SALES 
JM 1/1/84 JM ESTIMATES—1953 CLD estimates—i9s3 
COUNTIES 


FIVE STORE GROUPS 
CITIES q | (in thousands of dollars—add 000) 


Per | Per 
Cap- | Fam- 
ita | ily 


| 


ACleveland ’ 3 1,788,714) , 1,935|6, 368 j 264, 112| 262,270 
Lakewood... . , ¢ . 201,199) . 2,942/8, 982 72,942) . 3,958) . 27,247 
Cleveland 
Heights. . . . 211,384) . 3,482) 11244) 61,429) . 639 14,741 
East Cleveland . d e d 2,470 43,303) . 592 16,705 
Shaker Heights. ° ° Q ‘ 5,161 33,870) . 9,549 
Euelid........ 4 ; ‘ 2,301 31,474) . 5,649 
Bedford : A ; t . 1,971 16,718) . 130 9,239 
Rocky River... d .007 » P 3,318 14,551) . 131 1,532 
71/2, 217 13,205) . 1,862 3,262 
2,009 10,522) . 765 


13.3} 9.3 i 1,239 56,055 2,507 13,896 
3.1 : 1,463 27,418) . 36 7,283 
0167 8.2) 14.6 zm | 35,256) . 1,787 9,943 
0074) 3.6 oh 75, 24,233). . 7,890 
0194) 8.9) 12.3 ee 33,%352) . 1,265 6,386 
Delaware... .2| 0076) 3.5 0074}, 80115, 282 23,593). 670 5,966 
| 


Se kasciies | .0349| 17.3 34.6 nena 67,760) . 5,313 11,623 


Sandusky a 0193) 10.0 ,943) .0211)1,681)5, 104 51,526) . 4,168) 3 8,668 

.0335| 16.5) 26.3 | ,0312|1,431/4, 44,902) . 3 476 8,875 

0164) 8.5 s -0171)1,596)4,938 34,682) . . 3,052 7,414 
-0145) = 7.3) 11.4 ovo ae 3,999 25,355 2,560 4,728 

Washington | 

Court House 00711 3.6 .0063|1,354/4,288} 21,633) . 1,920 | 4,171 

A and A See end of state for SM Metropolitan County Areas. © SM, 1954. 


Before using these figures, see explanation page 11. 


For setting quotas on a territorial basis, see cross index to states in the same geographical 
areas, at the beginning of each state table alongside the state name. 


SALES MANAGEMENT 


Don’t Overlook 


145,844 


News-Reading 


Families 


MAY 10, 1954 


BB Quite a market—145,844 families 

that are reached by The News! Yes, you need 
The News to sell all the Cleveland 

market. Retailers know this vital fact. 
They've known it for years. And 

many a wise national advertiser has taken 
his cue from these on-the-spot merchants. 


MB For over 20 years The News has never 
been less than second in retail food 
advertising...first or second in retail 
drug store lineage. And the picture has been 
almost as impressive in radio, television, 
and appliance store advertising. You'll muff 
Cleveland if you miss The News! 


(Cleveland) The News’ 
Cuyahoga Cy. Share 
Total Retail Sales . . $1,976,290,000 $612,649,900 
po eae 522,053,000 161,836,430 
Gen. Merchandise Sales 279,064,000 
Drug Sales . . » « « 63,158,000 
Furn., Hsld.,Radio Sales 100,473,000 
Eff. Buying Income . 2,998,757,000 929,614,670 


Figures—Sales Management Survey, May, 1954 


\ CLEVELAND 
NEWS 


KELLY-SMITH CO. 
National Representatives 


WEBNS radio reports: 


MOST LISTENERS . . . WHERE MOST IS SPENT 


Now we can PROVE WBNS Radio not only has more 

listeners than all other local stations combined, IT HAS 
THESE LISTENERS WHERE MOST DOLLARS ARE 
SPENT! 
Each year, WBNS sponsors the Fall Festival . . . it’s 
our own “pulse” which shows us where our listeners are. 
WENS personalities offer inexpensive premium giveaways 
for ten days. This year we heard from 13,317 listeners, 
an increase of 20% over last year. 


More than ever... 


. « » When Central Ohio is your market 


. - « WBNS Radio is a must. 


And the pattern shows .. . 11,006 replies from Franklin 
County alone. Eighty-two per cent of the returns came 
from the big spending area in Central Ohio, where retail 
sales far exceed the surrounding counties. 


This proves our year-long pitch: WBNS sells action, not 
acres . . . WBNS sells quality listenership, not just 
quantity. We have more listeners than all other local 
stations combined, we’ve got them where MOST MONEY 
IS SPENT! 


ASK 
JOHN BLAIR, 


radic 


COLUMBUS, OHIO 


CBS for CENTRAL OHIO 


OH | O— (Continued) 


The “SM” symbols mark original, excl 
sive estimates by SALES MANAGEMENT. 


EFFECTIVE BUYING 
7h | 
BYP ESTIMATES—1953 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


Per 
Dollars Cap- 
(add U.S.A.| Ita 

000) 


oo 


In- 
dex 


544.5) . . -7 | 1,055,436) .4290)/1,938 
399.6) . ‘ 767,632} .3120)1,921/6, 
26.3) . x . 34,326) .0139)1,305/4,291 
25.0) . . . 20,716) .0084) 3, 
8.0) . ’ 8,512) .0035)1,064/4, 


29.8) . 7,523 
67.9) . a . 119, 109 
13.7) . . 22,619 
38.3) . d o 41, 

14.7] . 19 , 286 


0194/1 ,595/5, 
0484/1 , 754/601 
-0092) 1651/5, 
-0170)1 ,004)3,61 
-0078}1,312/3, 85: 


93,388} 33,919) 127,889) 20, . 117 
97,799} 32,654) 124,167 ° 124 
1,265 1,815) . . 100 
1,060 692 ’ . 64 
923 577 ° A 102 


946 625 ’ . 92 
3,553 2,462 ’ 1, . 102 
2,873 1,987 71 ° 140 
3, 2,012 ’ 0194) 81 
3,522 1,777 501f .0104| 113 


A and A See end of state for SM Metropolitan County Areas. 


© SM, 1954. 


Before using these figures, see explanation page 11. 


“pay off” on the numerous test cam- 
paigns placed on this station. Such 
facilities are available to you for use 
on spot adjacencies to top network 
and local programs, all pre-tested for 
peak sales value. 


WBNS-TV 


the nation’s 


Top Test Market Station 


Rated tops for coverage in the rich Central Ohio market, WBNS-TV, the nation’s top test market station, carries 
14 of the 15 top rated once-a-week programs and 10 out of 10 top multi-weekly shows. (Columbus Telepulse, Feb. 
1954). Backing these top ratings are WBNS-TV’s extensive facilities, the most complete in Central Ohio. From 
creative inception to on-the-air presentation, the art, film, slide, talent, copy and promotion departments continually 


BNS-TV 


COLUMBUS, OHIO + CHANNEL 10 


CBS-TV NETWORK — Affiliated with Columbus Dispatch 
and WBNS-AM « General Sales Office: 33 North High St. 
REPRESENTED BY BLAIR TV 


SALES MANAGEMENT 


New Facts on Columbus, Ohio- 


WHAT-WHEN-and-WHERE \ 


they buy, in the A.B.C. . 
Columbus Trading Zone 


Send for your copy of 
The 1954 Columbus Dispatch 


Consumer Analysis 


Here is an analysis that gives an amazingly accurate and revealing insight 
into Ohio's fastest growing market—Columbus and Central Ohio! The 1954 
edition tells of startling trends, indicates new brand preferences, shows 
clearly where newcomers are cutting into markets, tells a graphic story in 
figures. And so that the user can clearly determine the trend of the figures, 
the position of each product, over a six-year span, is generally given. 

The 1954 Columbus Dispatch Consumer Analysis places at your fingerti 
an invaluable, fact-packed study of one of the nation's booming, high- 
income areas. Here are the answers to over 200 questions on foods, drugs, 
beverages, appliances, automobiles put to a cross-section of Columbusites. 
Write today for your copy of this big 1954 edition. Address requests to 
the General Advertising Department. 


One of the Nation's Key Test Markets... Columbus, Ohio 


Nationally Represented by O'MARA & ORMSBEE, INC. 


New York Chicago Detroit Los Angeles San Francisco 
MAY 10, 1954 


Post progress report 


a comparison of Cincinnati’s Evening Newspapers 


SEPT. SEPT. 

1940 1953 1940 1953 

16,036,682 
LINES 


15,862,624 
LINES 


154,037 


10,076,420 


ABC ’ Media Records 


TOTAL CIRCULATION TOTAL ADVERTISING 


== Lhe Cincinnati Post 


ROBERT K. CHANDLER, Manager, General Advertising 


Represented by 
The General Advertising Department of Scripps-Howard Newspapers 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


EFFECTIVE BUYING RETAIL SALES 
OD ts @D ix 
ESTIMATES—1953 ESTIMATES—1953 
. jMetro- 
Area 


FIVE STORE GROUPS 
thousands of doflars—add 


(in 000) 


Auto- 
Food Mase. motive 


1,372,358) . . 239,136 179,928 
921,492) . : ’ 795,232) . 182,816 144,430 
68,533) . , 48,154) . 13,352 12,840 
15,248} . A " 15,964) . 4,849 
10,060) . 13,285) . 2,458 
70,081; . 53,351, . 11,348 
41,076) . e 41,746) . 8,792 


35,675) . 26,221, . 6,106 
11,971) . 15,453). 2,838 


23,486) . 14,462). 4,936 
29,887) . 26,331). 5,264 1,205 
8,135) . 13,738 2,380 836 
31,685) . 27,035 6,456 813 
7,579). 12,101) . 2,595 371 


19.1). . ° 20,331) . 15,522) . 4,183 1,129 
6.0) . ° 8,604) . 12,757) . 2,705 1,073 
19.2) . ° 19,158). 10,857) . 1,872 823 
41.1) . 12.6) 19. 59,178) . 40,108 12, 2,822 
10.5). 3.5 16,254]. ? 19,089 4,138 1,111 


1 Fostoria is in Hancock, Seneca, and Wood Counties. Before using these figures, see explanation page 11. 
A and A See end of state for SM Metropolitan County Areas. © SM. 1954. 


WHAT THE TRIANGLES STAND FOR... 


The solid black triangles in these tables and footnotes refer to Standard Metropolitan Areas. 
The open triangle indicates SALES MANAGEMENT “Potential” areas. 


SALES MANAGEMENT 


FOR THE FIRST TIME 
cr 


Vconsumer analysis of greater Cincinnati... 


This month — May — marks the appearance of a velit that 
makes marketing history in Cincinnati. Ready now — and for the 


first time — are this year’s up-to-the-minute statistics showing 


trends in buying habits of consumers. 


Now it is possible to tell not only 


@how many Greater Cincinnati families buy 
your type of product 


@ how many of them buy your particular brand 


e@ when and where they prefer to shop 
for groceries 


@ their incomes, rent payments, 
stock purchases, insurance ownership 


@ their home ownership 


@ their travel and vacation plans 


but also how most of these current facts 
compare with those of a year ago. 

All in all, there are the answers to more than 
260 questions in seven broad classifications 
— foods, soaps and allied products, drugs 
and toiletries, homes and appliances, auto- 
motive, and general. For a copy of the Cin- 
cinnati Times-Star Consumer Analysis of the 
273,504 Greater Cincinnati households, 


please address our national representatives. 


follow the Leader to the CINCINNATI TIMES-STAR 


NATIONAL REPRESENTATIVES: O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO. DETROIT, LOS ANGELES, SAN FRANCISCO 
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1950 Net Effective Buying Income 
BEB excess of $150 milion 
Eo: Million to $149.9 Million 
[2] s40 milion t0 $74.9 Million 
FEEJ515 Million to $39.9 Million 


Cities shown are those having net 


Effective Buying Income of $15 million 
and over 


Things have changed in 
Solid Cincinnati since the last 


time you bought a daily there... 


For example... 


] The Daily Enquirer now leads all other 
Cincinnati dailies in CITY ZONE circula- 
tion . . . as well as Retail Trading Zone 
and Total circulation. 


City Zone 


Retail 
Trading Zone .- 


y J More WOMEN in Solid Cincinnati read 
and prefer the Cincinnati Daily Enquirer 
than any other daily newspaper . . . as 
shown by the new, independent Special 
Survey’s Study ‘‘Cincinnati Newspaper 
Profiles.” 


The Daily Enquirer carries more total 
advertising than any other Cincinnati 
daily. 381,369 more lines than the 
Times-Star. 207,311 more lines than the 
Post. (Yeor 1953) 


4 The Daily Enquirer shows a substantial 
gain in LOCAL FOOD LINAGE .. . op- 
posed to losses for the other Cincinnati 
dailies. 

Daily Times- 
Enquirer Star Post 
+88,407* —46,644* —69,280* 


*Yeor 1953, compared with 1952. 


» The Daily Enquirer has picked up more 
DRUG LINAGE . than the other 
Cincinnati dailies. 

Daily Times- 
Enquirer Star Post 
+41,783* —55,090* +13,453* 


*Yeor 1953, compared with 1952. 


as More lines of national advertising are 
carried exclusively in the Daily Enquirer 
than in any other Cincinnati daily. 
Daily Times- 
Enquirer Star Post 
56.4%* 24.6%* 19.0%* 


*Lines of national advertising placed by one- 
poper advertisers in Solid Cincinnati, in 1953. 
(Source: Media Records.) 


rf The Daily Enquirer offers advertisers the 
lowest milline rate of any Cincinnati 
daily newspaper. 


GOOD REASONS FOR MAKING THE ENQUIRER 
YOUR BASIC DAILY BUY,IN CINC.NNATI, AREN'T .. 
THEY? 


Af ine question about your Sunday buy. As always, it’s The Sunday 
Enquirer with its blanket coverage of the Cincinnati areca.) 


Solid Cincinnati reads The Cincinnati Enquirer 


Represented by Moloney, Regan & Schmitt, Inc. 
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OH | O— (Continued) ; tive estimates by SALES MANAGEMENT. 


2 4 oi Pop. 
(Continued from page 570) | (j NuMBER OF OUTLETS _ fo NuMBER OF OUTLETS 


County | F | GM FHR| A dD thous.) GM | FHR 


D 


28| 
125 
38 gS 


..Huron..... 4 
9 
2 
35} 8} «(14) | 
10 
14 


Hamilton... 
Cuyahoga. . 
. .Lake... 
Miami. .. 
Portsmouth..... .Scioto.... . 
Ravenna........Portage... 
Reading.........Hamilton... 
Rocky River... . .Cuyahoga. 
Columbiana . 
Erie... 
Cuyahoga. . 


29 
23 
183 
6 
12 
12 
29 


13} 19 
25} 17 


N 
aAuUuUn > 


62 19} 18 
177 30 
36, 6 18 
30 5| 9 
27 1| 2 
46 7 23 
98} 9 26 
28 2 8 
26 «6 10 
49) 8 14 
278} 15 41 


— 


— ee Ge We 
onmouwuouweo 


Washington 
Court House... F cw aie vaca ; 13 
Wilmington..... . Cli : 10 
13 

, 13 
Youngstown Mahoning . 97 
Zanesville Muskingum...... : 33 


one 
own @ 


SRMwBSCSAADAMMA=— OM 


DAakCAUNRNUS 


om 
Nm oO 


Springfield... .. .Clark.. 


wo 


POPULATION EFFECTIVE BUYING RETAIL SALES 
1/1/84 BYP ESTIMATES—1953 CLD estimates—ioss 


COUNTIES 
CITIES 


FIVE STORE GROUPS _ 
n (in thousands of dollars— add 000) 
er 


4,689 
2,796 
3 ° ° ° 19,637 
ASteubenville ‘ F ; ‘ 7 d 15,842 
Knox. . 5) ° d 9,157 
7,459 
18,560 
11,557 
6,756 
5,519 
13,332 
11,493 
8,132 
6,524 
4,443 
13,277 
14, 085 
127,616 


Before using these figures, see explanation page 11. 


Mount Vernon 3,958 
7,531 
: 6,422 
-0215| 2,581 2,982 
.0162 3 1,933 
-0445| 3,275 4,645 
.0325 4,027 
d 42,028) .0245| 4,080 2,586 
11.5) . 3.7 ‘ J 24,253) .0141 2,206 
82 161.7) . 47.5|113.8 185,808} .1080) 3,912 13,420 
54.1) . 15.3 ‘ 83,014) .0483 6, 106 
32.6 . 10.3 , 60,871, .0353 6,731 
148 413.0) . 127.6|374.6 . 570,096; .3313| 4,468 76,082 
A and A See end of state for SM Metropolitan County Areas. 
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Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 


tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
are fully protected by copyright. 

Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 
be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


HERE IS GROWTH THAT CHANGES YOUR MARKETING PICTURE 
LORAIN, OHIO 


1953 


7 1953 
EFFECTIVE BUYING INCOME FOTTEAT ION 21,202 RETAIL SALES 


$98,083,000 | «2, w2 mm ovans | $83,014,000 
UP 87% OVER 1945 a ts Sat UP 168.6% OVER 1945 
(WRITE FOR COMPLETE UP TO DATE MARKET BROCHURE) 


ONLY THE LORAIN JOURNAL COVERS THE LORAIN MARKET 


NATIONAL REPRESENTATIVES — SHANNON & ASSOCIATES, INC. 


SALES MANAGEMENT 


WSPD’s “Billion Dollar 


oe geen 


lj 


TV Counties serviced 
by WSPD-TV 


The area covered by WSPD (Radio and/or Tele- Toledo’s Metropolitan Area ranks high in the nation's 
vision) encompasses 18 counties; 3 in Michigan 200 leading areas— 


and 15-in Nerthwestem Onis. Toledo ranks 41st in total retail sales 
Population 1,181,800 Toledo ranks 39th in food store sales 
Families 359,150 Toledo ranks 42nd in gen. mdse. store sales 
Radio Homes 355,050 Toledo ranks 49th in apparel store sales 
Percent tuned to WSPD-AM Toledo ranks 44th in home furnishing sales 
Daytime 56.8 Toledo ranks 34th in automotive store sales 
Ni inary 48 a Toledo ranks 38th in filling station sales 
*Television iain 279 029 Toledo ranks 57th in building material and hardware 
: store sales. 
Percent tuned to WSPD-TV Toledo ranks 44th in drug store sales 
Daytime 78% 
Nighttime 91.5% SPeeDy daily entertains the people whose buying 
habit t for Toledo's hi ,. 
EFFECTIVE BUYING POWER abits account for Toledo's high rating 


Total—$1,917,277,000 “January 1, 1954 
Per Capita $1,622 Autiority for above listening and market information: 
teed csrceg essa Standard Rate & Date Consumer Mark 

F andari Rate : Consumer Markets 
RETAIL SALES Neilsen Coverage Service 

Total $1,409, 122,532 Television Magazine 

Per Family $3,923 


Spent For: 
Food $332,271,000 
Gen. Mdse. $137,070,000 AM-TV 
Furniture & Household—$72,696,000 -p, TOLEDO, OHIO 


Automotive $311,027,000 
Represented National 
Drug $36,600,000 Storer Broadcasting Compony = by KATZ ly 
YOM HARKER, NAT. SALES DIR, 118 & 57th STREET, NEW YORK 
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THE BIG RADIO 


SALESMAKER 
IN YOUNGSTOWN, OHIO 


WFMJ RADIO GIVES TOP COVERAGE 
WHERE IT COUNTS ... IN THE HOME, 
IN THE CAR, OUTSIDE THE HOME. 

COST PER THOUSAND IS LOW WITH 
COMPLETE COVERAGE IN 5 COUNTIES. 


*. WEMJ “-. 


YOUNGSTOWN’S GOOD NEIGHBOR STATION 
Ask Headley-Reed 


OH J ce) — (Continued) sive estimates by SALES MANAGEMENT, 


4 oO EFFECTIVE BUYING RETAIL SALES 


PO 10N 
ESTIMATES INCOME 
BY LD 1/1/54 BYP ESTIMATES—1953 ESTIMATES—1953 
COUNTIES — |politan FIVE STORE GROUPS 
CITIES Area (in thousands of dollars—add 000) 


Furn.- Auto- 
House- | motive 
Radio 


AToledo 28,394) 115,587 
Madison 


[iw 2) 5. , ° : : ° 1,354 7, 
London.... . ‘ d 4 ‘ ° P 461 pom 
Mahoning... .. 


15,444) 63,744 
2A Youngstown| 14,115} 55,969 


3,264) 13,716 
Marion 2,918} 12,703 


Medina 1,584) 8,317 
Medina ‘ 537 4,630 é 

Meigs 4. -0| 7.3 ° d ° 1,558 459 3,640 0108 

Mercer , +o 4) 6.1 1,363 1,447 9,126 0187 
Celina. . 819 623 6,172 .0059 


2 Youngstown is in Mahoning and Trumbull Counties. Before using these figures, see explanation page 11. 
Aand A See end of state for SM Metropolitan County Areas. © SM, 1954. 


THE BIG TELEVISION 


SALESMAKER 


IN YOUNGSTOWN, OHIO 


COVER OHIO’S 3RD LARGEST 

MARKET ON YOUNGSTOWN’S NBC 

STATION. NETWORK SHOWS PLUS GOOD 
LOCAL PROGRAMMING MAKES THIS YOUR 

BEST TV BUY FOR EITHER SPOTS OR PROGRAMS. 


"*, WEMJ-TV “. 


THE HIGHEST TOWER IN OHIO 
Ask Headley-Reed 


“SR BEER EEE EG 


SALES MANAGEME 


LENA WEE (Much ) 


DEFIANCE 
ma 


market 


3rd in Number of Families 

3rd in Effective Buying Income 
3rd in Food Sales 

3rd in Household Furnishings Sales 
3rd in Automotive Sales 

3rd in Drug Sales 

3rd in Liquor Sales 

3rd in Total Retail Sales 


ee effectively reached ONLY by 
the Toledo Blade and Times... 
with e 3rd highest circulation among Ohio’s daily newspapers. 


@ 84% market coverage. 
@ 3rd lowest milline of all Ohio’s newspapers. 


When you think of Ohio Our new 1954 Market Map sent on request 


. + 


TOLEDO 2.4, BLADE 
TOLEDO Moringa TIMES 


Represented by 
MOLONEY, REGAN, and SCHMITT, INC. 


New York « Chicago ¢ Detroit « Boston « Philadelphia « San Francisco 
Kansas City * Los Angeles * Dallas « Miami 


SOURCES OF DATA: 
@ Sales Management Survey of Buying Power (1954) 
@ Ohio Department of Liquor Control 
@ Michigan Liquor Control Commission @ U.S. Bureau of the Census 
@ Newspaper Rates and Data (SRDS) 
MAY 10, 1954 


with the... 
DAYTON, OHIO 


MARKET... 


on your schedule! 


In 1954, sales tesults will come from exceptional 
markets which offer EXTRA DIVIDENDS! 
Dayton, Ohio, is that kind of market . . . 1953 in- 
come, over one billion dollars .. . EMPLOYMENT 
UP 11.5% PAYROLLS UP 14% ... BANK 
CLEARINGS UP 14.2% . OUTBOARD CAR- 
“LOADINGS UP 14% ELECTRIC POWER 
SALES UP 19.3%. 
And the Dayton market EMPLOYS OHIO’S 
HIGHEST PAID WORKERS .. average weekly 
, earnings for Dayton’s workers consistently lead other 
# major Ohio cities by as much as 12% to 15% MORE. 
To sell this market effectively and economically 
with saturation coverage, use the Dayton newspapers 
regularly. 


The Dayton Daily News The Dayton Journal Herald 
Evening, 136,906 Sunday, 162,21! Morning, 85,585. 


. - Represented nationally by SAWYER - FERGUSON - WALKER CO. 
(ae New tg tanner a std te Angeles-Sen Francisce 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
Sy ESTIMATES SM INCOME 
M 1/1/64 ESTIMATES—1853 ESTIMATES— 1953 


COUNTIES —; | | | | | } FIVE STORE GROUPS 
CITIES | Urban- } | Cor (in thousands of dollars—add 000) 
ized Doll. ty | 
Popu- of | Cap-| Fam-' | | | 


Total | % | Fami- 
(thou- | lies | | | | 
sands) | U.S.A. | (thou- | lation (add U.S.A.| ita | ily 090) U.S.A. | General | Furn.- Auto- | 
} | ) | (thou- 000) | | \- Mdss. | House- | motive | Drug 
an veers See ee |__| 5. 7 ae 


or 


64.6 .0404| 20.5) 33.6 103, 183 .0420|1 ,597|5,033 74,806} .0435) 3,649) 18,590 6,249 3,333) 17,816) 1, 
18.2) 0114) 6.2) 29,065) .0118)1,597/4, 688 28,992) .0169 6,592 3,603 1,651 7,963 


902 
11.1] 0069} 3.7 20,424| .0083/1,840/5,520} 21,807} 0127 4,701} 2,035 806} 3,028} 686 
14.5 - 0090 4.3 nr 12,399} .0050) 855)2,883 7,394) .0043) 1,720 1,393 1,015 287 1,077 
37 437.7| .2736| 131.6/374.7 | 842,964) .3427/1,926/6,406] 573,093] .3331| 4,355) 137,484, 81,750) 27,324) 105,856 20, 

262.8) .1642| 80.1 501,948! .2040/1,910|6, 267 480,930| .2795 106,084} 80,406) 24,046] 91,628) 17,3 .2187 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


MANSFIELD 2166657 and HiHEsT QuauTy 


POTENTIAL METROPOLITAN MARKET in OHIO 


97,800 people (SM’S Survey of Buying Power) 
$173,283,000 effective buying income 
$116,368,000 retail sales 
11% above the national Quality of Market average 


Only 5 Ohio Metropolitan markets have a higher Quality of Market standing 


The city of Mansfield, with 48% of the County's population, 
does 74% of the total retail sales. 


THE MANSFIELD NEWS-JOURNAL 


Alan G. Nicholas, Business Manager represented nationally by Shannon & Associates 


pen aren — 
APA priced sage 


OES in sane 


* 


0 st A ne EG POA ee de 
eter reno. enteen es 


SALES MANAGEMENT 


opulation 
1954 P Tee... 
fective Bu 
Sales 
Incom 


{Take Assthen.i LO © K..: ZANESVILLE 


a fart growing Metropolitan Market exclusively sering 
att of southonstove Ohio. 2. th natlen enter mee tu sate 


unhiz}v 


ZANESVILLE, OHIO 
Established May 23,1953 


NBC « CBS « ABC « DU MONT 


Interconnected Networks 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


OHI O— (Continued) 


w7 


PULATION 
Ayes MATES 


SALES AND 
EFFECTIVE & BUYING RETAIL SALES ADVERTIS- 


ING 
EST TWATES—1953 ESTIMATES—1953 CONTROLS 


COUNTIES 
CITIES 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Coun- 
Sales 
General Auto- 


Per 
= Mdse. | House- | motive 


5gz 


Richland. ...... 
A\Mansfield... . 
Shelby 


Chillicothe 
Sandusky....... 
Fremont...... 


12.3 
28.8 
25.4 


97.8 
46.4 

8.5 
57.1 
26.0 
44.6 
17.3 


-0367 
-0162 
-0279 


-0108 


23.2 


2,321 ’ 1,807 
2,325 


28 8888 


15,921 
13,649 


_— 


—_ 
- 


3 


3 4,201 
4 ° . 4,236 
3 3,847 
2,744) . ’ ’ 381 2,548 


—_ —- 
_— 
nN 
_— 


5,426) ; : , 2,529) 16,383 
5,873) . ¥ 1,694 9,396 
5,361 . ‘ 603| 4,078 
6,437 . 1,091} 5,318 
4,519] | i 790| 4,338 
4,441 ; ) , 1,491} 4,876 


BS35e4 883233 BF 


5,874 ° 6,420} 22,833 
6,652 . é - 4,830} 14,082 
5,683) . . 660 3,395 
4,308) ° ° . 2,348} 12,539 
4,643) J ¢ 2,128) 10,669 
4,611 : . ° 3,769) 11,087 
5,011 . ‘ 7, A 2,841 6,776 


a er ee 


o 


A and A See end of state for SM Metropolitan County Areas. 


© SM, 1954. Before using these figures, see explanation page 11. 


COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 


tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 


are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 
be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


MAY 10, 1954 


WHAT HAPPENS WHEN AN ATOMIC PLANT 
HITS THE PORTSMOUTH, 0., MARKET? 


A $1,200,000,000 Atomic Energy Plant construction program began in THE PORTSMOUTH 
TIMES area in the fall of 1952. Peak construction employment is scheduled for the fall 
of 1954. Already Portsmouth is a consistent “Sales Management High Spot City”. 


Employment Skyrockets! Payrolls Zoom 


26,000 highly skilled atomic plant construction 
workers will be employed by the fall of 1954 in 
addition to Portsmouth’s normal 17,000 steel, shoe, 
railroad, foundry and refractory employment. 


$4,000,000 per week atomic plant construction pay- 
roll sweetens the already good payroll of the Ports- 


mouth area which produced a steady $62,500,000 
annual retail sales base. 


Cash In On This Boom Market! 


One newspaper, THE PORTSMOUTH TIMES, covers Ohio’s atomic energy market. 
Read and respected—alert to the expansive need of a “fastest growing” section in 
the United States—ready to meet the needs of alert advertisers who used over 14,000, 
000 lines in 1953 to tap this dollar-packed, rapidly growing market. 


THE PORTSMOUTH (Ohio) TIMES 


for 102 years a dependable institution 


A Brush-Moore Newspaper, Represented by The John W. Cullen Co. 
Affiliated with Radio Station WPAY-WPAY (FM) CBS 


OH 1 O— (Continued) 


The “SM” symbols mark original, exelu- 
Pr ry ee Ee we bee est sive estimates by SALES MA WAGEMENT. 


ereets — NG 


7 ore S ESTIMATES SM 


RETAIL SALES 
ESTIMATES—1953 BYP EsTiMATES—1953 
COUNTIES 


l FIVE STORE GROUPS 
CITIES bar thousands of dollars 
y Per 


Fam- 
ily 


4,073} 
4,104 

4,857 
- 0122) 1 ,520/4,934 
- 0098) 1 ,639]5 , 238 
- 0148/1 ,238/4 , 217) 
- 0068} 1 , 366/4, 273 


2037/1 ,658)5,5 

- 0803} i ,658/5,341 

-0220) 1 ,626|5,361 
-0181)1,611)5, 44,314 


1 Fetete is in Hancock, Seneca, and Wood Counties. Before uing these figures, see explanation 11. 
A and A See end of state for Shi Metropolitan County Areas. = '. © SM, 1954. 


Not a REview ... but a PREview 
of next month’s retail sales volume in more than 200 cities. In every first-of-the-month issue SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in leading U. S. Cities. We give the sales volume, the 


percentage of change from the same month last year and its relation to the national change for the same period. 


The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spot 
Cities” alerts you to changes in the making . . 


. each month. 


SALES MANAGEMENT 


You Can Get To 
Canton, Ohio, with 


But The an wei to 


SELL CANTON 
Is With Wi/ktd 


Trying to sell the $500 million Canton metropolitan 
market without using The Canton Repository is 
like trying to bridge a mile-wide river with an 8 
foot plank! 


That's because only The Canton Repository gives 
100°, selling coverage in the Canton city zone and 
more than 75%, selling coverage . .. daily and 
Sunday . . . in a metropolitan market area that in- 
cludes two highly urbanized areas besides Canton. 


THE CANTON 


Canton is one of four metropolitan markets in rich 
northeastern Ohio. Like the other three, it's a mar- 
ket that can be tapped only by the home-town 
newspaper, and only The Repository offers mer- 
chandisable coverage of The Canton market. 


Remember, if you're not in The Repository, you're 
not selling Canton! 


HOW TO GET HOME IN CANTON ON SUNDAY 


REPOSITORY = [icv 


A BRUSH-MOORE NEWSPAPER 


represented nationally by 


AMERICAN WEEKLY 


Story, Brooks and Finley CANTON REPOSITORY 


Total ABC circulation: Daily: 65,701; Sunday: 70,544 


MAY 10, 1954 


OH | O — (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MA AGEMENT. 


COUNTIES 
CITIES 


PULATION 
we 


SH 


EFFECTIVE BUYING 
SM INCOME 
ESTIMATES—1953 


RETAIL SALES 
ESTIMATES—1953 


Metro 
politan) 
Area 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


General 
Mdse. 


Furn.- Auto- 


motive 


2A Youngstown] 


Tuscarawas 
New 


80, 22,898 


117,475 


Philadelph ia. 


42.1 

4.9 
43.9 
16.3 


62.0 
14.5 
26.4 
61.6 
12.2 


88,297 
21,779 
37,286 
95,225 
16, 128 


20.3 27, 162 


72,395) 18,481 
1,817 
1,378 
8,338 
5,403 

981 


94,430 
8,701 
9,837 

35,346 

20,281 
4,533 


3,953) 16,640 
1,413 
899 
495 
1,310 
1,107 


4,161 


130 
1,658 
478 
2,071 
1,901 


2,408 
1,202 
1,406 
1,886 
581 
846 


4,816.7) 3.0097|1,493.4 9, 108,061 


6,099) 7,751,304 


1,854, 643)1,041,670) 411,811/1,583,893 220,720) 3.8048 


8,351.5) 5.2191/2,634.6|5077.0}14, 282,611 


2,425,107/1,113,081) 481,428 


OHIO— Metropolitan County 


788,611 
501, 339 


302.3) .1890 
302.8) 872.5] 1,659,265 


437.1| .2731| 132.9) 381. 
90.0) 218. 


3206/1 ,804/5. 534, 
- 2037/1 ,658/5, 359, 085) 
-6745/1 , 760/5, 1,130,683} .6571 


4,022 
3,990 
3,734 


1,933,719|262, 761] 5.6607 
138,030; 80,460; 22,898 113 


117,475) 14, -3081 
88,992} 36,733) 22,356) 66,816) 8,251)  .2022) 107 
293,321) 147,159} 54,856) 205,074) 33,61 6522) 111 


1 Fostoria is in: Hancock, ck, ene, and Wood 


ties. 
2 Youngstownds in —s 


and Trumbull Counties. 


© SM, 1954. 


A and A See end of state for SM Metropolitan County Areas. 
Before using these figures, see explanation page 11. 


25 Years of Service 


With this issue the Survey of Buying Fower is 25 years old, but frankly, we're not interested 


in birthday cakes and candles and silver trimmings. Instead, we’re mighty proud of our rec- 


ord of service during those years. Mighty proud, too, of that quarter-century of priceless ex- 


perience . . . They were years of growth. Of testing, improving, foolproofing our techniques. 


Of increasing acceptance by companies, people and groups who depend on reliable population, 


income and sales data to get their campaigns and projects off the ground. Of steadily com- 


pounding prestige as the country’s No. 1 source of market data. 


SALES MANAGEMENT 


“mi 
| 


Hitman 


-at a low 39° per line-Evening or Sunday 


Akron is big! Akron is growing! Akron is unique— because you 
can reach its trading area population of 530,943 through its only 
newspaper, The Akron Beacon Journal, with an evening circula- 


tion of 150,179 and Sunday circulation of 156,515. Compare 


markets, coverage, costs — and you'll put Akron on your ‘must’ list. 


AKRON BEACON JOURNAL 


STORY, BROOKS & FINLEY, REPRESENTATIVES 
JOHN S. KNIGHT, PUBLISHER 


MAY 10, 1954 


Metropolitan poreas poecount For Only About 
Oue Foal, Ohios Retatl Food & Drug Sales / 


Buying only metropolitan counties in Ohio? If that’s the case, you’re missing almost one 


half of the retail dollars spent each year! Fill this costly gap in your present Ohio advertis- 
ing program by adding WRFD to your list! 


WRED offers deeper penetration of the Nielsen C&D Counties (less than 100,000 popu- 

lation) than any other medium! The C&D Counties within WRFD’s 72-county primary 

coverage area account for 46% ($493,884,000) of the total retail food sales and 40% 

($50,076,000) of the total retail drug sales! 

This rich “Town & Country Market” is larger than the three biggest metropolitan areas 

within WRFD’s primary combined! Get all the facts about how you can get complete cov- 

erage of the vast “Town & Country Market” by contacting George W. Clark Inc. or a 

WRED representative! 

You'll also be interested in the latest report on WRFD listenership by A. C. Nielsen, Jr. 
We'll be happy to send you a copy of this report which 


WRI Worthington,O. 5000 Watts 
Peoples Groadeasting Corp. 


OHIO— Metropolitan County Areas — (Continued) The Soir" _wutele mart wigieal, anie- 


sive estimates by SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
SM ESTIMATES | ME 


1/1/84 CLD Estinares—tsss BYP ESTIMATES—1983 
politan| 
Area 


FI 
(in thousands of dollars—add 000) 


Lirhan. 

% | Fami- | ized 

of lies | Popu- 

U.S.A. | (thou- | lation . \ General | Furn.- Auto- 
sands) | (thou- House- | motive 
sands) Radio 
1492.5) 

485.7] 
413.4 


Per 
a Fam- 
S.A. lly 


468.3 
. 163.9 
3160) 151.4 


103,032) 380,891) 65, 
33,919) 127,889) 20, 
29,786) 119,298 


| 6 . -1001; 46.5) 114. 275, ° »? 19/5922 
-0585; 28.7) 6&7, 149,708) . ,509/5,21 
A and A See end of state for SM Metropolitan County Areas. © SM, 1954. 


11,220) 38,262) 4, - 1098) 
5,340) 19,088) 2, -0617) 105 


Before using these figures, see explanation page 11. 


LIMA Ohio MARKET! 


RETAIL SALES PER HOUSEHOLD $5,636 
CENTER OF 6 COUNTY TRADING County, (exceeds national average by 53%) 
AREA WITH RETAIL SALES OF (per household income 21% above U. S. av.) 


$262,790,000 977, ome COVERAGE 


Source: 1954 Consumer Markets 


(effective coverage 6-county area) 


ane THE LIMA NEWS anc 


Circulation “THE BULL'SEYE PAPER OF THE BUCKEYE STATE” Circulation 
Daily 34,225 NATIONALLY REPRESENTED by STORY, BROOKS-FINLEY, Inc. Sunday 36,129 


SALES MANAGEMENT 


It’s nice The Nation’s Leading Evening 
to be Papers in General Advertising 


FIRST 
:; DER 
WHY 
Is more 
important! pitas. Gana 


Detroit News 3,381,306 
Cleveland Press 


Cleveland Press 


Chicago Daily News... 


Chicago Daily News. . .4,156,830 
Detroit News 3,914,397 
Philadelphia Bulletin. . .3,909,456 


Boston Traveler 3,702,434 
Rocketing to No. 1 place among all U. S. after- 


noon dailies, The Cleveland Press published 
3,649,450 lines of general advertising in 1953. 
To us, the reasons why are uniquely identi- : ‘ 
fied with the prestige of i. eas’ x trusted Cee ee 5+ Vemee 
Boston Traveler 3,727,536 
friend of the family . . . in the 1,500,000-plus Philadelphia Bulletin. . .3,640,986 
population area of Greater Cleveland. Detroit News 3,614,498 
Its more than 75 years of public service, for 
example. Its coverage of 7 out of 10 homes 
. more than any other daily in any multi- 
daily market. Its city zone circulation, too... 
and the added sales impact its long maintained Media Records First 50 Reports - 
market research program gives advertisers. 
These are just a few of the significant reasons 
WHY The Cleveland Press now leads all U. S. 
afternoon dailies in general advertising lineage! 


‘wr weet fl) The Cleveland Press 


The newspaper that serves 


MAY 10, 1954 


OH | O— 6%) Metropolitan County Areas — (Continued) die catinates 
POPULATION 
wee 


mates, by SALES (eS MANAGEMENT. MENT. 


SALES AND 
EFFECTIVE BUYING ADVERTIS- 


SYD Estimares—19s3 TR 


Urban-} 
yy Dollars 
(inen» | tathon 

(thou- 

sands) 


sands) 


47.5) 113.8 13,420 34,443 
36.1 ° ’ . ’ , ’ . 12,7 


127.6 76 ,082 


7,074 
30,456 


26,118 
127,616 
101.8 525,247 31,758) 18,516) 53,286 
157.7 A 

29.5) 63. 


23.4) 38. 


945, 660 
173,283 
111,224 


169,505, 69,093 
24,525) 14,740 
18,670) 4, 


128, 605 3727 
22,833 -0677 
13,332 0452) 
0488 


27.0) 49.3 


’ 109, 982 
-0475; 923.5) 42.1 


106,778 


4,073) 
4,544 


86,640) 
72,581 


22,156 
16,062 


10,261 
5,899 


5,058) 
4,653 


17,526 


6,448.5 4.03031 ,988.6|5416.3]11,844,050] 4.8142 ,837/6 , 047 7,879,070] 4.8793| 4,023|1,996, 380] 999,878 401, 260|1,513, 461/228, 232] 4.5871| 114 


OH! Gans @7D \ncome Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 


NET INCOME GROUPS, 1953 


$0-2,499 $4,000-6,999 |$7,000 & Over 3 $7,000 & Over 
% % Units % % 
vis Dat . 2 am Da. uthe tae 


lars lars lars 


54.8 28.2 ‘ -1/ 12.6 24.8 : ° . 7 11.3 -9 20.9 4 37.6) 7.0 21.3 
24.5 7.2 ° -0 | 36.4 . _ ° . 2 24.6 4 3.0 -1 29.8] 3.3 10.6 
27.1 8.5 : -5 | 32.6 . . . -1| 26.9 7.6 -5 18.7 6 39.7) 14.0 37.0 
2.4 7.6 . 0 | 27.3 ° ° ’ -3 | 30.9 11.2 3 30.9 2 30.6) 6.6 18.4 
52.7 24.6 . 0 | 15.8 . . ° een -4| 32.2 11.4 -1 28.0 8 37.8) 7.9 22.8 
26.4 8.8 | 31.0 -6 | 34.3 ° ‘ A 2.0 | 23.8 6.7 0 18.3 -7 40.1, 13.5 34.9 


A and A See end of state for SM Metropolitan County Areas. Before using these figures, see explanation page 11. 


MUST Men in Your '54 picture 


Selling . . . including advertising, pub- 
lic relations and ae tools that will 
help sell hardest and best . . . is man- 
agement’s top job today. That’s why 
the trend is to Sates MANAGEMENT. 


tive subscriptions. Renewals are at a 
record 81.95%. 
The INSIDE TRACK to Management 


for compan‘es selling such 


These records are unmatched 
products and services as: 


in the sales or advertising fields. 
TRAVEL and COMMUNICATION 
PACKAGING MATERIALS 
AND PRODUCTS 
PLANT and BRANCH LOCATIONS 


INSTITUTIONAL and 
PUBLIC RELATIONS OBJECTIVES 


AUDIO-VISUAL SALES AIDS 
BUSINESS GIFTS 
OFFICE EQUIPMENT and SYSTEMS 


In all periods of difficult business con- 
ditions, you can spot the key men. . 
the men you must sell . . . by noting 
the business paper whose subscrip- 
tions and readership are up—the busi- 
ness paper that’s HOT. 


Today . .. more than ever before . 

your market is the sales management 
executive, the pivot man in today’s 
adjusting economy — your magazine 
for selling this market SALES Man- 
AGEMENT — the magazine that’s hot 
with the men whom the heat’s on 


More than any other magazine in the today. 


sales or advertising fields, SALes 
MANAGEMENT has kept pace with the 
national growth in sales volume and 


sales capacity since the war. Gross 
national product has soared 71% 
in the past eight years, national in- 
come 68%, personal effective buying 
income 64%, retail sales 121%. At 
the same time, SaLeEs MANAGEMENT 
total circulation gained 89% .. . 


88% in the A.B.C. No. 1 Classifica- 


tion (Manufacturers, etc.) 


100.3% in sales management execu- 


Sales Management 


386 Fourth Avenue, 
New York 16, N. Y. 


333 N. Michigan Avenue, Chicago 1, Ill. 


15 East de la Guerra, P. O. Box 419 
Santa Barbara, Caiif. 


594 


SALES MANAGEMENT 


MAY 


10, 


1954 


IDEAL for food sales 


Retail food sales in the Youngstown* metropolitan area for +1952 totaled $153,858,000, ranking 
35th among those of all the nation’s metropolitan areas. Retail food sales in the city of 
Youngstown for “1952 amounted to $63,909,000, ranking 57th amoung those of all the nation’s 
corporate cities. Manufacturers’ food branches (with stocks) located in the Youngstown metro- 
politan area did a total sales volume in *1948 of $19,700,000. This volume was exceeded in Ohio 
only by the Cleveland, Cincinnati and Columbus metropolitan areas. 


IDEAL for manufacturers’ sales branches 


Youngstown is strategically located close to a population of over 2,500,000 in twenty-one 
counties of Ohio, Pennsylvania and West Virginia. It is only two hours away to the most 
distant county, with numerous first-class highways providing quick delivery from warehouses 
to retailers. Numerous national manufacturers maintain branch sales and warehouse facilities 
in Youngstown to service this convenient and profitable twenty-one-county market. 


The Youngstown Vindicator-the IDEAL 
medium to reach YOUR Customers 


Local business depends on local advertising to make selling effective. In 
Youngstown local business is served evenings and Sunday by one news- 
paper—The Youngstown Vindicator. A single newspaper, a single cam- 
paign, at a single low cost, will do the ideal job in this major market. 


“‘Whatever You Want to Sell 
Sells Best in Youngstown” 


*Sources: Department of tSales Management: 1953 
Commerce. Survey of Buying Power. 


Youngstown Vindicator 


OH !1O— @ Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1953 nies NET INCOME GROUPS, 1953 


sum ft $4,000-6,999 |s7,000 ‘= 
Uche lars 
4.8 14.1 
13.1 35.1 
11.3 30.8 
2.4 8.4 
18.0 40.9 
3.4 11.2 
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8.5 26.4 


Pi 
Ee? 


Ne N@wOoen © @ 
BRSRRES 
BESNSERS 


Swaown = @ 
—-mo 


oar Senor 


— 
= 


BESSSsR 
NUwb bit woe 
& 


4.3 13.8 
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INCREASE IN NUMBER OF “POTENTIAL” METROPOLITAN AREAS 


With this edition of the Survey, 8 “potential” metropolitan areas have been added, bringing the total 
number to 233. “Potential” areas are those which are near metropolitan status and probably will attain it 
long before official recognition catches up with them. In each case the central city is just short of the 
necessary population figure or is such an important trading center that retail sales exceed that of some 
cities on the official list. 
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TO COVER THE 


YOUNGSTOWN, OHIO, MARKET 
You Need WKBN- AM 


and WKBN-TV... 


PIONEERS IN THE YOUNGSTOWN AREA! 


A TV MARKET THAT DEMANDS 
INVESTMENT 


Wise advertisers know that to cover this 
industrial “giant effectively and consistently 
—there's only one television station for the 


job—WKBN-TV, Channel 27. Here's proof: 


Population 758;200 

Families 220,400 

Area: Columbiana, Mahoning, Trumbull 
Counties, Ohio; Lawrence, Mercer Coun- 
ties, Penn. 

Market Ratings: 30th-in U.-S.—3rd in Ohio 
(Population), 3rd largest concentrated 
steel producing center 

Total Retail Sales $861,526,000 up ‘12°, 

Sales Per at $4,040 

1°, above U. S. Average 

Effective Bing Income  $1,266,828,000 

E: B. |. Per . $5,748 

, abave U. S. Average 

Percent TV is : 

Percent UHF Conversions 

Number UHF TV Sets 

WKBN-TY Popularity ; 
of viewers watch WKBN-TYV most* 

*Based on 1,000 completed telephone calls by 

Retail Research Institute, Youngstown, Ohio, Nov 

1953 

Sources: 1954 Survey \s Buying Power) Televition 

Report of C. E. Hbopér, Ihc. for\Janudry 
1954; U.S. Census of Population, 1950 


A GIANT MARKET DOMINATED 
BY WKBN-AM 


In scope, audience and market, WKBN 
"Radio Youngstown” is one of the nation's 
best buys. Here's why: 
Population: 
13-county daytime 
primary-secondary area __. 1,227,400. 
1 1-county night time 
primary-secondary area .__ 1,179,600 
5-county primary area 
Radio Families: 
13-counties 
\1-counties _.. 
5-counties 
Daytime Listeners. . 182,804 radio families 
Nighttime Listeners . 144,876 radio families 
Shares of Audience: 


$1,210,796,000 

1,179,637,000 

861,526,000 

Sources: 1954 Survey of Revion Pr nee Radio Re- 
port of TC. t Heapar ‘or November. 


December, ro 1952 Soa ay Standard © 
Audit & Measurement ‘ 


TELEVISION RADIO 


CHANNEL 27 


CBS - DuMont +- ABC 


5,000 watts 
at 570 kc. 
CBS Affiliate 


Represented Nationally by the Paul H. Raymer Co. 


10, 1954 


ABC, DUMONT TV NETWORKS SERVES 33 COUNTIES 
IN OKLAHOMA AND 


2 COUNTIES IN TEXAS 
THE SOUTHWEST'S O ’ 
MOST POWERFUL KX 


POP.—1,059,050 
VHF TV STATION FAMILIES—323,955 
, EFFECTIVE BUYING POWER 
$1,362,650,000 
EQUIPPED FOR roe RETAIL SALES—$997,711,000 
NETWORK COLOR . 
° VHF TV 
INTERCONNECTED SET CIRCULATION—160, 153 
NETWORK SERVICE (December 31, 1953 RTMA) 


CHANNEL 10 


KTEN 252,000 Watts Power ADA, Oklahoma, Box 10 
750 Ft. Tower Phone: 1010, Twx 288 


National Representative: VENARD, RINTOUL and McCONNELL 


0 K L A HOMA— (Continued E i . The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES INCOME ING 
BYP ESTIMATES—1953 ESTIMATES—1963 CONTROLS 


COUNTIES ROUPS 


| | FIVE STORE G 
CITIES at |Urban- (in thousands of dollars—add 000) 
otal . 
(thou- | of | lies 
sands) | U.S.A. | (thou- ( S. . General ; Auto- 
sands) | (thou- 


motive | Drug 


f 


£7 


Aldair 


F | 


.0051|1,254/3, 801 
.0037| 690|2, 567) 


00481 ,594/5, 

.0130/1 ,441/4,464 
Elk City coe j ,512} .0059/1,668/5, 004 
Blaine 


ss 886 


& S888 88 


Bryan 
Durant 

Caddo 

Canadian 
El Reno 


> 
io 
a 
— 


oe 
ms: 
288 
a 


Carter 
Ardmore 

Cherok22 | ° 

Choctaw ae 3} 5. 14,147) 


- = 
+ 


83 288s 8252 
22e8e = 


S2fSse 28888 BS 


Cimarron . F 4) 8.960 
Cleveland ‘ -028 4) 30. 57,651! 
Normin ’ 30. p A) 41,850) 
Coal ' -3} 0045) . Be 4,768) 
| 


_ = 


Comanche... ae a 0} 42. 87,323 
Lawton... ; 5} 7) ,020 

| 9,845 

13,994 


ow 


47,098) . A ° ’ 2,912 
17,676) . é < 6 1,338 
26,382) . ’ ‘ 1,635 
12,944) . : 961 
10,136) . . 310 


7,679) . rk 471 
11,308) . 54914, ; : ’ 


© SM, 1954. Before using these figures, see explanation page 11. 


23 sBR28 SS 
Z2 8 


Table of Contents is on Pages 1, 3 and 5 


SALES MANAGEMENT 


WKY Radio has a larger share of radio The Pulse, Inc.. WKY Radio Area Report, 


listeners in its primary area ...morning, covering 42 NCS Primary Counties in Okla- 
afternoon and evening ... than all other homa (interview period from January 4 
Oklahoma City stations combined. through 24, 1954) includes the following data: 

65 a - 2a 8) * ‘ + 
DAY TIME PERIOD WKY | sta. B | Sta. c | Sta.D | Sta. & | Sta. F | Sta. G | MISC.* 


MON. Morning (6-12 Noon) 34% | 1 2%. 9%, 3 %o 1 %o 1 %o 1 %e 39%, 
thru Afternoon (12 Noon-6 Pm) | BO%111%| 7%| 2% | 2%|1 2%] 1% | 38% 
FRI. Evening (6 PM-12 Midnight) | 41% 114% | 8% | 5% | X X X 33% 


Morning (6-12 Noon) 42 % 1 1 % 8 % 3 %, 4 » 5 2 %y 2 ¥, 28 So 
SAT. Afternoon (12 Noon-6 PM) 37 % 1 2 %o 9 % 2 % 3 » A 3 %o 1 A 3 2 % 
Evening (6 PM-12 Midnight) | 84% | 20% |12% | 5% | X X X 30% 


Morning (Sign-cn-12 Noon) 26 % 8 % 1 0 So 5 % 6 ~% 7 %, 2 % 37 % 
SUN. Afternoon (12 Noon-6 PM) 26 % 10 %o 8 %o 9 %o 6 %o 3 » A 2 So 36 %, 
Evening (6 PM-12 Midnight) | 38% 118% | 11% | 5% | X X X 29% 


* Includes all other local stations in 42 county area in Oklahoma, plus out-of-state stations received. No 
one station has more than about 2%. 
X Not on air. 


See your Katz representative for complete details of metropolitan and area ‘Pulse’ Reports. 


fz 7elevuun Staton wn baboon 


MAKES A SINGLE — 
e STATION MARKET OF 
A MULTI-STATION AREA 


C. E. Hooper survey for January, 1954, reveals that that... in addition to having ALU of the TOP 15 
WKY-TV has a week-’round 63% share of the met- major once-a-week shows . . . WKY-TV originates 
ropolitan Oklahoma City audience ...a larger area the TOP 10 multi-weekly shows and has a WEEK 
than the other three local stations combined! "ROUND 70% SHARE OF AUDIENCE ... during 

those periods when other stations are on the air... 
Pulse, Inc., after a 3-week, 29-county survey of PLUS, an exclusive audience during some 20 hours a 
Oklahoma TV preferences (Jan. 4-24, 1954), reports week of bonus morning programming! 


Serving 251 ,742* TELEVISION HOMES in Oklahoma, plus ‘‘bonus'' 8-county coverage in Southern Kansas! 
*As of Jan. 1, 1954 


@ 930 KC * NBC @ CHANNEL 4 


OKLAHOMA CITY, OKLAHOMA 


OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING CO. 
THE DAILY OKLAHOMAN * OKLAHOMA CITY TIMES © THE FARMER-STOCKMAN 


Represented by KATZ AGENCY, INC. 
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SALES MANAGEMENT 


a close look 


wy WHY 


Population 


37,822,000 


See for yourself how Oklahoma can 
best serve you. You save on increasing 
MMM HE freight costs by serving this area, the fastest 


: income Paym ents growing market in the nation, from Oklahoma. 
Located within the center of the “Magic Circle,” 


$52, 760, ooo, 000 Oklahoma serves the Southwest, Midwest, South 
and West with manufactured products which are 
shipped by rapid transportation services to all major 
markets. 


Skilled and unskilled labor is available. Oklahomans 
*% have proven their ability to produce and adapt them- 
Retail Sales selves to mass production methods. Pride in their 
work and the desire to do a day’s work for a day’s 
$37. 917, 521, feTeye) pay, is borne out in the fact that man-days lost 
through labor disputes are negligible as compared to 
the national average. An abundant supply of power 
... economical power, low cost natural gas, coal and 
petroleum products, is available to meet present and 
future requirements. 


* ¥% 
Businessmen are looking at our fabulous market, 
Farm Incom e where within a 500 mile radius, there is a population 
S14, 485,590,000 of 37,822,000 — annual income payments of $52,760,- 
: 000,000 — retail sales amounting to $37,917,521,000 —. 
a farm income of $14,485,590,000 and bank deposits 
of $35,681,794,000. All these advantages await you 

in Oklahoma. 


Bank Deposits 
- §35, 671,794,000 


SOURCE: . For general information on Oklahoma 
* U. S. Department of Commerce — Bureau of Census oe Ouz plant location possibilities, write for 

** 1953 Sales Management : Oklahoma—State of Industry —an 

‘ — elaborate brochure outlining the state's 


*** Federal Deposit Insurance Corporation ‘ 
**** U. S. Department of Commerce — Survey of poe sar Yours for the asking, no 


Current Business 
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KEEP YOUR EYES ON... 


KL 


IN ENID, OKLAHOMA 


@ On the air in June of this year, KGEO-TV will play 
to an audience of 695,540 people...30% of Okichoma’s 
total population, with 130,354 TV Sets just waiting to 
tune in this home station. 

@ These people control over a third...38% of Oklahoma’s total income buying power... 
$1,035,596,300, derived from three dependable sources, Agriculture, Oil and Industry! 


@ Rich, responsive and ready, this audience is yours, through the beam of KGEO-TV- 
Put your message where it shows...on Channel 5 in the heart of the triple-income trade! 


KGEO-TV e ENID, OKLAHOMA @ CHANNEL 5 @ GEORGE STREETS, MANAGER 
OKLAHOMA -— (Continued) dive estimates by SALES MANAGEMENT. 
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ALL OVER THE NATION 


LUCY and DESI 


ARE A GREAT TEAM! 


IN OKLAHOMA CITY 


KOMA and KWIV 


ARE A GREAT TEAM! 


Your prospects in Oklahoma City A GREAT SALES TEAM 
are watching and listening to a \ eT 

great, new team —- KOMA and be . o) <a> 
KWTVI! You have a new opportun- Cs /' 


ity to increase your sales in the 


= \ \\ 
\ \ \ ; 
BIG, RICH Oklahoma City market ’ 
— now sold to the best advantage ; Ad 
by using KOMA-KWTV*—the sta- r 
tions with all the top-rated CBS 50,000 WATTS CHANN 3 
radio and television shows. Write 


or wire today for availabilities! BOTH REPRESENTED BY 


AVERY-KNODEL, INC 
EDGAR T. BELL, Executive Vice-President 


FRED L. VANCE, Sales Manager KWTV 
BEN H. HOLMES, Sales Manager KOMA 


*KWTV goes to 316,000 watts ERP with a 1572-foot tower in late summer 1954! 
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THE LOCATION FOR YOUR 
PLANT OR WAREHOUSE! 


WRITE FOR MARKET FROM OKLAHOMA CITY—THE CENTRAL 
BROCHURE CITY OF THE GREAT SOUTHWEST 

eins: tale widens alk (600-mile radius of Oklahoma City) : 

which we will build Retail Sales 37 billion dollars 

and lease. All in- Income Payments 52 billion dollars 

quiries handled con- Population 37,822,000 

fidentially. plus excellent labor supply, adequate power, outstanding 

cultural and educational achievement record. 


OKLAHOMA CITY CHAMBER OF COMMERCE 
OKLAHOMA INDUSTRIES, INC. 


OKLAHOMA — (Continued) lie estimates by SALES: MANAG! 


sive estimates by SALES MA AGEMENT. 


SALES AND 
a pe RETAIL SALES ADVERTIS- 


POE STIMATES 
@ 1/1/54 SYD estimares—19ss ESTIMATES—1953 


Metra 
COUNTIES | FIVE STORE GROUPS 
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A and A See end of state for SM Metropolitan County Areas. Before using these figures, see explanation page 11. 
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&sk 
B23 


more than 


every Sunday 
Largest Sunday Circulation 


in the Southwest! 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


a mer-Stockman 
Owned and Operated by ” WKY Radio and WKY-TV 


THE OKLAHOMA PUBLISHING CO. Represented by 
The KATZ AGENCY, Inc. 
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OIL CAPITAL OF THE WORLD 


Pepetetion . «0.6 :c + « ob wie eee bible 0:0 0 Oe 
(ABC City Zone) 
Effective Buying Income Per Family 
($488 above national average) 
Retail Sales Per Family 
($317 above national average) 
Tulsa is the center of a BILLION DOLLAR MAGIC EMPIRE. 


To sell YOUR products in this fast growing market advertise 
them in the preferred newspapers, the Tulsa World and 
The Tulsa Tribune. 


TULSA WORLD ¢ TULSA TRIBUNE 


MORNING e@ EVENING @ SUNDAY 


REPRESENTED NATIONALLY BY @ THE BRANHAM CO 
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SALES AND 
PU STIMATES ADVERTIS- 
W 1/1/54 YD Estimares—t983 JM 


ESTIMATES—1953 


COUNTIES 
CITIES 


~ FIVE STORE GROUPS 
(in thousands of doliars—add 000) 
Per | Per ty 
Fam-| 0 
ita | ily .S. General | Furn.- Auto- 
Mdse. | House- | motive 


1,130 o A 5 13, 287 


. $0,494| .0124|1,187)3, F ‘ 7, ‘ 5 14,673) 1, .0162 
12.4]. . 15,897| .0065|1,282/4, ; ; 8,365 .0081 
19.2) . 0} 2. 12,301} .0050) 641 ; 522 .0058 
37.9) . .7| 21. 50,705} .0207|1,338/4, : ; " i 2 5 10,108 .0222 
17.9} .0112} ; 29,123} .0118/1,627|5, , 017 y ; 8,164 .0134 


16.9) . . . 35,393) . 2,094)7, d » . 911 6,164 -0136) 128 
5.8} .003 q 13,294) . 2,292'7, \ F P 682 707 4,786 -0063) 175 
16.8) .0105 . 5.3 18,927; . 1,127/3, : ‘ . 1,310 1,069 4,556 -0094) 90 
162 276.6) .1722 -7\230.4 602,135) . 1,822)5, J g 3 ‘ 43,775; 20,604) 93,291) 10,91 1973) 115 

212.4) .1327 397,188) . 11, 870)5, i .19 . 42,572 20,140} 90,235) 10,841 - 1668} 126 
A and A See end of state for SM Sictrepalitan County Areas. Before using these figures, see explanation page 11. 
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KVQQ-No. 1 Station in Oklahoma 
First ONLY KVOO Blankets Oklahoma's 


No. 1 Market fits &ict Bonus Counties in 


Okla. 
Counties 


30 Counties 


PERCENT OF 
77 COUNTY 
OKLA. LAND 


AREA 
POPULATION 


34.8% 
46.6 
435 75.2 


% OF OKLA. 
EFFECTIVE BUY- 
ING INCOME 
Population figures from 1950 Census. Retail Sales and Effective nan tamer es ™ a2? 
Buying Income from Sales Management Survey of Buying Power. KLA 48.0 75.8 85.5 
Other figures from Research Department of Tulsa Chamber of . : ; : 
Commerce. * Percent is of total Oklahoma figure for 77 counties. 


Second KVO0'S NCS Area has More Buying Power** 
than Any Other Oklahoma Station’s NCS Area 


KVOO Retail Food Drug Automotive Gross 
Sales Store Store Sales Farm 


NCS Area Daytime Sales Sales Income 
98 Counties*** 


$2,231,037,000 $486, 139,000 $67,808,000 $552,284,000 $779,798,000 


KVOO HAS 22% More 28% More 15% More 17% More 12% More 


Than has any other Oklahoma Station in its Daytime NCS Area 


** Figures from Standard Rate G Data Service and Sales Management 
*** 61 Oklahoma Counties; 19 Arkansas Counties; 13 Kansas Counties; 5 Missouri Counties 


KVOO is the Lowest Cost Per Thousand Buy in Oklahoma 


A year-end survey of manufacturing expansions and new plants in the 40 counties of Eastern Okla- 
homa during 1953 revealed that 208 manufacturing firms expanded present facilities or built new 
plants during the year at a cost of $38,417,669. There were 43 new plants constructed over the 
area. Tulsa County set the pace fo. the area and the state with 16 manufacturing firms building 
new plants in the county at a total cost of $622,052, and 144 Tulsa firms expanding present plant 
facilities at a combined cost of $16,787,584. 


50.000 WATTS 
OKLAHOMA'S GREATEST STATION 


MAY 10, 1954 


KTUL 305,800 
BUYING INCOME 
KTUL _ 1.055, 307, 
© ONE OPERATION KFPw ; 185, vgeoiooo 
© ONE NETWORK 
2 ong REPRESENTATIVE KTUL ____. $696,809,000 
ry KFPW .__.$143,047,000 


a 
=e 


RETAIL SALES 


*Tap the Billicn-Dollar Market of Tulsa and 
Northeastern Okiahoma — PLUS the Rich Trade 
Area of Fort Smith and Western Arkansas . . . 


AMPLE COVERACE . ..NO WASTE 


o " Fart Smith 
L. A. BLUST, JR., Vice President & General Manager 
AVERY KNODEL, Inc., National Representative 


The “SM” symbols mark — 
sive estimates by SALES M AMAGEMENT. 


EFFECTIVE sree RETAIL SALES 
a Wh INCOM 
ESTI MATES 1983 ESTIMATES—1953 


COUNTIES FIVE STORE GROUPS 
CITIES (in thousands of dollars—add 000) 


% Per | Per 
of Cap- | Fam-| 
U.S.A.| ita | ily Furn.- Auto- 
Food House- | motive 


. 7588/2, A 2,182 1,196) 
- 0273/1, 946/6, ’ 9,291 9,199 
-0190/2, 283/6, ‘ 7,226 k 8,858 
0076/1, 110)3, A 2,384 ° 2,486 


. 1, 653/4, . 2,778 5, 026) 
- 0041/1, 540)4, 767 ¢ 2,074 3,617 
-0068)1 ,198)4,121 A 3,168 1,084 4,927 
p 1,357/4,35 ‘ 2,684 926 282 4,481 


| 1,428,756) . 274,09 170,283 80,999} 403,870 


1.4317| 696.7|1230.8] 2,985, 1.2136|1,303|4, 288] 2,118,327] 1.2296] 3,096) 482,021 223,967| 108,287| 547,288 


OMA— a County Areas 


zrs| ree] m7] zoo.a| esto] m|-ecicon| snccn| com 2.0m] T-te| ah] a0.et| o.ot| W.ea| MTs 
637.9) 3988! 206.1 =o 1,108,779) .4511|1, 740}8, 388] 776,668! 4514] 3,768) 150,888) 103,037! 46,258 205, 371| 26,116] ane m1 


OKLAHOMA— 6%) Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 NET INCOME GROUPS, 1953 
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31.9] 9.4 
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9 20.9) 2.7 
12.3 26.0) 2.9 


22.9 | 25.5 18.9 32.6) 4.7 
22.9 | 24.8 0/ 17.6 2.8) 5.4 
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22.6 | 29.2 0) 16.8 29.4) 4.2 
38.9 | 24.3 36.7) 8.4 19.2] 1.6 6.2 
39.4 | 22.9 33.4] 8.0 18.2) 2.3 9.0 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 
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Now ... THE LEADER In RFD SUBSCRIBERS 
in both Oklahoma and Texas! 


The Farmer-Stockman’s leadership in reader- 
ship is confirmed again, this time by the ABC 
reports just released for Dec. 31, 1953. RFD 
circulation figures at right spotlight the Farmer- 
Stockman as your best on-the-farm salesman 
for the Southwest! 


PUBLICATION RFD.IN TEXAS RFD IN OKLAHOMA 
THE FARMER-STOCKMAN/155,906 (67.8%)| 82,887 (70.2%) 
FARM PUBLICATION “B" | 149,057 (52.7%) 52,418 (65.4%) 
FARM PUBLICATION “C" | 118,822 (49.9%) 23,682 (59.1%) 


CREAN Re SEAS Serving the Rural Southwest for 42 Years 


x ‘a 
[? AVG So PMY (PLY TAA) S) FF 
APT CfeovlOehkimMa 


OKLAHOMA CITY, OKLAHOMA @ DALLAS, TEXAS 


Owned and Operated by The Oklahoma Publishing Company — The Daily Sihename Oklahoma City Times — WKY end WKY-TV 
ereneted by THE KATZ AGENCY, INC. 


OKLAHOMA— @J® Income Breakdown of Consumer Spending Units — (Continued) 
NET INCOME GROUPS, 1953 NET INCOME GROUPS, 1953 
Total | Total 
Con- Con- 
COUNTY sumer f $7,060 & Over COUNTY sumer 
Units o/ % % % Units 


(000) Dol- | &% %  ODol- (000) % % ye 
Units lars U lars 


3.3 9 27.1 , 10.0 5 13.1 . . ° ° 0 24.6 
2.4 . ° 6.0 20.1 10.7 9 15.2 . ° . A 7 20.3 
5.7 . ° ‘ ° . . 3. ° 4.4 8 22.7 ‘ ! 8.0 . 0 17.6 
3.7 6 20.5 6 21.3 . . 0 J 4 20.6 


22.5 ° ° ° -2 | 21. ° , 5 esa 11.9 | 49.3 21.7 ‘ . ‘ ° 8 17.9 
4.0 . . J ° 4.6 . . : 10.2 | 43.6 16.9 . ° : . 0 22.3 
4.0 8 18. . . . ° ° A be 14.6 | 44.3 18.1 é . . . 1 18.5 
4.7 . ° A . . . ; . on 3.2 | 67.9 40.2 ; ° 7.9 17.7 -5 10.4 

132.3 ’ . . . : ° - . sac 2.1 | 41.3 17.6 ‘ ° 6 32.1 4 13.8 

14.8 . < a A ; ° ; < 6.7 | 49.6 22.1 | 26.9 ° -6 32.0 9 16,2 


© SM, 1954. 


100,082 HOMES ARE NOW VIEWING 


20% OF ALL RETAIL 
PURCHASES MADE BY 
OKLAHOMA'S 2,223,600 
PEOPLE ARE MADE 
WITHIN A 15 MILE vod evan 
ts RADIUS OF KTVQ'S ABC 
$1,960,820,000 TRANSMITTER wwe* 


OKLAHOMA’S MOST POWERFUL TV STATION (275,000 watts) 
MAY 10, 1954 


OKLAHOMA— @% Income Breakdown of Consumer Spending Units — (Continued) 


| NET INCOME GROUPS, 1953 NET INCOME GROUPS, 1953 


1! 
COUNTY $7,000 & Over sumer $2,506-3,999 '$7,000_& our 
ts | Je Ie « Jo * % Je 
Units lars lars Units lars 


4.2) 6.4 21.7 boa . -1 | 22.7 ’ < . 47.5 
19.4) 2.1 8.6 . -4 | 32.3 F le ° 9 21.7 
39.8 | 8.9 26.2 \° ° 28.1 ‘ 37.4 
25.6 | 22.7 57.3 ° : -5 | 29.2 ° ‘ 8 28.8 


28.9} 9.0 27.9 -3| 30.3 13.8| 26.9 23.3/ 24.9 33.6] 8.9 29.3 
7 348/15. 41.6 — 
6 30.3 | 25. 23.9| 3.6 12.8 55.059.3 | 30.3 9.1 | 26.0 19. 4] 13.0 36.3 


OREGON — (Other Pacific States: California, Washington.) 


Pop. 
Oregon state map—page 612 | (in |___Numper or OvTLets: NuMBER OF OUTLETS 


City County ithous.)| F GM | FHR A|D- i : | F |GM|FHR| A | D 


Albany..... Linn. 

Astoria... Clatsop... 
Baker... . 

Bend. . one 

Coos Bay........C 

Corvallis. . 

Eugene.... 

Grants Pass... ..Josephine........ 
Hillsboro ...Washington...... 
Klamath Falls. . .Klamath 

La Grande...... j 

Lebanon. . 
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— 
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EFFECTIVE BUYING RETAIL SALES 
INCOME 


ESTIMATES—1963 BYP Estimates—1953 
COUNTIES |p FIVE STORE GROUPS 
CITIES (in thousands of dollars—add 000) 


PULATION 
ESTIMATES 


Per 


General . Auto- 
Food Mdse. motive 


3,592 1,861 5,530 
1,495 5,224 
6,577 2,917 8,245 
4,688 2,470 8,000 
17,262 16,206 
5,115 8,576 


8 2g2888 


rs 


10,916 8,225 
5,752 7,529 
6,739 4,139 

14,599 13,762 


gis 


6,961 ; 8,838 
4,710} - 2,355 8,494 


2,583 301 1,622 
1,902 513 494 ° 
7,712 1,992 10,899 0165 
4,853 1,474 6,395 523} += .0095 
2,074 500 4,384 166] .0041 


Before using these figures, see explanation page 11. 


~ CHECK THE FIGURES 


AND YOU'LL AGREE THAT EUGENE AND LANE 
COUNTY ARE IMPORTANT TO YOU 


YOU CAN’T AFFORD TO BY-PASS THIS { y999 WATTS EUGENE - OREGON 
MARKET, OREGON’S LARGEST, OUTSIDE OF } 1280 KC. 


PORTLAND . . . SERVED BY KERG . . . CBS CBS 
FOR EUGENE AND LANE COUNTY WILLAMETTE VALLEY 


NAT'L REPRESENTATIVE 
WEED & CO. 


SALES MANAGEMENT 


eA t 


corporaTeP UPULATION 
_ You Get QUALITY Plus QUANTITY 


1954 
Sales * 


a ® Metropolitan County Area Population - 147,100 


Survey 


of © Sales 91% above average for city markets this size 


Buying 


dees ® Quality of Market Index - 43% over national average 


EngeneKeoisierGuard 


HOME NEWSPAPER 


0 
mT mu For Complete Market Dato, See SAWYER - FERGUSON - WALKER 


NEW YORK © CHICAGO DETROIT © PHILADELPHIA ATLANTA © SAN FRANCISCO © LOS ANGELES 


AINKKKG 


\\ \ 


3) SGeeteeeh tree 


ee eS Se te OREGON — (Continued) 
5: ee SALES AND 


peru ee + ers oe NG RETAIL SALES ADVERTIS- 
JM SM 


” 1/4 ESTIMATES—1953 ESTIMATES—1953 CONTROLS 
jetro- 


COUNTIES |More FIVE STORE GROUPS 
CITIES Area Ur ” os (in thousands of dellars—add 000) _ 
‘er Midna inn ng 

Cap- of l Pesce: Power 

ita $ Per ¥ Auto- Index 
motive | Drug 


15,189, 1,730 
11,910 

607 
2,110 


——_ — 
~ 
2 
so 


3,043 
3,091 
22,247 
18,464 


-—— = 


35,818 


11,243 
42,124 
13,878 
73,062 
30,051 


760 
8,008 
6,711 

16,544 
16,261 


S38 23588 E853 €2 


10,907 
245,843 


—_ = 


° 2,663 
162,421; . 31,371 


104,605 106 , 456 ] 25,623 0468 
84,588 96,719) . 24,786 -0390 
8.2) 3. 32,959 25,160 ’ 5,245 0140 


20.6) 24. 93,634) . 79,961 i 15,124 0412 
4.4 19,969) . 39,237 9,395 -0125 
1.9 11,818) . 17,828 4,465 0063 
6.9 29,733) . 32,686) . 6,438 0147 

‘ 1.4 7,642) . 17,358 5,425 -0052 

221 5] . 33.2) 49. 183,720 131,546 ’ 35,136) 3, -0678 

47.5! .0207' 15.2 78,328 96,550' . 31,193' 2,353'  .0387 


1 Salem is in Marion and Polk Counties. — Before using these figures, see explanation page 11. 
A and A See end of state for SM Metropolitan County Areas. © SM, 1954. 
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(f North Ben: 


Coos Boy 


=, OREGON 


@ Klamath Fails 


2 In excess of $150 Million 


1950 Net Effective Buying Income 


[=] $40 million to $74.9 Million 


[2241 $75 Million 10 $149.9 Million $15 Million to $39.9 Million 


VS, 


Cities shown are those 
having net Effective Buying 
Income of $15 million 

and over 


° 15 Copyright by 
en ae 


One inch Equals Approximately 60 Miles Sold Manegieneal 


A 1 » | 


Cc i 


D 
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OREGON — (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


COUNTIES 
CITIES 


BUD 1/1/54 


EFFECTIVE BUYING 


SYD estimares—ioss 


SALES AND 
RETAIL SALES ADVERTIS- 


ESTIMATES—1953 


FIVE STORE GROUPS —_— 
(in thousands of dollars—add 000) 


Auto- 
Food Mdse. | House- | motive 


8.6} .0054 


1,237 245 1,111 
162,190) 146,718 
137,425 

5,315 


4,257 
3,993 
12,327 
9,485 


8828s 


23 


3,923 
3,362 

958 
1,077 7,471 112 
1,077 7,471 ° 148 


1 Salem is in 


Marion and Polk Counties. 


A and A See end of state fer SM Metropolitan County Areas. 


612 


Before using these figures, see explanation page 11. 
© SM, 1954. 


SALES MANAGEMENT 


and 


WE 26 WORE SALES. 


Here is your daily sales coverage 
of the home market in Portland Oregon 


THE OREGONIAN REACHES 60.77 OF PORTLAND HOMES 


DATA presented here was ob- 


tained from a survey of the 
Portland, Oregon A. B. C. City 
Zone Home Market by Dan E. 


Clark Il & Associates. Personal 


| interviewing at Portland homes 


covered the period from Oct. 15 
nog E to Nov. 20, 1953. 
15.5% TAKE 32.8% READ ONLY 6.5% TAKE 
BOTH PAPERS THE SECOND PAPER NEITHER PAPER 


The Oregonian is FIRST in... 


Retail Advertising the Oregonian 


General Advertising jaiecaien daamne 
Classified Advertising 


..e-because The Oregonian reaches more people 


Largest Circulation in the Pacific Northwest 226,445 Daily 285,142 Sunday 


Represented Nationally by Moloney, Regon & Schmitt, Inc 
than any other Portland newspaper 
MAY 10, 1954 


Hite! 8080 coca » 
tei 00 Oh tee od te 
oo 
°-es 7 


1, METROPOLITAN AREA 


(Primary Coverage)* 


2. 13 COUNTY IMMEDIATE RETAIL AREA 


(Primary Coverage)* 


D 3. PACIFIC NORTHWEST 
7°. (Secondary & Tertiary Coverage) * 
ROOD XR 
SK OOOO) CO 
Se SOOO stetets © State! 


ey 5 oe Seatetes 


KS 


Rerececece. CONCENTRATED COVERAGE — 1,513,700 pop. — 499,600 families — $2,466,896,000 8¥rc 
erate 


| 


| ste BONUS COVERAGE THROUGHOUT THE PACIFIC COAST « CANADA « ALASKA 


©) WESTINGHOUSE BROADCASTING COMPANY, Inc 
KDKA © WBZ © WBZA * KYW ® WOWO ® KEX © WBZ-TV © WPTZ 
National Representatives; Free & Peters 


OREGO N — (Continued) a The “SM” symbols mark original, exclu- 


S sive estimates by SALES MANAGEMENT. 


SALES AND 
P7y ESTIMATES bg ne pens RETAIL SALES ADVERTIS- 

! 
BY 1 JM ESTIMATES—1963 CLD estimares—ioss 


M : ad 
COUNTIES i | FIVE STORE GROWS 
CITIES Urban- (in thousands of dollars—add 000) 
Total % Fami- | ized et y | Per Dollars 


(theu- of lies | Popu- | Con-| Fam-| (add 
sands) | U.S.A. | (thou- | lation ( | U.S.A.) ita | ily 000) .S. Per Aute- 


sands) | (thou- 000) | | Food House- | motive 
sands) | 


Washington 70.8) oa] 2.9) 22.2 ,993| 64,704] .0318 15,601 12,172 
Hillsboro 7} 0036 2.2 ,017| .0087|1, 19,881] .0116 2,932 9,438 
Wheeler 3.3) oot} 1.1| 324). 1,675| .0010 267 430 
Yamhill 36.3] .0220| 11.3) 11.3 484]. 4,114] 37,884 | .0220 8,774 8,874 
MeMinnville 7.5) .0047 2.4 078]. 1,477|4,616 17,495} .0102 3,137 4,520 


Total Above Cities 688.6) .4302) 236.2 1,321, 655| 53711 ,910]5, 508 1,417,842) .8241 | 262,754 81 79,515) 371,586 20,078] 
_ " | | 


| | | ee 
State Total 1,674.11 1.0462! 551.8/905.3 | 2,727,532) 1.1087\1,629/4,9431 2,028,660 .1791| 3,676) 460,007 5 99,778} 453,265 44,8341 1.1173 


itan County Areas 


| 766.9) ~ 4793) 262. 2 581.1] 1,329,348 .5403|1,733/5,070] 964,856) .5608) 3,680| 216,197 , 47,421; 207,338) 20, -6342) 111 
147.1| 0819) 46.8) 69.6) 245,843 -0999)1,671/5,253} 152,421) .0886) 3,257) 35,409 ’ 9,142} 31,371) 3,191) .0949) 103 


108.5) .0678) 33.2) 49.9 183,720 CR AES 131,46 _ 3,962) 26,162) 14,040 8,116) 35,136) 3, -0678| 100 


Total of Areas 022.5, .6390, 342.2 690.6 1,728,911| 7027 1 ,691/8,052] 1,248,823) 7258) 3.649] 277.768. 190,087| 64,679] 273, 848) 26,757], 6960] 109 


OREGON — @ Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 Tend NET INCOME GROUPS, 1953 


s0-2,409 | $2,800-2,908 | $4.000-6,90 |s7,000 & Over 8 $7,000 & i 
% 70 fo 7 0 
% Ol| % Ol| % Dol| % % 4% % 

| Units lars lars | Units tars | Units lars Units Units fare | Units lars 


5.3 | 34.0 19.3 | 27.1 22.4 | 28.9 37.0 | 10.0 ° | ay nate 8} 21.3 6.8} 22.8 6 | 40.7 43.3 15.2 35.2 
16.6 | 40.9 14.6 6 21.7 so 34.4) 9.5 ° nh esate i <2) 17.7 4.3] 19.3 5 | 42.7 39.8) 20.3 44.4 
31.1 277.8 8.4 .T 8.7 41.3 | 12.2 ‘ Seasunen 4 | 39.0 14.0 | 25.0 .2| 27.3 37.7| 8.7 26.1 
13.9 | 28.7 9.0 1 18.6 | = : 42.3 | 12.1 le | — 4) 21.1 6.9} 23.9 -7| 40.8 44.3) 14.2 33.1 
7.6| 27.0 8.8 9 21.2) 37.4 47.3 | 9.7 ‘ | - 6 | 22.2 6.4 | 26.8 4 | 38.2 42.7| 12.8 31.5 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


EXAMINE THESE FACTS... 


You can’t sell Oregon 
without Portland: 


The must sell market in Oregon is the Portland 
Metropolitan area...only such area in the state 
centered around the only city with over 50,000 
population. It’s the wholesale center, influence 
center, the territorial headquarters city for all com- 
panies including your own. When you sell this 
area, your product reaches the people who have 
one-half the state’s total buying income.* 

*Portland Metropolitan area includes Multnomah, Clackamas and Washing- 


ton counties in Oregon, plus Clark county in Washington — Sales Manage 
ment's Survey of Buying Power, May 10, 1954. 


You can’t sell Portland 
without The Journal: 


It’s no accident that for more than 20 years The 
Journal has led the second paper (a morning and 
evening combination) in total food advertising. 
The experienced advertiser knows The Journal is 
the Sales Action newspaper for his product. He is 
aware The Journal concentrates its selling impact 
in the Portland Market...that Portlanders use this 
major evening newspaper to read and to plan their 
buying. 


The man who knows Portland always schedules 


re OREGON JOURNAL 


EVENING AND SUNDAY “<p oa Cngary 
Home Owned, Operated, Edited _— 


Represented Nationally by O'Mara & Ormsbee, Inc. Member Metropolitan Comic and Pacific Sunday Magazine Groups. 


OREGON— Income Breakdown of Consumer Spending Units — (Continued) 


Total 


NET INCOME GROUPS, 12953 


NET INCOME GROUPS, 1953 


Con- 
sumer 
Units 
(000) 


Fx 


: 


- 


|s7,000 & Over 


JA 
8 


FS 


ic 


9 
3.3 
2.3 
4.2 

23.8 
2.5 
10.7 
14.9 
2.1 
52.6 


SSSSSESss 
NO’, @e&® eR @SO 


8.5 
20.5 
7.0 


a 
eoeas NEORrneneen te 
“nee BHPaENSRESwair sy 


SSRSSRSSSS 
own;N Ye NO @DWOWAI SO 


24.2 17.7 


26.0 19.2 


(Other Middle Atlantic States: 


The “SM” symbols mark original, exclu- 
New Jersey, New York.) My ; ENT 


sive estimates by SALES MANAGEMENT. 
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City 


County 


NuMBER OF OUTLETS 


GM 


County F 


City GM |FHR| A D 


Abington 


ye | re 
.. Northampton... . 
Columbia. ....... 


....Allegheny 


Canonsburg..... 


Carbondale 
Carlisle 


Carnegie....... 


Chambersburg 


Cheltenham 


Township... . 


Chester. ... 
Clairton 
Clearfield. .. 
Coatesville 


pa wena oath 
ES Sink wi eats 
. Washington 


Lackawanna 
Cumberland 


. Allegheny 
Pe er 
Charleroi....... 


Washington 


Allegheny....... 
Clearfield........ 
Chester......... 


SRS 


— ee Oe ee ee 8? 
NANQOCH AAD 


=r We tm OO 


NOAA THO OC OK SI PAIAIA ew OW 


is] 
onunon 


Connellsville 


- 


59 21 
11 


15 


—_— — 
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in & nw ns 


Go me me 
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SUPUARUIARUNDWORN REED 
w ~ 
COwWwrOwuUaaar OuUaawowdc so 


-_ 
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Grove City 
Hanover 
Harrisburg 
Haverford 
Township 


Dw Oe 


= 
- 
— 


~ 
QO ke sw td 


11 
12 
14 


w 
anon 
ee a) 


Huntingdon... ..Huntingdon... . 


Before using these figures, see explanation page 11. 


GETTING INTO 
WESTERN PENNSYLVANIA 


PLUS WEST VIRGINIA AND EASTERN OHIO 
RADIO HOMES IS EASY WITH 
WWVA 50,000 WATTS 

CBS RADIO 


ATTRACTIVE PROGRAMMING, PRODUCTIVE 
SELLING 24 HOURS EVERY DAY 


WHEELING, W. VA. 


SERVING THE HEART 
OF INDUSTRIAL AMERICA 
National Sales Offices: 
TOM HARKER 
118 E. 57th, New York 22 

SALES 


Represented by 
JOHN 
BLAIR 

AND CO. 


MANAGEMENT 


Sun-Telegraph 
GAINED 233.797 LINES GAINED 3,943 LINES LOST 122,909 LINES 


Press 


The true measure of any newspaper's progress 
and productivity is the increase in accept- 
ance among retailers, for their linage is the . 
yardstick of salespower proved by cash regis- High Speed Full Color 
ter results day after day. The above data from 
Media Records ‘53 versus ‘52 prove that... 


New Plant 
Wortp’s Finest Presses ... 
for both Black and White and 4-Color printing. Our new 
GOSS HEADLINER presses; ecwipped to print mul- 
tiple pages in 4 colors, will be running on May 1, 1954. 
STAYS HOME WITH THE FAMILY 


Pittsburgh Sun-Telegraph 


Represented Nationally By Hearst Advertising Service 
MAY 10, 1954 


TELEVISION NETWORK 


First with the Finest in Television 


Here's great news for every 
sales manager interested in sell- 
ing the Pittsburgh Market! WDTV 
has now increased its power from 
16.6 kilowatts to 100 kilowatts— 
an actual four-fimes increase in 
transmitting power. This means 
far better reception for WDTV's 
loyal viewers in over 800,000 
homes. But even more important 
is the vast new, untapped market, 
many miles beyond the previous 
limits of WDTV, now reached by 
this increase in power! 


WDTV 


CHANNEL 


1 GATEWAY CENTER 
PITTSBURGH 22, PA. 


Owned and Operated by 
Allen B. Du Mont Laboratories, Inc. 


PENNSYLVANIA— (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


City 


Indiana. . 


Jeannette... .. 
Jenkintown. . 
Johnstown... 


Kittanning. . 


Lancaster. . 
Lansdale. . . 


Lansdowne. . . , 
Latrobe..... 


Lebanon... 


Lewistown... 
Lock Haven ‘ 


.Armstrong. .. 

.. Lancaster... . 
-Montgomery.... .| 
-Delaware....... 

.. Westmoreland... . 

. Lebanon... 

..Mifflin...... 


Clinton . ai 


NUMBER OF OUTLETS 


51| 6) 
89) 5 
19 2 


-F [GM/FHR| A 


D 


City 


County 


Pop. 
(in 
thous.)} F 


NuMBER OF OUTLETS 


7 
7 
7 
6 
0 


2 


8 
9 
6 
8 
5 
9 
9 
6 


Lower Merion 


McKeesport. .... 
McKees Rocks... 
Meadville 


Mount Carmel... 

Mount Oliver. . . 

Mount Lebanon 
Township. . . 


Westmoreland.. 


Northumberland . 


. Allegheny 


. Allegheny 


(Continued 


94 
89 
296 
101 
77 
25 
94 
117 
35 


ow 


woASowNays 


— ee 


_—_ 
Aenanwnar- 


29.3 40 
on page 620) 


PULATION 
ESTIMATES 
1/1/84 


EFFECTIVE BUYING 
SM INCOME 
ESTIMATES—1953 


RETAIL SALES 
ESTIMATES—1953 
FIVE STORE GROUPS 


PO 
JM JM 


COUNTIES 
CITIES 


(in thousands of dollars—add 000) 


General 
Mase. 


Auto- 
motive 


16.3 
32.2 


-0179 


-0102 
-0201 


8.6 
4.3 
10.6 


1, 120,704 
84,872| 


47,881 
24,613 
70,969 


2,661,612) 1.0819 


4555 
-0345 


-0194 
-0100 
. 0288 


1, 204/4, 267] 
1 ,429/4,831 
1,726|5,887 
1,664)5, 652 
1,648/5, 441 


1 ,672\5 ,661 
108 


l2, 20416, 69 


41,111 


9,598 


10,712 


2,549 
71 
330,570 
308 , 826 
8,238 


1,420 
3,736 
1,579 


6,443 
1,915) 


10,480 
7,570) 
313,132 
147 ,602 
17, 658: 


13,961 
10,707 
16,896 


1,264 
849) 
1,403, 


0211 
0146 
- 0256 


143 
127 


A and A See end of state for SM Metropolitan County Areas. 


618 


© SM, 1954. 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


KEEP YOUR SALES PROMOTION BEAVER 
“ON THE TARGET” IN THE 
PITTSBURGH METROPOLITAN PITTSBURGH 

MARKET ences?” linen 


The Pittsburgh Press 
Not Only Offers You 
Greater Total Daily 
Circulation—287,213 


... BUT IMPRESSIVE LEADS 
IN THE AREAS THAT 
MEAN MORE SALES! 


SALES—Pittsburgh Metropolitan Area Pittsburgh Metropolitan Area 
wae vem PRESS (E) 262,180 


General Merchandise Sun-Tele (E) 166,721 PG (M) (94,724 
Furniture—Household—Radio ; Allegheny, Beave hington ‘ 
WET EFFECTIVE BUYING INCOME 


“ } Wes 


Pittsburgh (Allegheny County) Area 


PRESS (E) 228,940 


Sun-Tele (E) 129,844 PG (M) 156,116 


Source: A. B. C. Audits Report 
March 1953 


Represented by the General Advertising Department Scripps-Howard Newspapers, 
230 Park Avenue, New York City. Offices in Chicago, Cincinnati, Detroit, Dallas, 
Philadelphia, San Francisco. 


MAY 10, 1954 


COVER 108 COUNTIES WITH 


KDKA 


PITTSBURGH, PA.- NBC AFFILIATE 
50,000 WATTS 


7,967,100 POPULATION 

2,228,000 RADIO FAMILIES 
$11,828,315,000 EFFECTIVE BUYING POWER 
$7,846,400,000 RETAIL SALES 


WESTINGHOUSE BROADCASTING COMPANY, INC. 
WBZ-WBZA + WBZ-TV - KYW + WPTZ(TV) + KDKA » WOWO + KEX 
EXCLUSIVE NATIONAL REPRESENTATIVES: FREE & PETERS, INC. 


S_—< 
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ERY a Pop. | Pop. 

(Continued from page 618) (in NUMBER OF OUTLETS _ | (Gn | Numer or OvurTLets 

City County lthous.)| F |GM|FHR| A | D_ || City County thous.) GM |FHR D 
ites 


es geet 


, 
aa 
ty 


7 
il 
15 
8 
12 
16 
7 
21 


21 | State College.... re eee 
31 | Stroudsburg Monroe......... 6. 
..Northumberland..| 15. 
12. 
9 
9. 
13 


Nanticoke Luzerne 
New Castle. Lawrence........ 
New Kensington . Westmoreland... . 
Norristown 

Oil City. . . 

Philadelphia . 


BAwWAS~3 w 
MwwuUanan~a 
CwWwW4UQaAwW 


Fayette...... 


— 
—_ 


41 
il 
18 
21 
15 

9 
18 
76 
17 
39 
69 


Delaware........| 
Westmoreland... . 


— sn 
oo — — 
co-Surwannrso 


i] 
~~ ew 


Ew 


West Chester....Chester.........| 
Wilkes-Barre Luzerne 
Wilkinsburg 

||  Williamsport..... 

13) i anes te tices 

15! 


.. Allegheny. ...... 
Shamokin . . .Northumberland.. 
Sharon. (NOs haces dee 
Shanandoah.....Schuylkill....... 
Somerset 


- 
wo ararerv 


won CAUUNS CUS 
NNR w os 
RVAWAWARAWD 


SALES AN 

EFFECTIVE BUYING RETAIL SALES ADVERT! 
INCOME ING 

@D ESTIMATES—1953 ESTIMATES—1953 CONTROLS 


COUNTIES l ~ Five STORE GROUPS 
CITIES (in thousands of dollars—add 000) 
ized ty | 


Net 
add 
000 


Homeste id. .. . A fi 7 16,141 
McKees Rocks. if J ‘ 25,363 
Carnegie. . . " d . 22,741 
Clairto: é P . 35,259 
Mount Lebanon} 
Township. . 5 6) 83,945) . ‘ d A 9,168 

© SM, 1954. Before using these figures, see explanation page 11. 


620 SALES MANAGEMENT 


Here’s How to Sell Western Pennsylvania’s 


- 


3RD LARGEST INDUSTRIAL PAYROLL MARKET 


Breakdown of 


$132,000,000 PAY ENVELOPE 
. EARNED BY FAMILIES that buy food and 
other staples in quantity—as well as “big ticket’ 


merchandise that high wages now make available 
to them. 


individual 


Only the home-delivered Valley Daily 
high wage-earning communities in the 
Kiskiminetas Valleys into a big able-ti 
ive market. 6.375 MORE circulation 


ympeting 


News ties the 
Alles 
buy and respon 
than the nearest 


sheny and 


daily newspaper 


plant 


payrolls On reque >t 


COVERED AND SOLD ONLY BY 
PENNSYLVANIA’S FASTEST-GROWING NEWSPAPER 
CIRCULATION DOUBLED IN SEVEN YEARS 


NOW 19,008 


Guard against leaving a S 


Sell the 


own newspape 


ing pr 
their 
because it brings then 
3nd their 


THE VALLEY DAILY NEWS 


gram 


ommunity 


The “SM” symbols mark origi 
sive estimates b by SALES MA AGEMENT. 


PENNSYLVANIA — (Continued) 


agi BUYING 
ESTIMATES—1953 


PULATION 
wo 


@ 


RETAIL SALES 
ESTIMATES—1963 


COUNTIES 
CITIES 


Per 
Cap- 
ita 


FIVE STORE GROUPS — 
Cour- (in thousands of dollars—add 000) 


of | Sales 
\. General 


Per 
Fam- Mdse. 
ity 


Auto- 
motive 


Furn.- 
Radio 


Tarentum.... 
Dormont 
Turtle Creek... 
Duquesne 
Coraopolis... .. 
Sewickley 
Mount Oliver. . 
Kittanning. . .. 


$3 
= 
@o 


as 


. 
2: 
a 


vo Bm no co or oo wm co 
eweorsooess 
—-—— oe Be 
Py 
gs 


g 


1,467 1,586 
343 792 
334 1,443 
618 591 
513 680 
344 653 
342 153 

7,473 3,145; 17,731) 1, 

2,887 1,665 8,733 634 


3,983 
7,316 
4,117 
2,364 
3,362 
5,929 
2,752 


© SM, 1954. 


Before using these figures, see explanation page 


COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of 


population, Effective Buying Income, retail sales, buying power index, farm income 


and value added by manufacture are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole 


or in part, may be granted only through written request to “he copyright owner, 
\ 


SALES MANAGEMENT, INC. 
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EVERYONES TALKING ABOUT 


ComMUNITY — 


A VITALIZING PROGRAM of 

TR public relations and merchandising, 
uniting ALL Beaver County’s Com- 
munities into a SINGLE $300,000,000 
MARKET. 


SELL BEAVER COUNTY, PENNSYLVANIA 


ALREADY THE NO. 1 FOOD MARKET 
Through the C ’s LARGEST Newspaper : 
rote (ever 20000 Net Pull Coy) Beaver Valley Times 
OFFICES IN: BEAVER — ROCHESTER — ALIQUIPPA — AMBRIDGE 
REPRESENTED NATIONALLY BY BOTTINELLI-KIMBALL, INC. 


PENNSYLVANIA -— (Continued) live estimates by SALES MANAGEMENT. 


sive estimates by SALES MANAGEMENT. 


POPULATION : gg A pe RETAIL SALES 
ESTIMATE 
JM 1/1/54 JM ESTIMATES— 1953 SM ) ESTIMATES—1953 


M, 
COUNTIES J FIVE STORE GROUPS 
CITIES Ar Urban- (in thousands of dollars—add 000) 


General yy Auto- 
Mdse. motive 


Beaver......... | 565) .1225/1,664 5, 7 ? . 13,509 ; 36,508 
Aliquippa- 
Rochester- 
Beaver =e d a e 8, .0278\1,710\6 ,001 q d 6,816 . 12,928 
Beaver F alis- 
New Brighton : : 42,834| .0174'1,698|4,981 : 6,068 14,111 126 
Beaver Falls 17.4) . 3] 27,892} .0113/1,603/5, 263 ‘ 4,768 , 10,610 ‘ 138 
Aliquippa. . . 26.3) . .0} 552) .0181)1,694/6,365 ' ; 5,316 5,060 .0185} 113 
Ambridge. . . 16.2) . . 27,929} .0114/1,724/6,072 : 1,593 5,740 .0137] 136 
Rochester. . . 7.3) . : 2,687} .0052}1,738/5,767 ' é 751 3,872 0062) 135 
1Ellwood City 


40.5 pa 3.5 ’ -0156| 947/3,363) . 2,267 6,108 -0182) 72 
116 259.3) .1620) 77.9|174.2 -1812/1,719)5,722 ’ . ’ 27,324) 20,223; 59,944) 5,76 1758) 109 
110.2} .0689} 33.9 187,671] .0763|1,703}5,536] 183,544) . 24,113) 15,295) 31,636) 4,032)  .0839) 122 


1 Ellwood City is in Beaver and Lawrence Counties. © SM, 1954. Before using these figures, see explanation page 11. 
A and A See end of state for SM Metropolitan County Areas. 


Your City: One of the 400? 


This year’s Survey extends the “Leading Cities” list from 200 to 400—-so that 
you will now be able to determine at a glance how a specific city ranks . . . among 


the top 400 . . . in population, income, retail sales, and in food, general merchan- 


dise, furniture-household-radio, automotive and drug sales. See “Leading Cities” 


section, pages 153-182. 


SALES MANAGEMENT 


now you can buy the 


2-billion dollar 
Western Pennsylvania 


Hometown Market 


AS A complete package / 


For the first time, ONE ORDER buys the dominant coverage of the Western 
Pennsylvania Hometown Market that’s possible only with the 19 daily news- 
papers serving this rich area. No other medium can match the family cover- 
age, or the home penetration of Western Pennsylvania Hometown Dailies. One 
buy covers the entire group, with simplified handling of all details, and com- 
plete coordination of promotion throughout a mass market you just can’t 


afford to overlook ... 


Here’s a market matching Pittsburgh you can reach 
only through Western Pennsylvania Hometown Dailies 


MARKET DATA 


POPULATION EFFECTIVE 


TOTAL FOOD 


BUYING INCOME RETAIL SALES ‘STORE SALES 


1,500,359 | $2,192,169,000 | $1,478,563,000 | $424,465,000 


*PITTSBUR : GH 


~ MARKET 


AREA | 1,351,357 | $2,413,307,000 | $1,642,357,000 | $448,957,000 


OVER 290,000 CIRCULATION is repre- 
sented by Western Pennsylvania 
Hometown Dailies — a major audi- 
ence by any measurement! 

OVER 85% HOME DELIVERED circula- 
tion means your advertising mes- 
sage reaches the vital “‘point of 
decision” for every family. 

OVER 90% FAMILY COVERAGE in city 


#* Allegheny County less zones is yours with Western Penn- 
city zones of Homestead, 
McKeesport and Tarentum. 


One order — direct or through these national representatives 
Bottinelli-Kimball, Inc. DeLisser, Inc. Story, Brooks & Finley, Inc. 


Burke, Kuipers & Mahoney, Inc. Howland & Howland, Inc. Ward-Griffith Company, Inc. 


SOURCE: Soles Management “Survey of Buying Power”— 1953 Consumer Markets — 1953 


par Hometown Dailies. And in 
the entire 10-county area, you get 
over 63% family coverage. The max- 
imum any Pittsburgh daily delivers 
is about 19%—barely scratching the 
surface of one of the top markets of 
Pennsylvania, 


UNIFORM MERCHANDISING is available 
through central coordination, assur- 
ing you of simultaneous promotion 
throughout the area. 


Western Ponntyltania tomeloun. Dailta 


POST OFFICE BOX 1857, PITTSBUFGH 30, PA. 
.. . the LOCAL NEWSpapers that go into the homes 


MEMBER PAPERS 


OE ae 


Ambridge Daily Citizen Meadville Tribune & Republican 


Beaver Falls-New Brighton News-Tribune Franklin News-Herald New Castle News 


Beaver-Rochester- Aliquippa- Greensburg Review & Tribune Oil City Derrick & Blizzard 


Ambridge- Beaver Valley Times Homestead Daily Meszenger Sharon Herald 


Brownsville Telegraph Jeannette News-Dispatch Tarentum Valley Daily News 
Butler Eagle Kittanning Simpsons’ Daily Leader-Times Uniontown Herald & Standard 
Connellsville Daily Courier Latrobe Bulletin Washington Observer & Reporter 
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ALTOONA—A Great Market For Advertisers 
—as many basic factors prove 


Altoona’s industries are basic, its people collectively enjoy a standard of living above average. 


THAT’S WHY FOOD SALES IN ALTOONA STORES are 36% above average, why General 


Merchandise Sales are 38% above average, why Furniture-Household-Radio Sales are 80% 
above par. 


IN METROPOLITAN ALTOONA SALES MANAGEMENT?’s Survey of Buying Power esti- 
mates that Effective Buying Income has increased over $20,000,000 since last year! Retail 
Sales have jumped more than $3,500,000—Automotive Sales $3,000,000! Food Sales alone stand 
at $41,160,000. This does not spell boom—it spells continued solid growth. 


AND, MORE THAN 66% OF Metropolitan Altoona’s akin gaa 

shopping traffic moves through Altoona stores. With Populati 138,600 
95.1% coverage of the city zone, better than 80% of 0 41300 
the Metropolitan Area ... The Mirror’s home reader- sore 103.753" 

ship means your advertising is hitting the bullseye in | meome_ . $183,753,000 
this market. Advertiser’s recognition of this fact con- Retail Sales - . 134,278,000 
sistently results in record linage—as much as 12,000,- | Feed ..... 41,160,000 
000 lines in a year—millions more than are carried by + senile ory 14,810,000 
many of the country’s big Metropolitan papers. “eer gh ga 10,211,000 


KAltoona Mirror. 


ALTOONA’S ONLY EVENING NEWSPAPER 
RICHARD E. BEELER, ADV. MGR. 


PENNSYLVANIA— (Continued) The “SM” symbols mark original 


i , exelu- 
sive estimates by SALES MANAGEMENT. 


POPULATION RETAIL SALES 
SM ESTIMATES 


s- 
1/1/84 HT BYP ESTIMATES—1953 ‘TRC 


geikess| fF25 


BSes 
Sn 
sts 


> se 
gS #3 $38 


1,311/5,1 


1, 466)6 ,781 
1,330)7, 17 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


~ 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as 
IBM listings of data in the “Survey of Buying Power’, regrouped according to your sales 


territories, may be obtained from Market Statistics, Inc., 482 Fourth Avenue, New York 16, 
N.Y., Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


e the buying power is 


» 


Cae ee 


and Altoona 


WJAC-TV JoHNSTOWN 


YOUR BUDGET GETS A BREAK, and your sales coverage a real bonus, when 
you choose WJAC-TV! To start with, you're sure of domination of the Greater 
Johnstown area—a mighty worthwhile market in its own right. At no extra cost, 
you get important coverage of Pittsburgh and Altoona. Here’s what latest Hooper 
standings show... . for WJAC-TV.... 


ist in JOHNSTOWN 2nd.in PITTSBURGH ist in ALTOONA 
(a 2-station market) (a 4-station market) (a 2-station market) 


If you literally want to “shout your message from the mountain top™ to the buying- 


minded families of southwestern Pennsylvania, make sure WJAC-TV is on your 


schedule. A solid signal . . plus a real sense of showmanship in program scheduling 
has made WJAC-TV a top favorite. 


buy the! 
hateMyed 


Get full details from your KATZ man! 
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JOHNSTOWN - CHANNEL-© 


TALL TOTALS in the Rich Markets of CHESTER COUNTY, PA. 


oe oe 
West CHESTER stands out $ 

as the heart of Pennsylvania’s rich Effective Buying Income: 
$275,427,000 


: . Retail Sales: 
buying that is spurred by the po- $159,408,000 


Chester County . . . with hearty 


tent “pull” of this county-minded Retail Food Sales: 
$39,994,000 


: 7 Family Income ($6,189) 
local circulation. is 20% better than 


daily newspaper with the largest 


national average 


PENNSYLVANIA — (Continued) The “SM” symbols mark original, exclu. 


sive estimates by SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
ESTIMATES SM INCOME SM 
1/1/54 ESTIMATES—1953 ESTIMATES—1953 


COUNTIES 
CITIES 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Per 
Can- 
ita Auto- 
motive 


34,932 
10,799 
5,070 
3,115 


1, 
1, 
1 
1 


et 


25,313 


41,048 
97,377 
15,914 
10,227 
48,322 
16,074 


- 


38,630) . 12,917 
79,291 ’ 18,878 
26,930) . 6,566 
19,706) . 4,412 
33,260) . . 7,438 
20,516) . 3,601 


ae 


_-—— 


> 
= 
° 


69,036) . 53,913) . 11,136 
14,105}. 19,865). 4,403} 129 
20,821) . 19,182) . 5,033} 4741 . 106 
113,927) . 91,454) . 5,982 21,039} 1,721) . 97 
32,092] . 43,335]. 3,906! 13,673} 1,061) . 139 
12,778] . 17,339). 998) 2,670} 274) ~«.. 119 
160,573). 97,435) . 4,613) 22,180} 2,493] . 98 
24,430) . i 30,524) . 3.082) 6,184) 816} .0124) 114 


Before using these figures, see explanation page 11. 


itm, ew 


For PROFITABLE Selection of Markets 


Pane 
5 


Since a market is only as good as your chances of selling it, its basic market data should be “weight- 
ed” by such factors as available coverage and the local media’s command on the interest of readers, 
listeners and viewers. That’s why a study of the advertisements in this issue should be a must. 
They not only show the net worth of the market . . . in terms of your selling chances . . . but they 
frequently bring to light significant and helpful comparisons that might otherwise remain hidden 
in the lasic Survey data. And they also spotlight local developments that emphasize the market's 
continuing growth. ‘ 

For a realistic appraisal . . . and profitable selections . . . be sure to study both the Survey data 
and the advertisements. 


ve FeO 
pee ak abn 


PNP yt 


SALES MANAGEMENT 


~HARRISBURG—Again Pennsylvania's 
Best LARGE Market— 


And WHP and WHP.-TY, Still Harrisburg’s Best Sell Buy 


Harrisburg continues as the state’s best large TOTAL Retail Sales in Harrisburg come to 
market—with the highest Quality of Market $184,685,000! And, Harrisburg income is dis- 
Index (135) ... and a sales volume in 1953 tributed among spending units so as to be ideal 


that actually topped total income by over $17 for staples and higher priced products. 
snittion! WHP—Keystone station in the Keystone State 
Harrisburg has the very high Per Capita income —is the big selling influence 


of $1,821. Because the city’s personal income is throughout the county .. . 

so high . . . and because Harrisburg draws trade and in tens of thousands of WR Sip> 
from all over Dauphin County ($480 above the prosperous homes in South J 
national family sales average) little wonder Central Pennsylvania .. . in 

about these city sales figures: | cities like Lancaster, York, ( A 
FOOD — $54,331,000. General Merchandise — Lebanon. 

$29,798,000. Automotive — $34,895,000 — cBs 


HARRISBURG ... A HOOPER NATURAL! WHP 


5000 WATTS 
HARRISBURG, PA. 580 K.C. 


THE KEYSTONE STATIONS 
= IN THE KEYSTONE STATE 


Represented by THE BOLLING CO. 


tive estimater by SALES MANAGEMENT. PENNSYLVANIA -— (Continued) 


ay events Seve RETAIL SALES 
JM 1/1/54 JM ESTIMATES—1953 EST)JMATES—1953 


COUNTIES Fi 
CITIES Ar (in thousands of dollars—add 000) 
Net Per | Per} Dollars % 
Dollars Cap- | Fam-' of 
(add ita | lly 000) U.S.A.| Per Furn.- Auto- 
000) . | House- | motive 


334,323) . 1,636/5,41 262,831) .1469 46,678 
166,804) . 1,821/5,674] 184,685) .1073 34,895 
926,456) . 2,030|7,051] 412,170) .2396) 3, 81, 267 
116,187) . 1,679|5,989] 115,002) .0669 17,018 


Upper Darby 
Township... . x F e 226,636) . 2,351/7,788) 103,391; .0601 23 , 932 
-0091 . 25,665) . 1,770\6,416 19,192) .O111 238) 


Haverford 

Township... . ‘i .0277 100,738) . 2,274/7,87 17,172} .0100 
i 0037 é 11,814) . 1,969/6, 563 15,995} .0093 
-0080 i 31,654) . 2,473/7, 537 12,794| .0075 
0214 9.6) 18.8 44,810) . 1,310)4, 668 24,850} .0144) 2,589 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


Not a REview ... but a PREview 


of next month’s retail sales volume in more than 200 cities. In every first-of-the-montl: issue SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in leading U. S. Cities. We give the sales volume, the 
percentage of change from the same month last year and its relation to the national change for the same period. 
The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spot 
Cities” alerts you to changes in the making . . . each month. 
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vm the TIMES W777" 


COMPLETELY COVERS THIS 


RICH and GROWING MARKET! 


has the HIGHEST QUALITY OF MARKET INDEX of in 
ERIE CITY Pennsylvania over 100,000 population. vrdneg 


TY ‘s Metropolitan Area) the LARGEST RETAIL 
ERIE COUN SALES PER FAMILY of cay county in the State in 
which cities of over 100,000 population are 


THE ERIE TIMES IS PUBLISHED DAILY AND SUNDAY BY THE TIMES PUBLISHING CO., TIMES SQUARE, ERIE, PA. 
Represented by the Katz Agency, Inc. 


PENNSYLVANIA -— (Continued) ite estimates be SALES! MARAGEMENT, 

SALES AND 
POPULATION EFFECTIVE BUYING __ RETAIL SALES ADVERTIS- 
JIM ESTIMATES—1983 ESTIMATES— 1953 


COUNTIES : FIVE STORE GROUPS 
CITIES Urban- (in thousands of dollars— add 000) 


1,314)4, 226) 
1,196/4, 
1,543/4, 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


Write today for 
SALES MANAGEMENT'S 
1954 
COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


27” by 41”. .. in 6 colors . . . all metropolitan areas clearly defined . . . differences in retail sales volume 
indicated by county color . . . Red for counties with $100 Million or more .. . Green for counties with $50 
Million to $100 Million . . . Yellow for counties with $25 Million to $50 Million . . . Blue for counties with 


$10 Million to $25 Million. Special markings indicate counties whose family sales exceed U. S. family average. 
More than 1570 cities with $20 Million or more sales . . . City population indicated, as of January 1, 1954. 


PRICE: $3.50 a single copy . . . $3.00 each for two or more. 
SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


SALES MANAGEMENT 


WICU TV 


CHANNEL 12 


Completing five great years of 
telecasting! WICU-TV has 
the best from all four net- 
works, plus outstanding local 
shows. WICU-TV is now more 
than ever your best buy. With 
set saturation at 99.34%, Erie 
tops the nation! 


the 
ERIE DISPATCH 


DAILY AND SUNDAY 


Now 134 years old, the aggres- 
sive Erie Dispatch, daily and 
Sunday, constitutes the read- 
ing habit of folks in the Tri- 
State area. Its outstanding 
editorial columns are dedi- 
cated to the welfare of all the 
folks in the Erie area. 


WIKK 


AM - 5,000 WATTS 


WIKK, Erie’s outstanding 
Radio Station, has been sell- 
ing the people of Erie for 
many years—Its High Rat- 
ings let you know why. Ask to 
see them. 


In 1954, as in 1953, outstanding success stories will be 
written by advertisers who use the three greatest advertis- 
ing media in Erie, Pennsylvania—the Erie Dispatch— 
WICU-TV and WIKK-AM. When you use any of these 
properties, alone or in combination, you’ll get a merchan- 
dising assistance program without equal. Our representa- 


tives are at your service. 


WICU-TV—Erie, Pa. 
Edward Petry & Co., Inc. 


WIKK-AM—Erie, Pa. 
K.-R. Co. 


WTOD—Toledo, Ohio 
Forjo<. 


WHOO— Orlando, Florida 
Avery-Knodel 


WMAC-TV—Massilion, Ohio 
Edward Petry & Co., Inc. 


The Erie Dispatch—Erie, Pix. 


— Reynolds-Fitzgerald 


* TV 
* NEWSPAPER 


Aidt) we. 


HOME OFFICE—SO0 EDWARD LAMB BLDG., TOLEDO, OHIO... WASHINGTON OFFICE...1177 NATIONAL PRESS BLOG. 
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Be sure to schedule 


6 WilkesBarnre.. 


p SINGLE MARKET 
"Yyeeron / MN PEM, M/ ov Z VAMA. / 


, POPULATION. ......614,146% 
Q - RETAIL SALES 4621,500,000. 


PHILADELPHIA . 2 Markets inl. 2 Communities inthe 1 Shop- 
| ping Market. Distributors treat it as] Market. 


% Standard Metropolitan Districts ....U.S.Census 1950. 
Hazleton Excluded from Scranton: “Wilkes-Barre. 


«The acramon Cimes 


RGE A Me DEVIT 


The “SM” symbols mark original, exclu- 
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SALES AND 
Lag 2 IVE BUYING RETAIL SALES ADVERTIS- 


PULATION 
oe MATES NCOM' ING 
SM M JSM Esti MATES—1953 JM ESTIMATES—1953 CONTROLS 


COUNTIES | 4 pri. FIVE STORE GROUPS 
CITIES Area (in thousands of dollars—add 000) 


" | 
Per General | Furn.- Auto- 
-| Food Mdse. | House- | motive | Drug 
| Radio 


Juniata. 1) 0004) al... : ‘ ,002/3, , . ) 2,318} 1,427 192} 3,243 F 
. 168} .1391| 3, 67,702} 25,127) 15,092| 31,286 ia 411 


Lackawanna e e ° ° ° ’ 
AScranton 7 ‘ a y d J 4, 638} 150,154) .0025 38,800} 22,138] 12,378) 22,088) 2,949]  .0792 
-0087|1 ,349/4, 736) 17,879} .0104 5,403 1,025 794 3,366 428] 0005) ¢ 


Carbondale -.| 
A and A See end of state for SM Metropolitan County Areas. 


© SM, 1954. Before using these figures, see explanation page 11. 


ARN er re aera 
A SALES 


COVERS NE PENNSYLVANIA'S 
$1,443,507,000 MARKET as init 


AT 590 KC 
DAY AND NIGHT 


* $1,008,488,000 RETAIL SALES 


1,044,500 POPULATION | WARM 


ABC RADIO AND TELEVISION NETWORKS 


Represented Nationally by | / 
GEORGE P. HOLLINGBERY CO. 
NEW YORK °¢ SAN FRANCISCO 


SALES MANAGEMENT 


WGAL-T) oo 


E yMore % top markets 


Lancaster, Pa 


You can profitably sell 5 prosperous Pennsylvania 
metropolitan areas — Lancaster, Harrisburg, York, 
Reading, Lebanon — and hundreds of smaller cities 
and towns with one medium, WGAL-TV. This large 
rich industrial and farm area spends each year: 


*$1,830,618,000 in retail sales 
448,755,000 for food 
344,076,000 automotive 
191,973,000 for general merchandise 
111,126,000 for furniture - household - radio 
42,615,000 for drug items 
A consistent record: of successful selling for national 
and local advertisers proves WGAL-TV is the profit- 


able, economical way to increase sales for your prod- 
uct. Buy WGAL-TV. 


te ee 
> 
Pg Ks 


*all figures: SM May 10, 1954 “Survey of Buying Power" Steinman Station 


i | h i 
Represented by Clair McCollough, President 


WGAL 
M E E K E R New York Chicago Los Angeles SanFrancisco | Tv offilicte 


AM TV FM 


The “SM” symbols, mack original elu PENNSYLVANIA -— (Continued) 


PULATION EFFECTIVE BUYING RETAIL SALES 
ESTIMATES SM INCOME v7] 
1/1/54 ESTIMATES—1953 ESTIMATES—1953 


COUNTIES FIVE STORE GROUPS 
CITIES (in thousands of dollars—add 000) 


Net 

Dollars 3 
(add | U.S.A. : Auto- 
000) House- | motive 


429,382) . . 53,113 
122,288) . ’ . F 8,454; 16,722 

13,394) . ‘ . : 1,388 2,949 
171,210) . . ’ 9,275 7,883) 20,563 
ANew Castle. . ; ¢ ‘ 78,435) . d ; . 7,808 5,724; 15,000 
1Ellwood City. ° : ; 22,530) . o . : 1,185 1,631 4,532 
° 49.0 133,972) . : : 6,646 5,974) 23,125 
-0196 A 48,139) . ¢ é 5 ‘ 5,663 4,215, 12,886 


1 Ellwood City is in Beaver and Lawrence Counties. Before using these figures, see explanation page 11. 
A and A See end of state for SM Metropolitan County Areas. © SM, 1954. 


° Heart of the Prosperous 
LEBANON, P ennsylvania Pennsylvania Dutch Country 
A RICH, RESPONSIVE MARKET COVERED COMPLETELY BY ONE AND ONLY QNE NEWSPAPER 
® Your Buy To Sell This Busy ' 
Market Is The One Newspaper The LEBAN ON DAILY NEWS 
That Speaks To And For Its Member Audit Bureau of Circulations — Represented By 
Substantial, Good-Living People STORY, BROOKS & FINLEY, INC. 
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Oo 
AH eA D... 


*U. S. Census Market Breakdown 


R.0.P. 3 Colors and Black 
Full Color Comic Section 


7... See Why 


the ALLENTOWN MARKET 
is Consistently GOOD! 


because 


@ Highly diversified light and heavy industries: 


Precision Instruments 
Marine Pumps 
Mining Machinery 
Oxygen Equipment 
Metal Stampings 
Explosives 


@ Plus Rich Productive Farms 


Motor Trucks 
Electronics 
Electrical Appliances 


Furniture 
Textiles 
Clothing 

Tools 

Meat Products 
Cigars 


assure stable, high-income buying 
Maximum Product Distribution is Assured 


500 wholesale outlets and 5,000 retailers 


Pennsylvania’s 3rd Market* 
has shown the greatest population increase of any 


market in Eastern Pennsylvania (except Philadelphia) 


CALL - CHRONICLE NEWSPAPERS 


The Morning Call @ 


Sunday Call-Chronicle 


@ Evening Chronicle 


(Area’s Only Sunday Newspaper ) 


ALLEMTOWN, PA. 


National Representatives: Story, Brooks & Finley 


PENNSYLVANIA W— (Continued) 


The “SM” symbols mark original, exclu- 
sive climates by SALES wai AGEMENT. 


roe 
BY 1/1/54 


EFFECTIVE BUYING 
SYD estimates—19s3 


RETAIL SALES 
ESTIMATES—1953 


COUNTIES 


Metro- 
politan 
CITIES Area 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


000) 


General 
Mdse. 


Auto- 


motive | Drug 


-0219 


343,370 
186,989 


510,463 
115, 046 
54,967 


12,179 


30,899 
29,832 


48,726) 4, 
34,883) 3,1 


43,267, 23,567) 69,286) 6, 
30,894) 10,206) 11,390) 2,35 


5,734 4,638} 10,028} 1,233 


2 Bethlehem is in Lehigh and Northampton Counties. 
A and A See end of state for SM Metropolitan County Areas. 


Before using these figures, see explanation page 11. 
. SM, 1954. 


’ 


A recognized leading 
small city newspaper 


COUNTY TRADING ZONE 
1953 Sales Data 
Retail Sales 
Eff. buying income .. 
Per Family 


Food Sales 
General Mdse. 


Automotive 


Market index 


$141,792,000 
185,927,000 
5,600 
35,752,000 
12,969,000 
29,515,000 
3,487,000 


The Sharon Herald 


Sharon, (Mercer Co.) Pa. 


1953 POPULATION & CIRCULATION DATA 
SHARON HERALD CIRCULATION 
Sept. 30, 1953 
Population (county) 
amilies ..... 
HERALD COVERAGE 
Population city zone 
Families 
Herald circulation 
HERALD COVERAGE 


Herald circulation Dec. 31, 1953 
Three months average 


896} Retail Sales 


Covering a rich industrial 
and agricultural market 


SHARON—1953 Sales Data 


Eff. buying income 
Per Family 

Food Sales 

Gen. Mdse 
Automotive 


Drugs .... 


Sources—U.S. Gov. Census, ABC, Sales Management Survey, 
Pa. State Reports, Standard Rate and Data 


144 


Market index 


632 


SALES MANAGEMENT 


WILLIAMSPORT-NoRTH CENTRAL PENNSYLVANIA'S 


ONLY — METROPOLITAN MARKET AREA 


WILLIAMSPORT METROPOLITAN AREA 
(Lycoming County) 


HM 104,000 POPULATION M$ 148,469,000 BUYING POWER 
M 32,000 FAMILIES HM $ 108,718,000 RETAIL SALES 


COMPLETELY ISOLATED FROM THE IMPACT OF OUTSIDE MEDIA AND MARKET 
INFLUENCES — WILLIAMSPORT IS PROBABLY ONE OF THE MOST IDEAL “TEST 
MARKETS” IN NORTH EASTERN U.S.A. 


50% BETTER MARKET with RESULTS APPEAL 


WILLIAMSPORT’S ABOVE AVERAGE PER CAPITA SALES IN ALL MAJOR CLASSIFICA- 
TIONS REFLECTS THE ENTIRE MARKET’S OUTSTANDING VALUE — 


@ Total Retail 50% Above State Average @ Furn-House-Radio 81% Above State Average 
@ Food 40% Above State Average @ Automotive 54% Above State Average 
@ Gen. Merchandise 54% Above State Average @ Drug 70% Above State Average 


THE SUN-GAZETTE & BULLETIN, WILLIAMSPORT’S ONLY DAILY NEWSPAPERS, OFFER COMPLETE 
SATURATION COVERAGE OF NORTH CENTRAL PENNSYLVANIA’S ONLY METROPOLITAN AREA. 


Tue WILLIAMSPORT SUN © GAZETTE & BULLETIN 


TOTAL CIRCULATION 31,305 
REPRESENTED NATIONALLY BY STORY, BROOKS & FINLEY, INC. 


The “SM” symbols mark original, exclu 


sive estimates by SALES MANAGEMENT. is E NNSYLVANIA— (Continued) 


SALES AND 


POPULATION EFFECTIVE BUYING RETAIL SALES 
@D INCOME v7 
ESTIMATES—1963 ‘ ESTIMATES—1963 


COUNTIES | 
CITIES 


FiVE STORE GROUPS 
(in thousands of dollars—add 000) 


Gap-|Fam-| (add 
am-| (ai 

ita | ily 000) .S. Per General | Furn.- Auto- 
motive 


Kingston... . 3). J , ‘ 1,681)/5,508 32,548) . 
Pittston ~ ae ‘ : i 1,218)4,591 19,011 
Nanticoke. ... 5 ; y d 1,319|4, 457 18,444 
Lycoming...... 9). J . " J 1,429/4, 108,718) . 
A Williamsport. woes - - j 1,616|5, 127) 75,496) . 
McKean 6 0351 s iy y d 1,605/4 ,881 58,983) . 
Bradford... .. 4) .0109 . , : 1,728)5, 467 31,035) . 


Mercer ; . .0719 . . . d 1,615/5, 141,792) . 
Sharon....... ¢ .0169 - 3 A 1,849/6, 163 61,750} . 
Greenville... . y -0059 . ) P 1,790|5 , 428 20,760) . 
Grove City... . “ -0047 i " : 1,776|5,399 15,442) . 

-0274; 12.8 . . d 1,248/4, 41,354) . 

.0089 4.6 . ‘ 1,387/4,312 28,307; . 

A and A See end of state for SM Metropolitan County Areas. © SM, 1954. 


Before using these figures, see explanation page 11. 


New Feature at End of Each State 


Immediately following the metropolitan areas at the end of each state you will find a 


new table that breaks down the consumer spending units for each county in the state 


. by these income brackets: $0-$2,499; $2,500-$3,999; $4,000-$6,999; over $7,000. 


10, 1954 


Most Important .» «in the 


Market of Today NORRISTOWN, PA. GREATER 
- and the Future... PHILADELPHIA AREA 


Note the FORD FOUNDATION Note the SOARING LINEAGE 
Data on Readers: Records for 1953: 


(1) 88% of the adults of Norristown read the The sales-minded general advertiser and Phila- 
delphia advertiser pointed more of their promo- 
NORRISTOWN TIMES HERALD. (2) Read by tions to Norristown’s multi-million dollar mar- 
96% of the people in the $4000-6000 income ket: 987,756 lines of General Advertising, and 
group. (3) The“typical” TIMES HERALD read- 246,008 lines of Philadelphia Regional Advertis- 
er is summed up as a skilled worker, in his late ing.* ‘edie ee 
* Plus 7, . nes 0 oca 
thirties, has a good education, earns $5000 a year. ant Guntias eben’ 


Montgomery County’s Represented Nationally by the 


a a Gimes Herald & JULIUS MATTHEWS SPECIAL AGENCY 
NORRISTOWN... 5 


P E N N s Y L v A N | A _ (Continued) Liha . ; The “SM” symbols mark original, 


_sive estimates by SALES MARAGEMENT. 


SALES AND 

POPULATION tg ue RETAIL SALES ADVERTIS- 
ESTIMATES GD iss SM ING 

1/1/54 ESTI TMATES—1953 ESTIMATES—1953 CONTROLS 


+ apie FIVE STORE GROUPS 
(in thousands of dollars—add 900) 


COUNTIES 
CITIES 


lies | Popu- 
(thou- - i 8. Per General 
sands) Mase. 


Fami- % 


Monroe . ° 18.5 
Stroudsburg- | 
East 
Stroudsburg f J 7 1 . fe 1,593)5 , 400) 
Stroudsburg. ‘ i : y d 1,586)5, 426 


5,282 


Montgomery E aA ¥ " 5 .3135|2,050|7,318 
Lower Merion 
Township. 2.9| .0331| 16. ‘ .0552)2,567|8, 487 
Norristown . . . -0251) . a ,765|7 , 222 
Pottstown... Al poe ‘ .0183] 1867/6, 249 
Jenkintown ’ .0032 -0050)2 , 4338 , 272 


© SM, 1954. 


Heart of the Pocono Vacationland 
ais ... and a growing industrial com- 


munity. You’ll reach 8,146 prosper- 


... PROSPEROUS INDUSTRIAL WORKERS munity «complete, solid coverage 


of this lucrative market with the 
STROUDSBURG DAILY REC- 
all read the ORD! 


i 13,900 
STROUDSBURG DAILY RECORD So Sess 
Drug Sales ..... 597,000 


Proven 105% city zone coverage— 


Add Hl inquiri : OTTAWAY NEWSPAPERS, 
ule Advertising Office, 911 : a ay Endicott, New York STROUDSBURG, PA. 


Before using these figures, see explanation page 11. 


Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 


SALES MANAGEMENT 


WLEV=TYV «eu: ou THree 


Bethlehem, Penna. 
Allentown °¢ 
Easton 


Three rich metropolitan areas are the back- 
bone of the WLEV-TV market, which in- 
cludes the entire rich Lehigh Valley — a 
consistently prosperous industrial and farm 
area that spends each year: 


*$315,924,000 for food 
249,984,000 automotive 
112,634,000 for general merchandise 
70,866,000 for furniture - 
household - radio 
26,849,000 for drug items 


| NBC | 
TV Affiliate 


*all figures: SM May 10, 1954 
“Survey of Buying Power"’ 


Take advantage of the steady profit poten- 


Steinman Station 


tial offered you by this large, rich market. 


Buy WLEV-TV. Presented by 


MEEKER TV, Inc. 


New York Los Angeles 
Chicago San Francisco 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


PENNSYLVANIA — (Continued) 


EFFECTIVE BUYING 


@D INCOME 
ESTIMATES—1953 


TION 
y esr MATES 


SH 


RETAIL SALES 
BYP ESTIMATES—1953 


COUNTIES 
CITIES 


ita 


FIVE STORE GROUPS =——CS 
thousands of dollars—add 000) 


Food Drug 


2, 167|6, 975) 


2,199|7,477 
Cheltenham 

Township.. 24.6) .0154 7.0 .0255/2,549/8, 958 
16.3} .0102 3.7) 7.2 e -0061} 920/4,052) 
4 188.8) .1180) 54.7\137.6 ° 1247/1 ,625|5, 608) 
2aBethlehem. 69.0) .0431 19.6 119,439] .0485/1,731/6,004 


4,365 


4,008 


3,064 177 246 
2,503 597 360 


1,882 -0183) 119 
2,206 -0066) 65 
70,172} 16,585) 15,370) 39,564 +1267) 107 
25,581 4,399 5,722}; 19,905 0483} 112 


2 Bethlehem is in Lehigh and Northampton Counties. 
Aand A See end of state for SM Metropolitan County Areas. 


Before using these figures, see explanation page 11. 


Stroudsburg, Pennsylvania 


pete Py a lea 
WVPO is the ONLY STATION 
(ee vi in the heart of the Poconos! 
cig 


So if you're time-buying to sell, call 


RADIO-TV REPRESENTATIVES, INC. 
New York Chicago West Coast 


MAY 10, 1954 


THE BIGGEST 250 WATTS 
you ever bought... decause: 


1. According to actual survey, WVPO delivers 
more area listeners than all other stations 
covering the area, combined. 


2. Year 'round coverage 100,000. 


3. SUMMER SEASON — over 250,000 vaca- 4 ye 
tion-bent, buy-happy people. 


— FOOD SALES -— 
‘00,000,000 


in Food Sales ONLY. . 
in a 
Multi-City Market 
within a Multi-City 
Metropolitan Area 


SOUNDS COMPLICATED .. . but Saat nedue 
are you getting your share of the wears Covering 


EASTON-PHILLIPSBURG MARKET omen he 


Self-Contained 
(Quality of Market Index — 142*) 


YES!... It’s Time To REVALUE The 


Allentown - Bethlehem - Easton Metropolitan Area 


$50,000,000.00 emphasizes more than ever that the Easton-Phillipsburg 
market is an important segment of this standard metropolitan area. 
More than ever, Think Twice About Easton and Phillipsburg! It's 
&@ separate, distinct market and it’s covered ONLY by the dominant 
Easton Express. That’s why—in this standard metropolitan area— 
you need the Easton Express coverage every time. 


EASTON EXPRESS 


*Source: Sales Management 
EASTON, PA. 


Largest Evening Newspaper In The Metropolitan Area Owner of TV Station WGLV, 
With More Than 45,500 Paid Circulation 100,000 watts power, 


covering Pennsylvania’s 3rd Market 
KELLY-SMITH CO., National Representatives 


P| ENNS N N S YL L V A N i ai. —_ (Coatianed) Ei. , a . The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


he SALES AND 
rp ewer EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
JM JM 


ESTIMATES—1983 GD ESTIMATES—1953 CONTROLS 


COUNTIES 
CITIES 


- ; | (in thousands of dollars add 000) 
fa] - 


General y Auto- 
Mdse. motive 


$. Easton, (Pa.)- 
Phillipsburg,(NJ) ‘ F . x r 1 ,601\5 619 .0570 27,144 9,401 14,967 J 0427 
AEaston , 36.1) . A : ‘ 1,707/5, 600) .0479 21,927 9,239 11,749 -0310 
Northumberland. ° d . e 1,225/4, 14 0643) 3, 30,806 9,476 23,225 -0621 
Sunbury... ‘ P ; d 1,361/4,1 .0164 5,829 3,028 7,400 .0112 
Shamokin . re . 21, .0088| 1300/4, 316 ,282| .0158 6,686} 2,937 S 4,274, 820] 0112 
Mount Carmel 3.9] . 16,388} .0067|1,179|4,0971 15,943] .0093 4,534| 2,254] 2,464 4701 0079] 91 


3. Designation of Easton (Pa.)-Phillipsburg (N. J.) as a pe city came too late to be included in the rankings of leading cities. 
Aand A See end of state for SM Metropolitan County Areas © SM, 1954. Before using these figures, see explanation page il. 


To be sure that you’re basing your selection of markets and media on all available factors, 


study both the Survey data and the Survey advertisements. 


SALES MANAGEMENT 


COVER 35S COUNTIES WITH 


WPTZ (TV) 


PHILADELPHIA, PA.- NBC AFFILIATE 
CHANNEL 3 


6,390,566 POPULATION 

1,866,548 TV FAMILIES 
$10,467,031,000 EFFECTIVE BUYING POWER 
$6,672,529,000 RETAIL SALES 


WESTINGHOUSE BROADCASTING COMPANY, INC. 
WBZ-WBZA + WBZ-TYV - KYW » WPTZ(TV) + KDKA »- WOWO + KEX 


EXCLUSIVE NATIONAL REPRESENTATIVES: FREE & PETERS, INC 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


Se hs PENNSYLVANIA— (Continued) 


EFFECTIVE BUYING 
SM INCOME 
ESTIMATES—1953 


POPULATION RETAIL SALES 


ESTIMATES—1953 


COUNTIES |po 
CITIES 


FIVE STORE GROUPS 
thousands of dollars—add 
Per | Per | Dollars wes rate 
Fam-| (add 
ily 000) 


a 
U.S.A. General 


Furn.- 
Mdse. | House- 


Radio 


821 472 3,571 0126 
499,736) 158,970 324,125) 68, 1.4796) 111 


Before using these figures, see explanation page 11. 


Auto- 


Food motive 


ty 
Sales 
Per 
Fam- 
ily 


Drug 


Philadelphia 
© SM, 1954. 


2.2 


. 29,445) + .0120)1, 
8) 2127.7 


3,645,174) 1.4817|1, 


4,034 19,771 
5,779) 2,711,124 


0115) 2,708 5,113 
1.5758) 4,298) 613,305 


Biggest and Still Growing 


Sunbury is the biggest sales center in Northumber- The Daily Item, with a circulation nearly 4 times 


land County. 1953 retail sales of $28,208,000— 
$749,000 above 1952—nearly a million Gollars more 
than the next largest city. When a city’s retail sales 
exceed its income by $6,840,000 it is clear-cut evi- 
dence of its importance as a retailing center. Sunbury 
draws its trade from the entire county. 


City Population 
15,700 


Sunbury Daily Ftem 


the number of city families, gives 100% coverage 
of the city zone and 60% of the eatire county and 
is the real reason why Sunbury’s retail sales are 65% 
above average. 

When you advertise in the Sunbury Daily Item, 


you actually tell your story to 60% of Northumber- 
land County families. 


ABC Circulation 
600 


’ 


SUNBURY, PENNA. 


National Representatives 


- +» THE JULIUS MATHEWS SPECIAL AGENCY, INC. 


Table of Contents is on Pages 1, 3 and 5 


MAY 


10, 1954 


COVER 36 COUNTIES WITH 


KYW 


PHILADELPHIA, PA.- NBC AFFILIATE 
50,000 WATTS 


6,560,300 POPULATION 

1,860,900 RADIO FAMILIES 
$10,891,075,000 EFFECTIVE BUYING POWER 
$7,490,873,000 RETAIL SALES 


WESTINGHOUSE BROADCASTING COMPANY, INC. 
WBZ-WBZA + WBZ-TY + KYW > WPTZCTYV) + KDKA - WOWO : KEX 
EXCLUSIVE NATIONAL REPRESENTATIVES: FREE & PETERS, INC 


PENN NSYL\ LVAN!A—(Continued) __ tive estimates by SALES. MANAGEMENT. 


sive estimates by SALES MANAGEMENT. 


Zip estimares ree Spee RETAIL SALES — 
JM JM ESTIMATES—1953 JM ESTIMATES—1953 CONTROLS 


COUNTIES FIVE STORE GROUPS 
CITIES Ur (in thousands of dollars—add 000) 
Net Per 
Dollars Cap- | Fam-' 
(add 8. ily 3 General . Auto- 
000) ‘am-| Food Mdse. motive 


} : 
A Philadelphia , 127. 3297 . 3,645,174) 1. 1,713)5,779} 2,711,124) 1. 613,305; 499,736) 158,970) 324,125 


10,858) . 1,234/3, 503 7,546) . 2,316 151 374 

| 9} 3. 18,577; . 1,133|3,791 16,021) . 4,057 1,778 4,677 
Schuylkill. ..... A ° ° 245,673) . 1,247/4,348] 163,423) . 47,517 11,467; 33,302 
Pottsville. . : - ; 32,198} . 1,376/4, 42,150) . 6,728 y 4,840 8,523 
Shenandoah. 3 ed 18,635} .0076)1,218/4, 19,838) . 4,863 1,486 3,188 
Tamaqua. : ‘ . 16,860} . 1,405 15,561). 4,140 1,241 4,315 
Mahanoy City f : ; 12,911) . 1,218 11,712) . 4,001 417 1,518 


-_ 


23,621). 1,001 16,257) . ° 3,657 
86,055) . 1,065 69,681) . A 17,876 
8,522) . 1,397/5, 21,303) . 3,617 
6,158) . 962 5,148) . ’ 1,774 


582 
3,931 
1,660 

473 


_ os 


2BS8 Sz 


31.1) .0194 0} 5.7 34,556). 1,111 24,711) + .0144) 2, 7,601 
35.9) .0225 8) 7.1 41,500) . 1,156/3, 32,241; .0187 7,254 
24.2) .0151 6.0} 5.6 26,768) . . ’ 15,472} .0090) 2, 3,873 


970 
1,067 
428 


388 


A and A See end ef state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


SALES AND 


INDUSTRIAL SALES DATA FOR ALL COUNTIES 


Industrial data for all counties—not just the leading 100—are available on IBM cards. Address 
Market Statistics, Inc., 432 Fourth Avenue, New York 16, N.Y. Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


es a ae 


Looking for the cream... of a $7,000,000,000 market ? 


oa i . 


t ae ee 


2 Che Philadelphia Ingaicer me 


Gat tity Bmmce ie tiene hx dee cy Binige HF — 2@ 
eacuate EMBs ss Bike Tost Seanad tr 
© Kean Rraw Boot os ab 


AOS Fo they Deas Beason 
+e Fe 


THE INQUIRER takes your adver- 
tising to the most potent pocket- 
books in Delaware Valley, U.S.A. 
In addition to intensive coverage of 
the city, THE INQUIRER reaches 
out to give advertisers thorough 
penetration of the rich suburbs and 
nearby towns that account for HALF 
THE SALES in the Greater Phila- 
delphia area. 


That’s why you find so many new 


advertisers in THE INQUIRER... 
so many old ones with expanded 
schedules. Greater results for adver- 
tisers have made THE INQUIRER 
Philadelphia’s FIRST newspaper 
... FIRST in National advertising, 


Retail advertising, Classified adver- 


tising and Total advertising. 


Tc skim the cream off the great 
Delaware Valley, schedule THE 
INQUIRER ... FIRST! 


The Philadelphia Mnguirer 


DELAWARE VALLEY, U.S.A. 
has peak buying power 


Sales Management estimates the effec- 
tive buying income of Delaware Valley 
at over $7,000,000,000...18% more 
per family than national average. 


The Voice of Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 
NEW YORK CHICAGO 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH 
342 Madison Ave. 20 N. Wacker Drive 
Murray Hill 2-5838 Andover 3-6270 


West Coast Representatives: 
SAN FRANCISCO 
FITZPATRICK & CHAMBERLIN 
155 Montgomery St. 
Garfield 1-7946 


DETROIT 
GEORGE S. Dix 
Penobscot Bidg. 

Woodward 5-7260 


LOS ANGELES 
FITZPATRICK & CHAMBERLIN 
1127 Wilshire Boulevard 
Michigan 0259 
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97% Home Coverage of a °63,000,000 Market 
New Kensington—Amod Daily Dispatch 


Pennsylvania 


“Circulation where circulation really counts” — “‘first of all the home news” 


1953 SALES DATA TRADING AREA DATA SPEED—ACTION— 


CITY ONLY 12% MILE RADIUS No Wasted Time 


: Population— Over 200,000 
Effective Buying ? 
Income ...... $59,373,000.00 Employment— Over 57,000 Dispatch reoders ere fess then 
20 minutes from any store in 


Retail Sales ...... 63,161,000.00 Industry—Highly Diversified:- New Kensington or Arnold, 
Food Sales ...... 9,279,000.00 Steel, Glass, Oil, Coal, “The shopping center of the 
Automotive _.... 14,995,000.00 Aluminum, Etc. valley.” 

Represented by The Julius Mathews Special Agency, Inc. 


PENNSYLVANIA — (Continued) dine estimates be SALES MARAGEMENT, 
SALES AND 
EFFECTIVE BUYING RETAIL SALES = 


TPE ESTIMATES INCOME 
BY LD 1/1/54 GID Ustimares—ios3 BYP ESTIMATES—1983 


FIVE STORE GROUPS 
(in thousands of dollare—add 000) 


. 
= 
3 
- > 
os 


852 SeSsFRSRRE 


1,323 
2,480 
955 
837 
526 


261,024) . . 23,843 
116,502} . 24, 18,871 
1,601/5,007 35,298) . ; 3,920 : -0128 


3.4989 ¥ 1,700,706} 8,510,477) 4.9465 , 000, 886} 1,326,473 1,410,081 214,249] 4.1187 


6.7234)|3, 130.4|7674.3]16 , 967,678 1,877/8, 420}11 801,863 6.8594) 3, ’ 1,526,442 2,960,112 274,836] 6.8510, 102 
A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these fiqures, see explanation page 11. 


WHAT THE TRIANGLES STAND FOR... 


The solid black triangles in these tables and footnotes refer to Standard Metropolitan Areas. 
The open triangle indicates SALES MANAGEMENT “Potential” areas. 


SALES MANAGEMENT 


adie EFFECTIVE 


DISPLAYS 


gy Gees? MERCHANDISING 


That Produces 


MORE SALES rreisctin... 


TIE-IN 
ADS 


The value of tie-in ads 
eta doe te or TRADE CENTER OF A THREE COUNTY 
cm at Naas cs. MARKET. CONSISTENTLY STABLE WITH . . . 


cessful campaign. 


135 MILLION Spenicbie income! 


EDITORIAL COVERED ONLY BY THE... 
SUPPORT 


Hf 


Tyre 
i 


Retail trade column, 
a weekly feature in 
our regular editions, 
advises the trade as 
well as the consumer 


of all campaigns. 


MORNING -EVENING - 


wee 31133aTd 


TO TRADE 
HERE IS THE PICTURE: 


Seiad te tenlie. blues OIL CITY TRADE AREA SUMMARY* 
Samsie Cle (3 Counties: Venango, Clarion & Forest) 
erns, service sta- 


tions. POPULATION 
FAMILIES 


RETAIL SALES, $111,627, 000.00 


; FOOD SALES $29,425,000.00 

ROUTE DRUG SALES 

LISTS AUTOMOTIVE 
GENERAL MDSE. ................. 10,535,000.00 
FURN.-HOUSE-RADIO 6,684,000.00 
LIQUOR SALES} 1,615,597.00 


Broadsides, letters, 


and addresses in reg- FOR FURTHER INFORMATION Seer acy NATIONAL ADV. DEPT., 
ular route form. DERRICK PUBLISHING CO., OIL C 


TY, P 
ALL ADVERTISING PLACED DIRECT. «+ 


Member—Western Pennsyivania Home Town Doilies 
* Source Sales Management Survey Buying Power ‘54. ¢ State Liquor Control Board 


covers 
Bethlehem... 


Me Bethichem Slobe-Times 


See the listing on this page 
for proof of Bethlehem’s 
continued growth. Note: 
retail sales are up in all cat- 
egories and Bethlehem’s 
family buying income is 
still far above average. 


De Lisser, Inc., nations! representetives 
Rollend . Adoms, President 


PENNSYLVAN 1A— Metropolitan County Areas 


The “SM” symbols mark original, exelu- 
sive estimates by SALES MANAGEMENT. 


”; ESTIMATES 
1/1/54 


EFFECTIVE BUYING 
SM INCOME 
ESTIMATES—1953 


JM 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES 
ESTIMATES—1953 


% Per | Per 
of Fam- 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Buying 
Power 


General | Furn.- Auto- 


Cap- 
U.S.A. | ita | ily Index 


Food | Mdse. motive 


Radio 


136,015| 
41,160 
76 ,856 
78 ,926 
68 ,059 
55,553) 


. 2992/1 ,636|5,567] 531,539 
.0747/1,326|4,449] 134,278 
1546/1 ,635/5,545] 303,452 
-2011/1,617/8, 386 350,268 
-1444/1,230/4,502] 252,771 
.1746|1,777|6,117| 270,566 


51,011 
14,810 
31,553 
38,454 
41,900 


36 ,667 
10,211 
18,096 
20,640 
13,733 


100,561 
21,287 
60,024 
68,858 
45,740) 4,062 


2984 
-0781 
1593 
- 1999 
- 1525 


2,703 
5,995 
10,256 


4 
5 
46 
62 
70 
75 


3,854 


6,889,589! 2.8006|1,762/6,045] 4,434,793 


3,891|1,101,232| 617,223 


25,168) 14,722) 53,113) 5,079} .1647 


250,829; 678,285|113, 2.6623 


1 Includes Camden, N. J. 


© SM, 1954. 


Before using these figures, see explanation page 11 


MUST Men in Your '54 picture 


Selling . . . including advertising, pub- 
lic relations and other tools that will 
help sell hardest and best .. . is man- 
agement’s top job today. That’s why 
the trend is to SALES MANAGEMENT. 


In all periods of difficult business con- 
ditions, you can spot the key men... 
the men you must sell . . . by noting 
the business paper whose subscrip- 
tions and readership are up—the busi- 
ness paper that’s HOT. 


More than any other magazine in the 
sales or advertising fields, SALEs 
MANAGEMENT has kept pace with the 
national growth in sales volume and 
sales capacity since the war. Gross 
national product has soared 71% 
in the past eight years, national in- 
come 68%, personal effective buying 
income 64%, retail sales 121%. At 
the same time, SALES MANAGEMENT 
total circulation gained 89% .. . 


The INSIDE TRACK to Management 
for companies selling such 
products and services as: 

TRAVEL and COMMUNICATION 
PACKAGING MATERIALS 
AND PRODUCTS 
PLANT and BRANCH LOCATIONS 


INSTITUTIONAL and 
PUBLIC RELATIONS OBJECTIVES 


AUDIO-VISUAL SALES AIDS 
BUSINESS GIFTS 
OFFICE EQUIPMENT and SYSTEMS 


88% in the A.B.C. No. 1 Classifica- 


tion (Manufacturers, etc.) 


100.3% in sales management execu- 


tive subscriptions. Renewals are scrap- 
ing the ceiling—81.95%. 


These records are unmatched in 
the sales or advertising fields. 


Today . .. more than ever before . . . 
your market is the sales management 
executive, the pivot man on today’s 
adjusting economy — your magazine 
for selling this market Sates Man- 
AGEMENT — the magazine that’s hot 
with the men whom the heat’s on 
today. 


Sales Management 


386 Fourth Avenue, 
New York 16, N. Y. 


333 N. Michigan Avenue, Chicago 1, II. 
15 East de la Guerra, P. O. Box 419 
Senta Barbara, Calif. 


642 


SALES MANAGEMENT 


Some people are born leaders 


Pe 


WCAU, Philadelphia 


Advertisers, it seems, are in love for keeps with WCAU programming 

and sales impact. They know that WCAU Radio and Television 

sets the pace for the nation’s third largest market. And, just as more 
advertisers buy more time on WCAU Radio and Television—so, too, 

do more people spend more time listening to and looking at its programs. 
Small wonder everybody thinks of WCAU as a born leader. 


The Philadelphia Bulletin Radio and TV Stations ¢ CBS Affiliates ¢ Represented by CBS Radio and Television Spot Sales 
MAY 10, 1954 643 


THE BEST BUY IN PITTSBURGH RADIO! 


* CBS Shows since June, 1953 
* A&P In-Store Merchandising Tie-ins 
* Highest "Pulse’”’ Ratings, 1953 and 1954 


KQV-.:: RADIO in Pittsburgh @ Natl. Rep.— Paul H. Raymer Co. 


PENNSYLVANIA— @%) Metropolitan County Areas — (Continued) 


POPULATION EFFECTIVE BUYING RETAIL SALES 
SM ESTIMATES SM INCOME 
1/1/%4 ESTIMATES—1953 ESTIMATES—1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Cap-|Fam-| (add 
ily 000) ‘ General | Furn.- Auto- 
Food Mdse. | House- | motive | Drug 


S iis ae 
S.A. 


28 


5,662] 2,613,013) 1. ’ 728,291; 393,046) 128,638) 457,686) 66,461] 1.4902 
5,722] 302,610) . ’ 69,122} 27,324) 20,223) 59,944) 5,767) .1758 


— 


4,662} 239,168) . ’ 67,702) 25,127; 15,082) 31,286) 6,01 1411 


4,7 371,389). 5 99,281) 43,267) 23,567) 59,286) 6, 2158 
5,1 251,024) . ° 61,936) 23,843) 17,696) 46,949) 4,1 1377 


— 


5, 108,512). 5 30,347 9,276 7,883) 20,563) 2, 0674 
4, 108,718). ° 30,193) 10,976 6,051) 21,762) 2, 0621 


=—=— 


AWilliamsport. . 


Total of Areas. . . 5.7017 2,662.9|7265.8|15, 120,750] 6.1464 5,678|10,273,099| 5.9714| 3,858|2,644,673/1,352,977} 564,048 1,725, 344|245, 056) 6.0054 
Aand A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


If You Sell in The Scranton Market... 
You Need The SCRANTONIAN—TRIBUNE! 


More than $80,000,000 in county retail sales are rung up OUTSIDE the city zone 
. - » More than half the county population lives OUTSIDE the city zone . .. To 
reach that PLUS market you need the SCRANTONIAN - TRIBUNE. 


Che Scranton Tribune ow THE SCRANTONIAN suns, 


GILMAN, NICOLL & RUTHMAN, National Representatives 


For the true and complete story of advertising linage in all Scranton newspapers—consult our representatives 


INCREASE IN NUMBER OF “POTENTIAL” METROPOLITAN AREAS 


With this edition of the Survey, 8 “potential” metropolitan areas have been added, bringing the total 
number to 233. “Potential” areas are those which are near metropolitan status and probably will attain it 
long before official recognition catches up with them. In each case the central city is just short of the 


necessary population figure or is such an important trading center that retail sales exceed that of some 
cities on the official list. 


SALES MANAGEMENT 


A Sales Manager’s Profile of the Pittsburgh Retail Market 
=. .-. from Sales Ma nagement's Survey 
A.B.C. ue i BALANCE 
City Zone i OF MARKET __ 


partment stores have 
free delivery 


1,911,300 61.5% 
$2,853,795,000 
$ 42,615,000 


$535,022,000 


FURNITURE, HOUSEHOLD, APPLIANCES 


$98,971,000 
AUTOMOTIVE 


feat 3 $379,038,000 


DAILY NEWSPAPER PROFILE 


3WdOUd SAIIVS .WVLIY 


83,951 29.1% 
79,496 41.3% 


134,158 49.3% 


The Post-Gazette'’s coverage pattern most closely 


: : ; . SOURCE: 
matches population, buying power and retail sales in 
A.B.C. 3/30/53 


the Pittsburgh Market... use it to route your advertis- , 
, ales Management 
ing as you route your salesmen! 5/10/54 


Pittsburgh Post-Gazette 


Represented Nationally by Moloney, Regan & Schmitt 


MAY 10, 1954 


| 


PENNSYLVANIA 


1950 Net Effective Buying Income 


me In excess of $150 Million 


4 $75 Million to $149.9 Million 


= “ms — Scale of Miles 
$40 Million to $74.9 Million Cities shown are those having net 1s pa a 
Effective Buying Income of $15 million 
$15 Million to $39.9 Million and over. One inch Equals Approximately 45 Miles 


A I | c I D I E } 


PENNSYLVANIA— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 NET INCOME GROUPS, 1953 


Total 

Con- i] 

COUNTY sumer $7,000 & Over COUNTY 

Units % Units 

(000) / % % % % 
Units Units 


15.3 ‘ ° . 0 | 25. ° ’ . fe 3 ‘ 34.9 \e ° 5.0 
535.1 ‘ ° ; . : ° ‘ ‘ : . ° ° 6.7 
25.2 ; ° . . . . ‘ ’ , ° ° 6.9 
61.2 . ° . ° 2. . ‘ aaa . : . ° ° 4.9 
. , : ‘ 8.7 
92.5 ; ° ‘ ° F . . ° a . ‘ , -1 | 16.4 
46.7 . . R A . . A ° . ‘ ° -6 | 12.8 
‘ 6.8 , ° . +2) 11.1 
65.2 , ° , 5 | 38. ° ‘ \. , 5.6 ‘ ° . -3 | 14.8 
33.4 . - ‘ 8 | 33. ° . . 8.0 é e a . 9.1 


eneoeoeoq 


63.8 : ° . . , A ; ° “yes . . 9.1 . ° ° ° 8.3 

2.4 : ° . ° : . ‘ e vs x 7.2 i . , ° 9.8 
‘ . . 6.2 
28.0 . le . ° . ° . . edecextes , 9.4 J ° . . 6.6 
56.9 ° : ° . : ’ ‘ le 8 tty , - ° . 8.4 
: , . , 4.3 . ° 
26.7 ; ‘ ° . 5) 6. . -1 16.3 . ° ‘ . 5.4 
6.4 


BSESE SSsrsi 
@eeoagdge 


£sz 
eagw 


10.1 P . 6 37.6) 6.5 19.6 
12.4 ‘ ° 7 41.2) 6.5 17.4 


36.4 
73.9 7.5 , . -5 37.1 14.1 36.6 
14.0 F . 6 37.6 3 18.9 
16.3 m / 3 32.1 6 17.0 
10.1 ; ° -1 38.7 4 21.8 
16.5 . ° 7 33.1 9 14.9 
13.3 A . 1 4.8 0 15.0 
17.0 3 8 %.0 9 15.8 
13.9 le le -0 38.1) 6.7 18.8 
18.3 . 0 35.11 5.8 17.2 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


80.7 
58.2 
1.3 
25.9 
3.0 


SESSESSR BE 8 


eaoewme vd wo» 


on 


& 
a 


- 112* advertisers can’t be wrong! 


They re getting results on WIP. Of t 
advertisers using Philade 


radio stations in January 


Are YOU getting enough RESULTS in Philadelphia? 


\ 
leroxc| 


mir LADEL PRIA .7, PA 


\ 
he 


| 


\ 
‘ : 
5000 WAYTS I/ 


EDWARD PETRY CO., INC. 


PrmeeeeDELPHIA’S- PAONE ER VOUCE 


MAY 10, 1954 


PENNSYLVANIA—6¥Z@ Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1953 NET INCOME GROUPS, 1953 


. 
Unies % & ers & 
‘o ‘o 
S)% S/o & 


(000) Da 
lars 
8.5 8 19.5 -5 30.2 | 20.7 33.9) 5.0 16.4 
9.6 . 
9.5 
7.6 
14.5 
7.2 


19.9 28.7 | 30.8 40.6) 7.1 21.2 
13.7 26.2 | 31.1 39.6) 8.1 24.7 
68.7 23.6 | 34.3 40.8; 10.1 28.3 
8.9 33.6 | 21.9 33.0) 6.2 18.9 
101.1 23.4 | 35.1 40.6 | 10.1 28.5 


RHODE ISLAN D— Counties and Cities — (otter, om,£nmand, States: Connecticut, Maine 


Pop. 
NuMBER OF OUTLETS in NUMBER OF OUTLETS 


City County GM | FHR| A | D City thous.)| F | GM FHR| A | D 


247 .4)1, 138 210} 131 
47.1 
20.2 
13.4 


nate 1. A. RETAIL SALES 
BY) 1/1/54 ESTIMATES—1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Metro- 
politan| 
Area 


General | Furn.- Auto- 
Mdse. | House- | motive | Drug 
Radio 
748 2,027 4,137 861 
2,298 3,724, 11,631) 2,014 


1,529 2,790 4,576 901 
457 167 4,156 : 


aseses 


2,789}  2,362/ 8,971) 2,1 
2,767|  2,086| 7,477] 1,581 


Before using these figures, see explanation page 11. 


Selling is only what you make it... 
In NEWPORT, Rhode Island’s top money $1193 compared to $916 for all other counties, and 
market, there’s no money problem here—just a $948 for the state. 
case of how much you are interested. U. S. Naval Base plus top spending vacationists add 
Newport County, with a family income of $6,099— another plus to your sales opportunities. 
more than $1,000 above the average of the other Selling in this richest of all markets is done most 
counties and the state—is the answer. economically through the Newport News—Newport 
Newport County leads in family food sales, with County's only daily newspaper. 


THE NEWPORT DAILY NEWS 


Largest Circulation in southern Rhode Island 
Represented by The Julius Mathews Special Agency, Inc. 


COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates ot population, Effec- 
tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 
are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 
be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


SALES MANAGEMENT 


RHODE ISLAND 


1950 Net Effective Buying Income 


cs In excess of $150 Million 
$75 Million to $149.9 Million 


$40 Million to $74.9 Million 
$15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 


ASHINGTON 
and over 


Scale of Miles 


8 12 


——— | 


One Inch Equals Approximately 8 Miles 


COPYRIGHT BY 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as 
IBM listings of data in the “Survey of Buying Power”, regrouped according to your sales 
territories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, 
N.Y., Phone MUrray Hill 4-3559. 


To keep up with the progress of any market you must keep selling—and 
hard. Make your advertising work to the fullest. 


In Westerly, R. I., 1953 income rose to a new high of $27,215,000—$5,573,000 
TO KEEP UP over 1952. Retail sales went right along to another high of $23,925,000. 
eee Quality of market soared to 136! 


general mdse.—furniture, household—automotive and drugs. 


KEF p As a matter of fact, all retail items showed big gains in sales including food— 


The Westerly Sun, with 100% coverage of the city zone and 89% coverage of 
the entire retail trading area, brings together both the seller and the buyer 
S 6 L L i N G through one channel—the local newspaper—makes one big family market. 


THE WESTERLY SUN ic sess tires Sct agency, ine 


Westerly, R. I. 
MAY 10, 1954 649 


IN A ROW FOR WOONSOCKET! 


For the fourth straight year, Woonsocket average 
family spending leads the Rhode Island family average 
in every S.M. retail sales category. 


SELL this 100,000-plus trading area through 


H i d-only local daily, the— 
Average Sales Per Faniily its one-and-only local daily 


DRUGS $146 $113 29% WOONSOCKET 


GEN. MDSE. 383 304. 25% CALL 
FOOD 1073 948 13% | 

Representatives: Gilmen, Nicoll & Ruthmes 
TOTALRETAIL 3787 3497. 8% ees uk ane 


COVERS RHODE ISLAND'S 
Source: S.M. Survey of Buying Power, ‘54 PLUS MARKET 


RHODE ISLAND — (Continued) ee te “90” outeh oat olan 


sive estimates by SALES MANAGEMENT. 
SALES AND 


EFFECTIVE BUYING RETAIL SALES 
INCOME Ky 
ESTIMATES—1953 M ESTIMATES—1953 


Moeiro. 

COUNTIES |politan FIVE STORE GROUPS 

CITIES Area (in thousands of dollars—add 000) 

Dollars ty 

(add | 
000) .S. General | Furn.- Auto- 
Food Mdse. | House- | motive 

Radio 


Providence... .. re . " j x J . 654,330) . . 166,716) 65,641) 35,145) 116,649 
AProvidence. 7.4] 1546 } , ‘ ; ‘ 380,044} .2209 84,034] 50,719} 21,322) 67,197 
Pawtucket 0} .0519 , , , : : 103,701} .0602 24,942} 7,166) 7,248) 21,243 
Woonsocket. .8| 0324 : 79,927) . . y 60,216] .0350 17,062} 6,091} 3,129) 9,871 
Cranston. .... , -0364 . A d ‘ y 29,075; .0169 11,535 509 750 4,707 
East Providence 5}  .0234 : x 4 1,780/5, 28,202) .0164 14,000 311 771; 6,071 
Central. Falls. 6} .0147) 7. Y r 1,469/4,883 14,063} .0082 6,186 293) 716} 1,291 

Washington .2| 0332 y ‘ . 1,490/5,357]} 48,708) .0283) 3, 15,435} 3,191) 2,583) 7,787 
Westerly 4} .0084 7 7, -onnt}a, 031/6,638} 23,925] .0139 7,435] 2,554) 1,810] 3,725 


7 77 ayes » VESTIMATES 


Total Above Cities 623..1| ama] 194. 184.6 3000)1 87915, 330] 738,937| .4298| 195,732] | 72,806) 40, 780) 130,314 


—— — | | 


State Total 825. 1} 5186) 248.4\703.3 5177 1,54415,190] 988.285! 4980 3.497| 232,783| 74,665| 45,831] 149,175| 27,940] .5116| 99 
A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


Top Rated, Primary Coverage of 
THREE Standard Metropolitan Areas: 


1. PROVIDENCE, R. I. 
2. FALL RIVER, MASS. 
3. NEW BEDFORD, MASS. 


MORE NEW ENGLANDERS LISTEN TO WPRO 
THAN ANY OTHER RHODE ISLAND STATION! 


Represented by JOHN BLAIR & COMPANY 
SALES MANAGEMENT 


MAY 10, 1954 


small state 


BIG volume 
... that’s Rhode Island 


It's a compact, stable, city-state 
market that boasts retail sales of $925,- 
573,000 and consumer spendable in- 
come of $1,287,332,000. New England's 
second largest market is the nation's 
19th, and it's selected year after year 
by leading advertisers for testing new 
products, new packaging and merchan- 
dising ideas. 


For maximum impact plus effective, 
economical coverage, plan consistent 
and insistent advertising in The Provi- 
dence Journal-Bulletin. Successful ad- 
vertisers rate it an operating necessity 
in the Providence-Rhode Island market, 
‘since coverage of A.B.C. Providence 
alone is over 100%. 


Combined Journal-Bulletin Circulation, 191,022 
Providence Sunday Journal, 179,179 


PROVIDENCE 
JOURNAL-BULLETIN 


MORNING — EVENING — SUNDAY 


Represented Nationally by WARD-GRIFFITH CO.., Inc. 


NEW YORK — DETROIT — CHICAGO — PHILADELPHIA 
BOSTON — SAN FRANCISCO—ATLANTA 


iY 
ADVERTISERS CROW ABOUT RESULTS ON: 


WJAR-TV Providence 


We produce programs that produce sales! 


My seventeen top rated local live shows a 
day Monday through Friday... keep me... 


First in Sight in Southern New England! 


: NBC—BASIC 
National ABC—SUPPLEMENTARY 
Sales Representatives 


_WJAR DUMONT— 
WEED TELEVISION es 
~ SUPPLEMENTARY 


RHODE ISLAND— 6% Metropolitan County Areas _ 
SALES A 


ND 
p Esrimares tages | saa RETAIL SALES ADVERTIS- 
W JSM ESTIMATES —1983 JM ESTIMATES—1953 


| } | | | FIVE STORE GROUPS 
| | Urban- | Coun- (in thousands of dollars—add 000) 
Total % F. — = Net Dollars | 
(thou- | Dollars of | Cap- (add 
sands) | U.S.A. ani lation (add U.S.A.| ita | i 000) 
poe | (thou- 000) 
| | sands) 


General Furn.- Auto- 
Mdse. | House- | motive 
Radio 


Providence... Tos) 940s = 213.2 645.0} 1,088, 294| -4424|1,548|6, 105] 749,097] .4354| 3,514] | 196,875 68.688 40,896| 132,417 


Total of Area... 704.5} .4403| 213.2) 645.0] 1,088,294] -4424|1,545 5, 105] 749,097| .4354| 3,514) 195,575] 68,685 40,806) 132,417 


RHODE ISLAND— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 1} NET INCOME GROUPS, 1953 
| 
| 


Total RS Total 
Con- Con- 


COUNTY — | $0- 2,499 $2,500-3, 999 $4,000-6,999 sz, 000 & Over | COUNTY 3 = $0-2,499 $7,000 & Over 
nits | | nits 
3 
= 


‘O% GF 
(00) | 1%  Do-| % Dak | 9% Dok | (000) | % Dole) % % Dok) % Dol 
Units lars | Units Roca lars | Units Units lars | Units lars | Units lars Units tars 

1 


Bristol....... 9.4 | 21.3 56.7 | 29.2 19.4 | 34.3 36.5 | 15.2 ’ Washington... .jC 4 22.1} 41.0 16.3 | 27.5 25.4/ 23.9 34.4] 7.6 24.9 
Kent. . 27.6) 19.2 6.2/ 28.9 19.5 38.4 40.1) 13.5 SED Gene 
Newport 29.2 | 39.7 14.6 | 30.2 27.5 21.9 31.1) 8.2 . . 294.8 | 28.3 8.8) 29.1 22.3 | 31.4 37.4) 11.2 31.5 
Providence 206.6 | 26.8 8.1 | 29.2 22.0 | 32.4 38.1! 11.6 ° . S. §5,059.3 | 30.3 9.1 | 26.0 19.2 | 30.7 35.4] 13.0 36.3 


: io (Other South Atlantic States: Delaware, District of Columbia, Flor- 
Cc A R Oo L | N A ape Counties and Cities =" ida, Georgia, Maryland, North Carolina, Virginia, West Virginia.) _ 


Pop. | Pop. ‘ 
(in NUMBER OF OUTLETS | Gn NUMBER OF OUTLETS _ 
County thous.)} F | GM FHR) A | City County ithous.)} F |GM|FHR | 


10 11 13 
9 12 17 


...-Anderson...... 
Charleston.......Charleston...... 
Chester. ........Chester.. . 
Columbia........Richland..... 
oe a ee 
Florence. ..... Florence......... 
Gaffney .........Cherokee....... 
Georgetown......Georgetown...... 
Greenville... ... . Greenville 
Greenwood Greenwood 


68 9 . Gee. . Greenville... . 
343 23 Hartsville. . . Darlington. . . . 
27 7 | Lancaster... Lancaster... . 13 13 18 
312 33 | Laurens Laurens 10 9 13 


4 
7 

7 

0 

32} 10 N “ N ae 5 11 9} 15 

| 8 

4 

8 

7 

2 


we ae 
BuSS 


106 10} | Orangeburg. . Orangeburg... . 13 14 25 
49) 8) | Rock Hill.......York......... 11} 22) 24 
30 8 Spartanburg Spartanburg... 22 31 43 

160} 30 | Sumter. ... Sumter..... 12; 18 18 
49 11 ‘ Union Union.... 11 10 13 


© SM, 1954. 


MO Or aD . 
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Before using these figures, see explanation page 11. 


Definition of Consumer Spending Unit 


The “consumer spending unit” is closely related to the Census term “families and unrelated 
individuals”. . . which adds to the number of private households the income-receiving units 
living in quarters not classified as dwelling units (boarding houses, hotels, military barracks, 
colleges, etc.), as well as unrelated individuals living alone or with other families. 


SALES MANAGEMENT 


1950 Net Effectivé Buying Income 
ee In excess of $150 Million 


[Ed $75 million to $149.9 Million 
$40 Million to $74.9 Million 


$15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 
and over 


A 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


EFFECTIVE BUYING RETAIL SALES 
INCOME 


POPULATION 
S77) ESTIMATES 
1/1/84 ESTIMATES—1953 ESTIMATES—1953 


COUNTIES FIVE STORE GROUPS 
CITIES Area (in thousands of dollars—add 000) 
& Bal 
Cap- | Fam-' 
ita | ily J General 


Auto- 
motive 


969/3,806| 
1,005'3,704 
604|2,621 


np 
= 
@o 


1,986 
7,404 
839 


2 g38 


aw see| 222 


101,593) . 1,119/4,181 
25,910) . 1,302/4,113 
11,896) . 692)2,901 
16,136) . 585 2,373 


16,814 
13,358 
2,554 
1,854 


“oo 


w 

i 

a 
— 


S&S 885 


888 $8 


27,918} .0113| 976/4,167 
19,034). 606 2,759 
8,428) . 581/2,479 


3,858 
515 2,348 131 
192 1,184 142 


Before using these figures, see explanation page 11. 


~_— 


Not a REview .. . but a PREview 


of next month’s retail sales volume in more than 200 cities. In every first-of-the-month issue SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in leading U. S. Cities. We give the sales volume, the 
percentage of change from the same month last year and its relation to the national change for the same period. 


The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High-Spot 
Cities” alerts you to changes in the making . . . each month. 


MAY 10, 1954 


FLORENCE -Strategic Sales Center in South Carolina 


RETAIL SALES 59% ABOVE PAR VOLUME .. . DOLLAR SALES 
VOLUME $14 MILLION HIGHER THAN INCOME TOTAL 


These figures emphasize Florence’s position as an 


R THE FLORENCE MARKET 
important wholesale and retail center—your strate- Population 307,200 60 industrial Plants, including 
gic gateway to the northeast South Carolina Market. Families ... 71,500 Atlantic Coast Line RR Shops - 
> > a * 421 Retail 

Your advertising in the fast growing Florence News utlets. 
8 Rage pn eh Gross Farm Income. $122,322,000* | TRANSPORTATION HUB: 5 
teams up with the selling efforts of more than 50 Retail Sales .......$200,148,000 Federal & State Highways; 6 
wholesale distributors serving this big 6-county Motor Freight Lines; 5 Bus 
< * Embraces the richest farm counties Lines; Main RR junction A.C.L. 
market. . . . Located in Eastern S. C., the heart of in the state; equals more than 30% of (More than 80 freight, passen- 
the rich tobacco belt, the richest farming section of the state’s total gross cash farm in- et —_ ay Eastern Air- 
come. ines Route Point. 

the state. Look at our circulation growth, over 30% in less than a year. 


Dail Sunda 
THE FLORENCE MORNING NEWS Yr. ending 3/31/53 ABC eee 9.716 10.202 


6 Mos. ending 9/30/53 AE ... 10,690 11,177 
THE ONLY DAILY IN EASTERN S.C. 3 Mos. ending 12/31/53 _. 12,608 13,110 
3 Mos. ending 3/31/54 ee 13,549 
WEEKDAYS G SUNDAYS ° MEMBER A.B.C. AND THE BEST PART IT IS OVER 90% HOME DELIVERY 
National Representatives — SHANNON G ASSOCIATES, INC. 


SOUTH CAROLINA— (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMATES SM INCOME ING 
1/1/54 ESTIMATES— 1953 ESTIMATES—1953 CONTROLS 
COUNTIES FIVE STOR 
CITIES Ur (in thousands of dollars—add 000) 
j ty 


Auto- 
motive 


34,047 
30,780 
3,184 
2,964 
4,067 
3,166 


38 | 


= 8 


6,031 
3,202 
3,885 


$23 


51.5 
§.7) . 
31.1) .0194 
23.3) .0146 


6,493 
4,032 
3,534 
2,317 


3,400 
1,522 
1,410 


16.2) .0101 
21.2) .0132 


744 2,262 
2,268 1,879 254 
83.5) .0522 8,933 4,072} 14,180) 1, é 
24.5} .0153 p A i 5,726 2,858 10,171 866 .0161 
Aand A See end of state for SM Metropolitan County Areas. » . Before using these figures, see explanation page 11. 


38 8828 33: 


ESs2 2828 


INCREASE ABC-Dumont 


1952 1953 Latest Neilson report gives Charleston 
County more TV families than any other 


91 7, 100 93 7,200 inh A se except Mecklen- 
836,672,000 852,655,000 


wecsc-TV 
RETAIL SALES ... 447,276,000 637,045,000 


Charleston, N. C. 


pe John M. Rivers, Pres. 
in area covered by Channel 5 Call Free & Peters for details 


SALES MANAGEMENT 


The time has come, we believe, for some “plain talk” about markets. Many 
markets are so proud of the growth and wealth of their communities that 
some of their claims for superiority become a little confusing to the busy 
media man. We believe that you are more interested in a proven record of 
performance than you are in “claims.” If so, take a look at Charleston, 
South Carolina. 


Charleston is a good, solid, prosperous market where people are buying 
. . . bwying anything they want, from new cars to new appliances . . . from 
catsup to curtains . . . where merchants are still showing healthy sales 
records. Charleston is simply a good place to SELL! 


And The Charleton Evening Post, The News and Courier are two good 
newspapers with a splendid record for producing SALES in this solid 
market. Charlestonians are SOLD on (and by) their newspapers! 


IF YOU ARE INTERESTED 
FIGURES, OURS ARE INTERESTING: : Statistical data from Sales Management's 


1954 ‘Survey of Buying Power’ 
Charleston and its 18-county buying market 
POPULATION 820,300 
NO. OF FAMILIES ... 195,300 
EFFECTIVE BUYING INCOME _. $674,879,000 
TOTAL RETAIL SALES 509,858,000 
AVERAGE FAMILY INCOME 3,105.77 
RETAIL SALES PER FAMILY 2,331.40 


THE | CHARLESTON EVENING PosT 
Che News and Courier 


Represented Nationally by 


THE JOHN BUDD COMPANY 
Total daily combined circulation 78,202 Over 40% coverage in 18-county market 
MAY 10, 1954 


GREENVILLE AGAIN LEADS SOUTH CAROLINA 
IN THE MARKET DATA SALES MANAGERS WANT 


% OF S. C. Largest ABC Market 
: in South Carolina 

il 494,212 Peopl 
POPULATION 494,212 People 22.1% | See’ Seas ene 
(ABC — City & Retail Trading Zones 9-30-52) Charleston 422.355 People. 


INCOME $603,142,720. 27.1% 


(Effective Buying Income — Sales Management's 1954 Survey) Most Compact Market 


RETAIL SALES $397,821,120. a.) See. 

(Sales Management's 1954 Survey of Buying Power) 96% of the | Greenville 
Newspapers’ circulation is 
WAGES $297,61 8,215. 26.8% concentrated in nine coun- 


(Covered” Wages — S. C. Emp. Security Commission 3-31-53) ties in Piedmont South 


Carolina. 
EMPLOYMENT 112,192 People 0.3% |, 


(‘Covered” Employment — S. C. Emp. Sec. Comm. 3-31-53) Leading Industrial 


AUTOS & TRUCKS 167,021 Units 25.0% Market in S. C. 


(S. C. Highway Dept. 9-30-53) Industrial plants give em- 
ployment at good wages 
to 112,192 people—near- 
ly twice that of the sec- 
ond market. 


Ask us or our Representa- v lip (breenuille N Pus 
tives for specific information MORNING & SUNDAY Serving South Carolina’s 


and assistance. GREENVILLE PIEDMONT Leading Market. 


Represented Nationally by EVENING ; F 
WARD-GRIFFITH CO., INC. Daily Circulation 98,218 


SOUTH CAROLINA— (Continued) tive estimates ty SALES MANAGEMENT. 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS. 
SM Bry BY) ESTIMATES—1953 BYLD estimares—1953 CONTROLS 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Buying 
Power 
General Furn.-, Index 
Radio 


6,038 1,049 
3,428 677 
37,269 
118,810) . 21,262 
13,375) . 2,982 
40,513). 9,524 
29,721) . 6,194 


% “ized | _ Net 
of Popu- 
S.A. 


sf? 


U add 
: $00) Food 


28,139 
7,490 
258 ,496 
95 , 367 
8,915 
56,035 
19,124 


SEgS BRaeeeE 


10,639 
49,516 
7,378 
6,863 


8,399) . 2,020 
39,134) .0228 8,456 1,848 8,807 
18,721) . 2,456 , 1,081 6,404 

5,942) . 1,317 319 2,008 


25,595) . ’ 18,061; . 5,306 2,188 725 4,204 -0123 
40,486) . 27,787) . 7,196 3,633 2,004 6,896 0178 

8,308) . J ‘ 18,311) . 3,199 2,363 1,657 4,508 -0059 
5 52,025) . 27,602) . 7,578 2,803 2,050 5,574 0214 
Laurens... .. Oj . : 11,709} . ,301;4, 12,581) . 2,886) 994 978 3,637 -0057} 102 


1 Greer is in Greenville and Spartanburg Counties. Before using these figures. see explanation page 11. 
A and A See end of state for SM Metropolitan County Areas. © SM, 1954. 


* 


To be sure that you’re basing your selection of markets and media on all available factors, 


study both the Survey data and the Survey advertisements. 


SALES MANAGEMENT 


SERVING 
NEARLY 

3-MILLION fy 
PEOPLE | 

Pie. te 

GA. and TENN. 3 


HERE’S THE WFBC-TV MARKET 


POPULATION 2,924,625 People. 
INCOMES $3,174,536,000 
RETAIL SALES $2,112,629,000 
TELEVISION HOMES 232,820* 


Market Data From Sales Management's Survey of Buy- 
ing Power *Television Homes: Figures released by CBS 
Television Research Dept., compiled by A. C. Nielsen 
Co. as of Nov. 1, 1953. This survey was made 60 days 
before WFBC-TV began operation. 


For rates, information and assistance, write us 
or contact our National Representatives: 


WEED TELEVISION CORP., 501 MADISON AVE., N.Y. 


Giant of Southern Skies! 


. . boasting more people and larger income within 
100 miles radius than Atlanta, Jacksonville, Miami, 
or New Orleans, WFBC-TV is truly the “Giant of 
Southern Skies”, and a powerful new advertising 
medium in the Southeast. 


LARGEST COVERAGE BY FAR IN S. C. 
WFBC-TV has far more TV homes, Population, In- 
come and Retail Sales in its market than any other 
television station in South Carolina. 


MAXIMUM POWER—HIGHEST VHF 
ANTENNA 


With 100 KW power, and 2204 ft. antenna, higher 
than the Empire State Building, WFBC-TV gets 
clear reception in four states. 


Channel 4 


WFBC-TV 


Greenville. S. 


NBC NETWORK 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SOUTH CAROLINAW— (Continued) 


PULATION EFFECTIVE § BUYING 
ESTIMATES SH 
1/1/84 EsTit MATES—1953 


RETAIL SALES 
BYP ESTIMATES—1953 


COUNTIES - 
CITIES 


Fami- Net 
lies Dol 


sf? 


000) 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


882 83% 


o> 


Tr 


0130 
-0108 
0147 
.0054 


0158 
0261 
0092 
0174 


yee sea| 8726 


— 
re 
a“ 


© SM, 1954. 


Before using these figures, see explanation page 11. 


New Feature at End of Each State 


Immediately following the metropolitan areas at the end of each state you will find a 


new table that breaks down the consumer spending units for each county in the state 


. by these income brackets: $0-$2,499; $2,500-$3,999; $4,000-$6,999; over $7,000. 


MAY 10, 1954 


ooking for a southern test market? 
CHECK THESE FACTS ON COLUMBIA, SOUTH CAROLINA 


GEOGRAPHIC LOCATION — Center of state. All sales in this WIS, South Carolina’s strongest voice, with 
area afforded by advertising on WIS can be credited 5000 watts at 560 ke, blankets the 14-county 
to central South Carolina. No territorial overlap. trading area credited to Columbia. 57% of the 


DISTRIBUTION CENTER — Easy access to distributors, whole- ae id Oe. eee ee 
salers, and brokers of food and drug products. Head- $5600 Aedes Sadhen thin io aiiih dials 
quarters for 2 of the 4 grocery chains serving this area. agape i 


SF As a part of its service to advertisers, WIS makes 
Central South Carolina’s only wholesale drug house. » wlithiliie: hedk 40 ell ia eel Gale 


STABLE POPULATION — 99% native born. No drifting, chang- of drug and grocery stores. 
ing, transient groups. Every month in 1953 Columbia, S. C. was listed 


TRADING AREA — Largest geographically between Richmond by SALES MANAGEMENT as a “High Spot City.” 


and Atlanta. Broad based, but compact enough for easy Sell your product to the Columbia, S. C. trading 
checking and control. area via WIS, the lowest cost medium per family 


reached of all media in the area. 


INDUSTRY — Highly diversified, plus large agricultural seg- 


STATE Proms L dy S d Federal Go — 
— Large, steady State and Federa vern- 
ment payrolls. S000 W 
560 KC 
NBC 
Represented nationally by Free & Peters 


G. Richard Shafto, General Manager 
J. Dudley Saumenig, Managing Director 


No Other Station serves South Carolina Like This! 
SOUTH CAROLINA— (Continued) , The “SM” symbols mark ori 


exclu- 
sive estimates by SALES MA AGEMENT. 


PULATION EFFECTIVE BUYING RETAIL SALES 
1 INCO 
oH 1/1/54 BY ESTIMATES—1953 GID estimates—toss 


s87 


Per 
Fam-| 
ity 


motive 


5,372 ’ ° ’ ° ’ ’ 50, 250 
5,4 ° ’ ¢ . ’ 47,377 
2,692 ’ ° ° , 2,120 
4,559 ‘ d , ‘ , 5 32,308 
4,268 , J . ° ° 28,725 


-— = 


EREE EBRER 


——\ 


3,569 ’ ° ’ ° 6,236 ’ 7,541 
4,252 P ‘ A 4,590 ° 7,145 
4,072) ° ° ° ° 2,297 3,210 
4,326) ° d A 1,926 3,210 
2,471 ’ ° ’ ° 2,370 ° 5,132 


-—_— 


a 
= 
w 


4.838) ° . ° ° 6,199 5,083) 11,429 
5,307 ; J : 4,482 2,984 8,557 


Total Above Cities) | ° ’ . ,310)4,573 , . ’ 107,081} 60,478) 239,242 


State Total. ..... 1.3880 -7|835.1 . ,000/3,985} 1,558, ° . 5 183,660} 96,010) 360,921 43,489] 1.0011 


1 Greer is in Greenville and Steen te © SM, 1954. Before using these figures, see explanation page 11. 
A and A See end of state for SM Cetnapsiitan ‘Cont Areas. 


To be sure that you’re basing your selection of markets and media on all available factors, 


study both the Survey data and the Survey advertisements. 


SALES MANAGEMENT 


The new home of THE STATE and THE COLUMBIA RECORD, which will be ready 
for occupancy im mid-summer, ts located outside of the city and free from congestion 


Golumbia Leads — 


, e 
To keep pace with the industrial growth of Columbia and South Carolina THE STATE and US in Janua ) 
THE COLUMBIA RECORD, South Carolina’s Largest Newspapers, soon will occupy the beau- 


e & 
tiful new $1,500,000 newspaper building, pictured above, now nearing completion It will be Business Gain 
one of the most modern and best equipped newspaper plants in America : 


With 20% plus coverage daily in 17 counties and 10%-20% coverage in 7 other counties in Columbia led the nation in 


_ ——. te ~ Haran and a COLUMBIA bye have the largest coverage avail- percentage of business increase 
able in the state with approximately twice as many plus coverage counties as th d 
ranking South Carolina newspaper ere os ater in January, according . a a 
Select THE STATE and THE COLUMBIA RECORD as your most effective salesmen through- -| vey in the February issue 
out this ever-growing rich market ond get your share of these big volume sales Forbes Business and Finance 
‘| magazine. 
20% + 10% -20% Combined The survey showed an eight 
Coverage Area Coverage Area Total per cent economic gain in Co- 
Counties 17 7 24 th 
Population 660,600 992,400 lumbia over the same mon 
ae ag sor ee ; $635,534,000 | last year, highest in the United 
les 900,000 998, 150,898,000 
General Merchandise Sales 52,716,000 ‘430; 77,146,000 States. Raleigh, N. C., ran sec- 
Furniture, Radio and Appliance Sales 119; 329; 34,448,000 ond with a five per cent gain. 
nae Sales 911; 971, 151,882,000 % The article attributed the in- 
rug Sales ‘906; 17,624,000 f- 
Net Effective Buying Income 599,675,000 254,270,000 853,945,000 crease for Columbia and Ra- 
Sales Management's 1954 Survey of Buying Power F leigh to new or enlarged indus- 
try getting inte production. 


from The State Wednesday March 3 1954 


Multiply the impact of your sales message by using a full color schedule in THE STATE'S Magazine Section, 
only Locally-Edited Color Gravure Magazine in the two Carolinas 


State The Columbia Record 


a a Sente tvee it ¢ except Sunday 


REPRESENTED BY THE BRANHAM COMPANY 


MAY 10, 1954 


HIT CENTRAL SOUTH CAROLINA‘S 


Billion Dollar Market 


WITH WIS-TV CHANNEL 10 COLUMBIA 


Proof of the productivity of this market 
is that Richland County, of which Columbia 
is the county seat, ranks 158th in population, 
but in Retail Sales Per Family, Richland County 
jumps to 54th. To cash in on this spending, 
your message must reach the outlying counties 
where people make Columbia their shopping 
center. 


For results, put your message on WIS-TV, 


the NBC station on Channel 10, Columbia, 
S$. C.—central South Carolina's only VHF faci- 
lity. 


The market covered by WIS-TV, central South Carolina’s only VHF facility, is BIG 
. big in area—14,350 square miles (including billion-dollar Savannah River H-Bomb 


Plant area), 
WIS-TV land in a nutshell: 


1,027,200 
250,670 
68,074 


1953 population*: 
1953 families*: 
Dec. 1953 sets: 


Ess°: 
Retail sales 1952*: 
Area served: square miles— 


big in E.B.1.—$1,034,893,000. The facts and figures below show you 


$1,034,893,000 
$ 680,075,000 
14,350 


*Sales Management, SURVEY OF BUYING POWER May 1953 


10 


THE ONLY VHF FACILITY IN CENTRAL SOUTH CAROLINA 


President 
G. Richard Shafto 


Managing Director 
Charles A. Batson 


Represented 
nationally 
by Free & Peters 


The “SM” symbols mark 


SOUTH CAROLINA—@G6Z) Metropolitan County Areas 


ee exclu- 
sive estimates by SALES MA AGEMENT. 


EFFECTIVE BUYING 
SYD Estimares—1953 


RETAIL SALES 
ESTIMATES—1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


PULATION 
ESTIMATES 


W 1/1/54 


Total 
(thou- 
sands) 


General 


Furn.- 
Mdse. | House- 


Food 


173.0 
163.0 
178.0 


38,313 
32,970 
37,269 


12,719 
18,550 
22,236) 


9,276 
10,489 
12,231 


42,120) 5, 


154.2 


31,277; 17,017 8,844) 32,308) 3,1 0812 


688.2 oe 180.5 


139,829} 70,522} 40,840 158,725] 18,213] .3749| 


CAROLIN gl ) fechene Seedhien of Container Spending Units 


NET INCOME GROUPS, 1953 


NET INCOME GROUPS, 1953 


$7,000 & ttl COUNTY 


7 $7,000 & Over 
(4) ‘° 
Dol- 

Uche lars 


7.6 
10.8 
17.9 
12.4 
11.6 
15.5 

14.9 


Unit 
20.8 
21.3 
24.4 
29.2 
24.8 
22.2 
29.0 


Unit 
68.8 
65.5 
52.4 
55.0 
£9.6 
58.0 
53.2 


17.3 
23.4 
30.2 
23.7 
22.7 
28.8 
28.3 


37.1 
23.0 
27.3 
30.1 
27.7 
26.2 


So > » Co obo be 
co & Oo im wm & 


51.4 
46.6 
31.8 
30.4 9.6 


22.4 
19.1 
9.7 


27.0 
30.2 
29.5 
31.1 


16.6 27.7 
17.3 27.4 
27.7 32.7 
23.5 34.5 
67.7 39.9 | 20.4 10.0 22.5 
52.4 23.2 | 28.5 14.4 24.4 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


———— 


OUR PULSE IS POWERFUL PROOF! 


Our PULSEt from 6 AM to 12 Noon From12 Noonto 6 PM—WSPA enjoys 
proves that WSPA enjoys more than FOUR TIMES the audience of the 
THREE TIMES the audience of the next next highest station! 

seven stations in the rich, Carolina- From 6 PM to 8 PA—WSPA enjoys 
Piedmont (Spartanburg-Greenville) nearly FOUR TIMES the audience of 
Area! the next highest station! 

COMPARE OUR COST PER THOUSAND RADIO HOMES FOR ONE MINUTE, ONE-TIME RATE: 
7 AM-Noon $ .81 Noon-6 PM $1.00 6-8 PM $ .87 


WSPA AUDIENCE IS MORE THAN THREE TIMES GREATER THAN THE NEXT HIGHEST S 


tPulse November 1953 Represented By 


John Blair & Co. 
Harry E. Cummings 
Southeastern Representative 
Roger A. Shaffer 
Managing Director 
Ross Holmes 
Sales Manager 
First CBS Station For The 
Spartanburg-Greenville Market 


SPARTANBURG, S.C. 5,000 Watts—950 On Your Dial 
SOUTH 


NET INCOME GROUPS, 1953 
Total 


Con- 
COUNTY sumer 98 - COUNTY $7,000 & Over 


Units % % fo, 
(000) % % To % | % % Dol- 
lare lars 


2.9 ° ° ; . . . : . } i ° . . ‘ ‘ 6 36.2 3 19.8 
9.0 . le : . . ° : ° . . ° ° . 4 30.6 3 32.7 
10.8 ° ° 
14.3 . ° ° . . . . ° ° J . é . -1 23.9 
11.5 R ’ 9 36.1 
5.3 24.7 é . 0 24.9 
13.5 14.2 ‘ -6 | 22.8 32.4 
2.5 42.8 A . 7.5 17.4 
9.1 12.8 . -6 | 26.3 35.4 
8.3 


47.2 18.9 . -6 | 19.7 30.5 


Q ..(55,059.3 | 30.3 9.1} 26.0 19.2 | 30.7 35.4 | 13.0 36.3 
(Other West North Central States: lowa, Kansas, : -a2 
Minnesota, Missouri, Nebraska, North Dakota.) ~~ SOUTH DAK O T A— Counties and Cities 
- 
S. Dakota state map—page 662 = NUMBER OF OUTLETS | NuMBER oF OUTLETS 
City County \thous.) F | | GM | FHR| A D City County | F | GM FER A D 


owncnwwert of 
nowooonws 


20.3 


Aberdeen........ ; | | Rapid City Pennington ; 8} 20) 32 
Brookings i ‘ Sioux Falls. .....Minnehaha.... . j 11 28 40 


14, 23 


7 

4 

5 Watertown Codington...... .| 7 

5 Yankton Yankton... | 7 10 16 


SALES AND 

yar ESTIMATES a ee RETAIL SALES a 

- W GD ts ESTIMATES—1983 BY ESTIMATES—1953 CONTROLS 

COUNTIES |p FIVE STORE GROUPS 

CITIES (in thousands of dollars—add 
% Q% Per 

of Pop Fam-| 

ily 000) : Per Furn.- 

Mdse. | House- 


3,898 
° 4,881 
22,981) 5,605) 


0022 8} 4,723) . 5,904 
-0084) 8. 11,417). 4,078 
0111) 2] 7. 26,357) . 5,069) 
.0049| . 10,452). 4,751 


52,470 5,1 
-0141 ° 39,758). ,767|5,934 
6,903) .002 4,061 
-0010 . 1,658) . 4,1 


1 Armstrong County is no longer a political entity. !t has been annexed by Dewey County. Before using these figures, see explanation nage 11. 
A and A See end of state for SM Metropolitan County Areas. 


© SM, 1954. 
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D AOS TER SN OEE Oe ree, 


SOUTH DAKOTA 


CAMPBELL McPHERSON 


1950 Net Effective Buying Income 


am In excess of $150 Million 


EER $75 Million 10 $149.9 Million 
$40 saa _— Cities shown are those having net Scale of Miles 
Million to $74.9 Millen = ba sive Buying income of $15 million a 


$15 Million to $39.9 Million and over One Inch Equals Aporoximotely 60 Miles 


A T B T C I | F | 


Gl 


s 0 dU T H D A K OTA— (Continued) The “SM” symbols mark original, exclu- 


ae sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION rears pyres RETAIL SALES ADVERTIS- 
SM ESTIMATES JH NCOM ING 
e 1/1/54 ESTIMATES —1953 ESTIMATES—1953 CONTROLS 
COUNTIES i FIVE STORE GROUPS 
CITIES Urban-' } | (in thousands of dollars—add 000) 
Fami- | ized ee Ee el oe AA 
lies | Popu- Cap- es 
(thou- | lation General | Furn.- Auto- | 
Mdse. | House- | motive 
Radio 


.0040 1, 242 3,924 
-0013, 943 3. 666 
.0092)1,411/4,984 
aha 4,002 
-0066)1 ,437/4,878) 
-0124/1 586 5,252 
.0095} 1,720 5,570) 


.0115|1,724 5,544 
23,474) .0095/1 863/617 
eS 


13,845 1,173 /4,072 
8,447 1,224'4,446 
4,701| . orv3.918 
6,472 1,269)5,393 ‘ 
6,740) 949 3,744 .0038| 3.575 

14,207| .0058|1,315/4,736 0050] 2,858 


6,368 1,355/4, 245) ° 3,043 
12,850) . 1,298/4,589 ’ . 2,687 
8,795 1,113)3,518 : 2,588 


3.3 6,635 2,011/8,294 d 5,313 
1 Armstrong County is no longer a political atl, It has been annexed by Dewey County. © SM, 1954. 
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. =e 125 
Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


Rie ee ree ect 


wh Ge 


The SOUTH] DAKOTA Market... 


MAY 10, 


Population 
Families . 


Urbanized Persons 


Income 
Retail Sales 
Food Sales . 


General Merchandise Sales . 
Furniture-Household-Radio Sales 
Automotive Sales ... 


Drug Sales . 


Gross Cash Farm Income 


THE PULSE 
OF THE 
MARKET 


SELLING 
SOUTH DAKOTA 
IS AN INSIDE 


654,000 
192,100 
236,200 
$925,858,000 
686,520,000 
117,608,000 
64,709,000 
28,769,000 
150,351,000 
16,355,000 

. 535,238,000 


In the state’s shopping centers, above-average family 
incomes and the inflow of rural shoppers send 
activity miles above par... 


In ABERDEEN 
167% of the U. S. Retail Sales Average 


In HURON 
152% of the U. S. Retail Sales Average 


In MITCHELL 
196% of the U. S. Retail Sales Average 


In RAPID CITY 
137% of the U. S. Retail Sales Average 


In SIOUX FALLS 
131% of the U. S. Retail Sales Average 


In WATERTOWN 
174% of the U. S. Retail Sales Average 


Only the South Dakota Dailies reach ... and SELL... 
85% of all homes . . . both Rural and Urban. They give 
your message statewide coverage . . . but with a strictly 
. In the South Dakota 


Dailies your advertising reaches more people, gets more 


local news impact in each market . . 


reading (because it’s teamed with the news that interests 
these people most), does a better selling job... at lower 


cost than in other media. 


DAILIES 


1954 


Complete information will be forwarded 
by any of the six Dailies or by addressing 
the South Dakota Dailies, c/o Sioux Falls 
Daily Argus-Leader—Sioux Falls, South 
Dakota, at Box 1278, Huron, South Dakota. 


Sales are brisk in farm-rich South Dakota. 
There’s buying power here ... and the 
ARGUS-LEADER, with its dominating leader- 
ship and coverage, has the selling power. 
Spreading its influence beyond Sioux Falls’ 
natural trading area, the ARGUS-LEADER is 
truly the state newspaper for all South Dakota. 


The ARGUS-LEADER maintains a receptive 
audience for your advertising. A high degree 
of reader interest is created for you through 
strong editorial leadership, progressive policies 
and broad news coverage. 


So when you advertise in the Sioux Falls 
ARGUS-LEADER, you can count on high 
reader attention plus unequalled coverage of 
South Dakota’s able-to-buy families. 


98% coverage in the Metropolitan area 
66% coverage in the 14-county ABC 
trading area plus worthwhile coverage 
through all of South Dakota 


SIOUX FALLS 


Not the Gi /qgest Market... 


ut One of - Liveles iveliest/ 


PERKINS 


CORSON , 


CusTER, 


FALL RIVER 
yak SHA 


“BENNINGTON: “+ * » 


. . 


WASHA BAUGH mELLETTE 


° . 
BENNETT 
NNON . 


Too 


B sex" 


Each Dot Represents Ten Subscribers 
CIRCULATION—Sunday, 50,811 


ArgusLeader 


Evening, 51,761 


Raecoanaad Dokote’ s Leading ee 


The “SM” symbols mark original, 
sive estimates by SALES MANAGEMENT. 


SOUTH DAKOTA — (Continued) 


SH 


PULATION 
ESTIMATES 


BY) 


praca’ © BUYING 


COUNTIES 
CITIES 


1/1/54 


ESTI MATES—1953 


exclu- 


RETAIL SALES 


ESTIMATES—1953 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


| 
| 
% | Fami- 
f 


of | ties 
U.S.A. | (thou- 


sands 


Net % Per | Per 
Dollars of | Cap-| Fam- 
(add U.S.A.| ita | ily 
000) 


8,029) .0033|1,198/3,823 
9,077, .0037/1,355)5,043 


Dollars 


5,758 
3,314 
16,017 


11,772) 
3,751 


.0023/1,152'4,429 
.0013/1 ,657 4,734 
1,862 6,674 


1,080/3, 567; 
1,443/5, 359) 


137 


1,280/4 , 864 


1,141/3,900 
1,191|3,425 
1,274/4,219) 


ye ) 
re 
= 


TE 


88 252 822 232 § 
8 


83 


(add 
000) 


7,884 


1,830 
1,356 
oot 


11,392) 
3,357| 
2,511 


| 
0019! 4.796 
" 5, 022) 
.0021| ua 
.0018| 3,343) 
.0061| 3,647 


3,636) 
2,674) 
10,575 


11,334 
12,559 
12,391 


3,040 
7,169 
6,381 


6,898 
7,297 
1,141 


5,671 
93,394 
81,970 


FIVE STORE GROUPS 
(in thousands of dollars—add 009) 


Food 


Auto- 
motive 


General 
Mdse. 


Drug 


Buying 
Power 
Index 


—_ 


£ gee § 


oO 
= 
oa 


288 ¢ 


92 
15,865 


13,555} 11,563! 


194 
2,773 


1,715) 
1,296) 
433 


640 
170 
2,551 


2,698 
3,578 
3,665 


315 
1,313) 
1,667) 
2,440 

934 

218 


819 


25 086 
23,921 


43 


21 


212 
2,688) 
2,425) 


223 288 8S SE 


115 } 
122 


288 232 828 222 3 


A and A See end of state for SM 


664 


Metropolitan County Areas. 


© SM, 1954. 


Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


The Sound and the Jury 


On WNAX-570, the sound of a beautiful 
voice —or an effective commercial — 
reaches a potential jury of at least 202,000 
families. One reason: favorable fre- 
quency. At 570 kc our 5000 watts projects 
a half millivolt 240 miles. (At 1030 ke 
132,000 watts would be needed; at 1330, 
778,000 watts.) Transmission from one of 
the world’s tallest AM towers (927’) over 
land noted for soil conductivity (also 
fertility: our 5-state coverage area yields 
annual farm income of $6 billion), guar- 
antees a favorable reception for your 
sales message. 


Verdict (Diary Study 5): 10 to 1 in 
favor of WNAX-570, over the second 
station in the area; top rating in 486% 
(97.3%) of the 500 quarter-hour seg- 
ments surveyed. 


WNAX—570 


Yankton—Sioux City 
CBS 
Represented by The Katz Agency 


WNAX-570, a Cowles Station, is under the same manage- 
ment as KVTV—Channel 9, Sioux City, the tv station 
reaching 31 farm-rich counties in lowa, Nebr. and S. Dok. 
with 556,500 population, $653 million in ‘52 retail sales. 


MAY 10. 1954 


sO UT H D AKOTA— (Continued) 


The “SM” symbols mark original, exctu- 
sive estimates by SALES MANAGEMENT. 


COUNTIES 
CITIES 


Moody. 
Pennington 

Rapid City 
Perkins 
Potter 


Roberts 
Sanborn 
Shannon 


Spink 
Stanley. . 
Sully 


Todd 
Tripp... 
Turner... 


Union 
Walworth ad 
Washabaugh 


POPULATION 
qi ESTIMATES 
1/1/54 


Be 


S88 225 883 § 


a ae NG 
JM ESTIMATES—1953 


-0045|1,214 4,248 
0327/1 686 5,326 
0241|1,770 5,701 
.0039|1 ,455 5,337 
1,438 4,978 


1,098 4,027 
1,175 4,029 
626 3,131 


1,,253,4,459 
1 5.70 
2,174|7,610 

748|3,143 
1,221|4,428 
cs ae 
1,204'3,796 
1,496/5,033 

875|5, 250 


-0089}1 ,327}5,082 
-0046) 1, 426/4 , 563 


.0012 1,106 4,264 


11,779) 
11,078) 


9,012) 
11,079 
151 


19,734) 
18,719} 
1,499 


RETAIL SALES 
BYP ESTIMATES—1953 


FIVE STORE GROUPS —t—‘i‘é‘COéC™ 
(in thousands of dollars— 


add 000) 


General 


-0066 
-0012 


-1061 


1281, 7835, 800 


277 , 132 


75,967 0,518 


1311 


=~ - 
288 388 é&832 


- 
2=8 


| 
654.0} .4087, 192.1 236.2 


925,858) .3763/1,416 4,820] 


636 , 520) 


-3990 


| 3,574 


150,351 16, 358| 


AKOTA— Metropolitan County Area 


12,000) 5,236) eaans 2,688 0530) 115 


10.9) oan | 23.2} 58.2' 


196,681) -0651/1,040)5,848) $3,304) -0843| ae 15,066) 


73.7| .0461! 23.2! 58.2 


135,631) 


11,840 5,846 


93,394 .0543! 4,026 


| 
15,865) 


12,000 


5.2361 25, 086| 2.688! 


115 


NET INCOME GROUPS, 1953 


% 
Dol- 
lars 


$7,000 & Over 


Unit 


‘o 
Dol- 
lars 


COUNTY 


Total 
Con- 


sumer 
Units 
(000) 


NET INCOME GROUPS, 1953 


% 
Dol- 
lars 


$7,000 & Over 
% 


unite 


Dol- 
lars 


~=—NwWew = 
S@eUueaweonoe ds | 


“~ wn 


“a ee & & 


27.9 
35.8 
21.7 
31.7 
30.1 
35.1 
31.7 
28.0 
37.8 
27.9 


36.4 
31.9 


29.4 | 
36.6 | 
28.0 

33.9 | 


35.3 
33.1 
29.9 
30.5 


35.7 
32.2 
39.2 
31.4 
4.9 
30.6 
21.9 


26.9 
34.2 
45.6 
22.4 
29.7 
34.4 
28.7 
24.9 
23.2 
16.1 


32.0 
26.3 
25.4 
35.7 
36.0 
18.1 


BERS 
no @ w 


Ra 
fo] 
oe 


37.2 
25.9 
40.7 
34.2 
32.0 
37.2 
38.8 


17.2 
14.8 
28.8 
25.2 
26.3 
24.4 
23.9 
27.4 
27.5 
24.0 


29.3 
17.5 
28.7 
35.1" 
31.8 
25.3 
25.5 
28.5 
17.5 
28.5 


20.7 
17.6 
25.9 
27.4 
28.4 
27.4 
27.3 


22.9 
13.1 


19.4 
22.3 


16.9 
18.9 

6.0 
14.1 
10.5 
10.6 


45.1 
47.5 
18.4 
38.4 
30.5 
30.9 
29.4 
24.6 
29.7 
23.5 


20.6 
49.0 
25.7 
12.8 
24.8 
32.3 
37.6 
22.0 
37.2 
22.0 


33.5 
38.1 
35.4 
23.1 
25.0 
17.2 
27.9 
43.5 
66.1 


SUSSRS 


26.5 
25.7 


@e@eaonawn 
RPewUonuau- wo 


won 


57.2 28.2 | 28.1 35.5 | 10.3 15.1 
Before using these figures, see explanation page 11 
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SOUTH DAKOTA— Income Breakdown of Consumer Spending Units — (Continued) 


COUNTY 


T 
NET INCOME GROUPS, 1953 1] NET INCOME GROUPS, 1953 

Total : | Total . 

Con- Con- 

sumer 

Units 

(000) 


$7,000 & Over 
%, 


sumer 
Units 
(000) 


COUNTY $0-2,499 | $2,500-3,999 | $4,000-6,999 |$7,000 & Over 
%G %G | % Dae 
Units lars 


I] 
| 
| 4 
| 


% % Oo-| % Dol-| % Ook 
Units Units lars | Units lars | Units lars 


3 
Z 


2.8 
3.5 
3.4 
2.4 

3 | 57.6 


8.1 27.2 
14.0 41.2 


5.6 | 35.2 
-7 | 43.5 


12.0 
14.6 


29.7 25.2 
23.4 19.5 
..| 228.4 | 33.1 10.8 | 29.0 23.4 | 27.4 34.5 | 10.5 31.3 
-|...155,069.3 | 30.3 9.1 | 26.0 19.2 | 30.7 35.4 | 13.0 36.3 


27.0 35.6 
19.1 24.7 


9.6 q F4 
7.5 ‘ Cc 2 
7.8 
13.6 
16.3 


(Other East South Central States: 
Alabama, Kentucky, Mississippi.) 


—T EN NESS E E— Counties and Cities 


Tennessee state map—page 669 


City 


| ae 
Chattanooga.... 


Clarksville... 


Cleveland...... 
Columbia........ 


Covington 
Dyersburg 


Elizabethton... . 
Greeneville... .. 
ee 
Johnson City . 


Kingsport 
Knoxville 


Pop. 


NUMBER OF OUTLETS (in NUMBER OF OUTLETS 


D D 


Sullivan. . 


Hamilton... 


...Montgomery. . 
. Bradley .. 


.Carter... 
.Greene. . . 
. Madison . 


F |GM|FHR| A 


12 


| 


~ 


_ 


City 


County 


thous.) 


Lawrenceburg. .. 


Lebanon 


Lawrence....... 


Maryville....... 
McMinnville. ... . 
Memphis........ 


Morristown... . 

Murfreesboro. .. 
Nashville....... 
Oak Ridge...... 


,. =a 


.Rutherford..... 
.Davidson....... 


. Anderson... 


— 


_ 
eorre w 


ona Nn 
Oo nN 
SCO wme own 


Pulaski.......... 
Shelbyville 


30. 12 
21. 9 


...Washington.... 


-_ 


Se OeoOUUn FOF US 
NOUOCO;- FF RK woanN 
On OK OU WK NOAM 


an 


COUNTIES 
CITIES 


Shelbyville. . . 
OMIT s  a03 occas 


Bledsoe........ 
Blount. . ‘ 
Maryville. ... 


i an 


| 127 54 Union City 


EFFECTIVE BUYING 


JSM INCOME 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES 
BYLD EstimaTes—io9s3 


FIVE STORE GROUPS 
(in thousands of dollars—add 


ESTIMATES—1953 


TPE ESTIMATES 
BYP 1/1/54 


000) 
Dollars 
(add 
000) 


Auto- 


Food motive 


6,526 
5,358 
5,316 
5,316 
1,855: 


15,481 
12,418 
4,407 
3,245 
1,250 


42,237 
33, 164 
18,501 
16, 156 
4,801 


|1,375|5,218) 

1,878)6 , 968 
925)3, 178} 

1, 157/3,576 
778 2,700} 


571/|2,855 
995/3, 85: 
1,021/3, 282 
957/3,581 
1, 098/3 , 632) 


3,289 
39,911 
27,517 
26,547 
22,547 


897 
11,024 
4,340 
6,390 
4,839 


381 
4,263 
3,545 
1,745 
1,558 


389 
9,299 
7,481 
6,775 
5,296 


0078) 
.0152 
0085 


_ 


2ee exuer4xs 


14,164 


24,482 
5,679 
21,414 


701|2,91 
668 2,469) 
805 2,781 


21,186 
3,991 
17,642 


6,792 
779 


2,749 4,056 
817 1,146 -0030 


1,581 5,112 -0107 


0130 


© SM, 1954. 


Before using these figures, see explanation page 11. 


£7” by 41”... 
indicated by county color . 
Million to $100 Million . 


Write today for 
SALES MANAGEMENT’S 
1954 
COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


in 6 colors 


nel 
. . Red for counties with $100 Million or more 
. . Yellow for counties with $25 Million to $50 Million . . 


. all metropolitan areis clearly defined . . . differences in retail sales volume 
.. . Green for counties with $50 
. Blue for counties with 


$10 Million to $25 Million. Special markings indicate counties whose family sales exceed U. S. family average. 
More than 1570 cities with $20 Million or more sales . 


PRICE: $3.50 a single copy .. . $3.00 each for two or more. 
SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


. . City population indicated, as of January 1, 1954. 


MAY 10, 


1954 


NASHVILLE 


A DIVERSIFIED 
ABLE-TO- BUY MARKET AREA 


more = 
where aiilion people 
nen 


have more than @ 
billion to § 
——— 


his 
an dominate ¢ 
You ¢ voncentrated cire 


ential, te Metropolitan din 


7 Total Circulation, Daily 


03, 
Banner and Daily Tennessean, 2 


Total Circulation, 


* Population, 1,331,200 

* Effective Buying Income, 
$1,348,01 16,000 se 

ca Retail Sales, $1,003,578, 

+ Auto Sales, agente 

+ Food Sales, $226,924,00 


- General Merchandise Sales, 
$114,898, 000 si pe 
x Home Furnishings Sales, d 


* Drug Sales, $26,636,000 


1954 Sales Management Estimates 


Sunday Tennessean, 1 178,827 


en rs ams Copee Se Gove #2" Hae Dat 


i. Eve ning 


NEWSPAPER PRINTING CORPORATION 
Represented Nationally by THE BRANHAM CO. 


Si Widtawing All Tr ‘Teena 
al Pri 


TENNESSE E— (Continued) 


The “SM.” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


agg le A pane 


RETAIL SALES 
YD Estimares—t0ss 


ESTIMATES—1953 


COUNTIES 
CITIES 


FIVE STORE GROUPS 
(in thousands of dollars—add 


of 
S.A. 


U. 


Carter... - 
Elizabethton 

Cheatham 

Chester. . 


Claiborne 
Clay 
Cocke 


Coftee -0165 


Crockett 15.9} .0099 
Cumberland 19.7; .0124 


. see explanation page 11. 


Before using these figures 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as 


IBM listings of data in the “Survey of Buying Power”, regrouped according to your sales 


territories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16 
N.Y., Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


CLAIBORNE 


UN 


1950 Net Effective Buying Income 
me In excess of $150 Million 


$75 Million to $149.9 Million al ee ashe of Hite 
: sate as ities shown are those having ne 
i Lh. 
ee nen te GPa eon Effective Buying Income of $15 million ——— EE 


sis Million to $39.9 Million and over ‘One Inch Equals Approximately 60 Miles 


Copyright by 


Salt Manageme 


A ie | a —D | ce | 


“a 


COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, Effec- 
tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 


are fully protected by copyright. 
Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 
be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


We Have the EAR 
of Middle Tennessee and 
Southern Kentucky Folks as 


LOTS, and LOTS and LOTS of Them! 


And they are YOURS... to talk with, and 
sell to, through WSIX's solid 5000-watt, 

. . the kind that 

delivers REGULAR messages. WSIX’'s primary 


980 on-the-dial coverage . 


signal covers an area containing 175,350 

radio homes in the compact market of 
Middle Tennessee and Southern Kentucky 
. at such low cost we think you will be 


surprised when you check it. 


SIX 


TENN @ABC NETWORK 


5000 W. 
980 KC. 


NASHVILLE, 


GEORGE P. HOLLINGBERY COMPANY 
ion. Je 


The “SM” symbols mark Original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
RETAIL SALES — 


f 

BYP estimates—ti9s3 CONTROLS 
|i _ i —_—<  - . | 
Urban- (in thousands of dollars—add 000) 
ized e % : 


| ) & See eae ae 

Popu- of | 

U.S.A. | (thou- | lation | U.S.A.| ita | ily | General | Furn.- 
thou-| 000) | Mdse. | House- 

| sands) Radio | 


TENNESSE E— (Continued) 


POPULATION 
JM ESTIMATES 
1/1/54 


EFFECTIVE BUYING 
INCOME 
ESTIMATES—1953 


COUNTIES 
CITIES 


ea = _| Buying Qual- 
Power | ity 
sands) Auto- Index | In- 


Food motive | dex 
| 


Davidson .9| .2142)  98.4/276.4 

ANashville 1197} 87.2 
Decatur .0057} 2.8)... 
De Kalb 0066 2.7 


.2091 1,500/5,226 
.1032|1,326/4, 439) | 

.0022' 603|2,194 003i 2,117 
.0027| 618|2,426 | .0022 


514,247 


79, 254| 21,502| 
253 , 929) 


56,676) | 19,826) 
1,072} 111| 
1,440) 871 260 


1866} 


71,072 
2,642 
| 
.0057| 773 2,682 0065, 2,117) 
.0125| 945 3,269 3,608 


Dickson 7 d 5.3 

Dyer 
Dyersburg 

Fayette 


3,030 449) 572| 
7,968 2,127 
4,389 1,791 
2,939 


.0057|1,271)3,919 ia .0147 
0053) 496)2,147 ,934| .0064| 1,792| 
oos| 1,562| 
“0095. 2,551) 

| 2,725) 


Fentress 
Franklin 
Gibson 


| 
0033, 529|2,365 
0082} 792/3,156 
0187} 946/3,164 


Giles 
Pulaski 
Grainger 
Greene . 
Greeneville 


-0089; 847 3,079 
-0027|1, 125 2 


2,499) 
| 

850) 
2,874 


.0028| §43/2, 298 
.0136| 822/3,083 
0048|1,264/4,244 


Grundy 


Hamblen 
Morristown 
Hamilton 
AChattanooga 
Hancock 
Hardeman 
Hardin 


Hawkins 


0029} £85 2,355 
.0105) 1 ,0U7/3, 750 
.0066| 1, 133/4,051 
-1153|1,325/4,516 
.0684|1,284/4, 248 


0016) 479\1,893 
0053) 
0042) 635/2,436 


- 0095) 
- 0066) 
-0047) 


567 2,497; 


747)3,049 
650 2,610 


699 2,564 


370 
2,262 ,179) : 282 


0063| 


670 


Metropolitan County Areas. 


© SM, 1954. 


Before using these figures, see explanation page 


SALES MANAGEMENT 


Another 
WSM 
package show 
delivered to 
the Network! 


When the makers of d-CON products 
wanted a strong, effective, unified 
medium to sell the entire nation, 
they took a familiar step: 


They turned to the field whose 
national popularity is rocketing 
fastest — country music; to the top 


folk music talent pool — the cast 


of WSM’s Grand Ole Opry. 


So NBC listeners coast to coast are 
now hearing at 9 p.m. every Saturday, 


right after the network portion of 
“Grand Ole Opry,” the “Country 
Tune Parade,” starring Ernest Tubb, 


Goldie Hill, and famous guest stars 
from the Opry itself. 


When your product is ready to ride 
a network, contact WSM for a 
sure-fire salesmaking package show. 
More specifically, contact Tom 
Harrison or any Petry Man. 


Nashville WSM Clear Channel + 50,000 Watts 


MAY 10, 1954 


outdoor 


for sales 


ree} 


advertising impact! 


a) scab ti We Pee 


Only Outdoor carries your mes- 
sage to people where they buy, 
when they’re on the way to buy! 


General Outdoor Advertisit 


Nashville Office Covers 1400 
605 McGavock Street leading cities and towns 


T t N N iz S S E 7 = (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
PULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


PO 
ESTIMATES INCOME ING 
BYLD 1/1/54 BYP ESTIMATES—1953 BYP estimates—tos3 CONTROLS 


COUNTIES FIVE STORE GROUPS 

CITIES Coun- | (in thousands of dollars—add 000) 
Per ty Buying 
Cap- Power 
ita 00a) J P General | Furn.- Index 


pase 


House- 
Radio 


1,604 1,519 
1,135 1,304 


= 


£8252 
ow 
sa 
ns w 


. 
_ 


8583589882828 


TELL TLL 
~83 
2eeugeue 


~ 


S82E8e2eR2 
S8aas 


— 
— 


19,803 
. 27,429 
19.8) . . 12,991 
13.3 ° 7,742) 
61.3 . . 67,939 
34.3 ‘ 43,595 
20.9 ° ° 15,767 
17.9 . . 17,633 
39.7 . ° 39,136 
10.9) . ° 14,661 
6.1 ° 3,702 
23.9) .0149 . . 15,498) . . 
48.6) .0304 . . 64,031 4,137 |) 
17.7} + .O111 ° 28,869; . 3,862 782] —=i«w 118 


A and A See end of state for SM Metropolitan County Areas. Before using these figures, see explanation page 11. 
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NOW! MORE TV HOMES AT LESS COST PER THOUSAND DELIVERED! 


‘< 


You geta 
mighty big POPLAR BLUFF 


A 
CARUTHERSVILLE 


‘ * 
: : f UNION CITY 
PLUS PICTURE Agate atti 
- BLYTHEVILLE e y TENN. 


HIGH e HUMBOLDT 


with WMCT ‘ u © PRIMARY 


"| JONESBORO 
: Ee CHANNEL 5 
FOREST CITY e e 


HOLLY SPRINGS 


A fri i. NEW ALBANY 
new fringe aqrea— J OXFORD , 

increased from 65 miles *PINE BLUFF ata % MiSS. eee 
to 135 miles from Memphis CLARKSDALE 

WMCT is operating at maximum 100,000 © ‘ a 


watts on preferred “low band” Channel 5 


from its 1088 ft. tower. This represents a 
100% or more increase in coverage—a bil- ¢ GREENWOOD 


lion plus market in dollars added to 
WMCT’s high grade primary service in the 
Memphis and Mid-South market. 


Shaded area in terms of people and buying power 


Population 1,834,700 e@ Retail Sales $1,460,688,000 e Effective buying power........$1,291,398,000 


Ww MC way. tiny nnel 5 


Memphis’ first TV Station 
WMC % WMCEF A WMCT Owned and operated by ie National Representatives 


The Commercial Appeal ekg The Branham Co. 


Also affiliated with ABC and DUMONT 


The “SM” symbols mark original, exclu- 3 . ; i i T E N N E S S E E —< (Continued) 


ma : SALES AND 
POPULATION EFFECTIVE {BUYING RETAIL SALES ADVERTIS- 


ESTIMATES OME ING 
JM 1/1/54 SM ) ESTIMATES—1953 JSM ESTIMATES—1953 CONTROLS 


M : : a Se 
COUNTIES i | | FIVE STORE GROUPS 
CITIES } | (in thousands of dollars—add 000) 
Total | &% Per | Per ¢ 
(thou- | of i Cap- | Fam- 
sands) | U.S. S.A, 8. P General | Furn.- Auto- 
000 Food Mase. — motive | Drug 
| jadio 


' Boers 48 
Moore . = 4 2,733) . ° 418) BOS ee 38 
Morgan 3) 9,331) . : : 1,483 | 399} 40 
Obion ae .6| 7. 29,470). , t j 5,182} 1,592 6,100; 560 
Union City ‘ d 9,516) . . of ,82 , 2,647 971 5,367 390) -0059} 120 
Overton 0}. . 9,355) . l2, ay 1,261} 1,065 1,352 .0052| 49 
Perry ee c 3,813) . 625|2,542 fire 473 142 306].......] .0019| 49 
Pickett ; ares . 2,238) . 476|2,238 ,106) 235 101 262 .0013 

Polk sar? ; 9,921) . 746|3, 006 . : 1,286} 2,531 1,438 .0049 

Putnam S Oo}. .2| 7. 26,367| . 851/3,215 478). 3,972] 2,661 3,917 .0124| 64 
Rhea i re 12,345] . 791/3,011 691) 2,360 507 1,978 .0060| 62 
Peete ivi am. 5| 14. 29,536} . 909/3,475 ; ; 6,070 2,366 6, 160 .0140| 69 
Robertson. ...... " F . 22,989) . 874/3, 149 ; / 4,445} 1,283 3,939 .0108| 65 
Rutherford. ..... ae .4| 14. 45,673) .0185'1,080 4,006 ; 8,091| 2,121 8,745 .0203| 77 
Murfreesboro . . 14. E 3 18,048 .0073}1,280 4, 102 26,980; . 5,241) 1,763 - 7,793) 0101] 115 


A and A See end of state for SM Metropolitan County Areas. ° © SM, 1954. 


Before using these figures, see explanation page 11. 
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WMC's new 


half-wave tower 
means 


over the typical 
quarter-wave antennas 
operated by other 
Memphis stations. 


The listening’s better than ever on WMC’s 
new half-wave radio tower actually 
65% more efficient than the typical quar- 
ter-wave antennas operated by other sta- 
tions in Memphis. 


Plus FM day and night. 

Now 300,000 watts effective power, broad- 
cast simultaneously with AM. WMCF 
serves exclusively over 70,000 FM sets in 
the Mid-South area. 


“This is the equivalent of 8,300 watts power transmitted on the typical quarter-wave tower.” 


First in MEMPHIS... 
in programming, 


in popularity, 
in reception. 


WM 


National representatives, The Branham Company 


WMCF 
WMCT 


MEMPHIS 


NBC — 5000 Watts — 790 K. C. 


300 KW Simultaneously Duplicating AM Schedule 
First TV Station in Memphis and the Mid-South 


Owned and Operated by The Commercial Appeal 


TENNESSE E— (Continued) 


The “SM” symbols mark original, exclu- 
sive cotfaates by SALES MA AGEMENT. 


PO EFFECTIVE BUYING 


PULATION 
ESTIMATES @ INCOME 
1/4 ESTIMATES—1953 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


RETAIL SALES 
ESTIMATES—1953 


COUNTIES 
CITIES 
Per 


FIVE STORE GROUPS 
(in thous.nds of Hol 000) 


Buying 
Power 


General Index 


Food Mase. 


Auto- 
motive 


Furn.- 


.0216 
.0133 
17.8} .0111 


1,088] 1,782 2,181]...... 
“608| 137 846, (39 
4, wa 1,277 2,768} 433 


145,418) 17,06! 

143,528) 16,131 
1,283 144 
1,278 76 


114, 467| 139,552 
104,668) 136,245 
1,012 1,185 
582 672 
17,712) 13,069 7,063 


22,272) 2,539) 


iad 9,749 


4,590; 11,198) 1,698]  .0841 
5,678 4,686) 14,372) 1,338] .0183 


6,859 2,254 6,931 914] ~=.0127 


6,876| 


A and A See end of state for SM Metropolitan County Areas. 
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Before using these figures, see explanation page 11. 
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putitin 


Sales Sow ims Machine 


Sales managers and distributors, wholesale and re- 
tail, know that in our modern distribution system—to 
reap sales . . . you must first sow. 

The presses that print CAPS—are the greatest sales 
sowing machines in the nation’s eleventh wholesale 
market and also in Memphis—its capital city. 


Dominant circulation penetration at a voluntary daily 
combination rate that is one of the great advertising 
values of 1954. . . Small wonder that more thar 90% 
of all general advertisers using Memphis newspapers 


—sow the seeds of sales in both newspapers—and put 
it in CAPS. 


Two Dailies and the South’s Greatest Sunday Newspaper 


THE = As fe” MEMPHIS Press Monime 


SCRIPPS-HOWARD NEWSPAPERS 


MAY 10, 1954 


PUSH A BUTTON 
...MAKEA SALE 
in Johnson City 


TENN. 


Because it influences MORE city retail sales per 
because of its AUTOMATIC MERCHANDISING yy 
market, MORE cdvertionrs six 


ma it ~— a “that 
ress-Chronici “pushbutton selling’ in East 1 Tennessee's 
west PROFITABLE E MARKET! 


‘vedveriser gets AUTOMATIC MERCHANDISING! 


Letter & weekly cards to wholesalers and Individual promotion ad PLUS frequent 
7 retailer ” 3 "STAR BRAND listing 


STAR BRAND emblem put on dealers’ 
4 price mouldings next to your price 


i 


i 


iui 


2 Tie-ins secured 
5 Personal calls on trade—with your salesmen, if desired 


JOHNSON CY" PRESS-CHRONICLE aS 


“Mr. A.M” Average circulation, Feb 1954. over 18,100 daily, 20,000 Sundey — OVER 75,000 READERS! Represented by THE TOWN BUDD COMPANY 


eeeediad 
thoilh | 


wil 


TENNESSE E— (Continued) sive estimates by SALES: MANAGEMENT. 


SALES AND 
POPULATION pean BUYING RETAIL SALES ADVERTIS- 


ESTIMATES OME ING 
BY 1/1/34 JH ESTIMATES—1963 BYP EstimATES—1953 CONTROLS 


M 
COUNTIES | FIVE U 
CITIES Ur (in thousands of dollars—add 000) 
Total Per 
(thou- 
sands’ 


i 


£7 


Food 


5,071 
4,697 
2,071 
624 
2,015 
416 
399 
4,516 
3,243 
10,380 
7,764 
1,946 
3,948 
% y 2,442 
Williamson. . r 4 x . ¢ 4 é 3,454 1,268 
Wilson ve J 7 . ; d 4,194) = 1,816 
Lebanon 8.6) . ‘ ,423| ,212} ; 2,982 893 


~ 


- 


os 
ASSERSRSTSERIESSS 


— 
_ 
- 


Total Above Cities 1, 185.9] 7411 . 1,697,811) : 4,788} 1,040,412 1.1278 351,947) 309,562 464 , 363 


3,372.6) 2.1076 921 .01847.8 3,680,158) 1.4999)1, ‘4.0071 2,845,344 1.6538 3,089) 627,473| 411,068 655,893 


EE— Metropolitan County Areas 


255.0| .1594| 74.1| 178.5] 330,813] .1345 4,464) 283,010) . 3,819) 64,012) 32,953 57,435 
356.1) .2225| 97.4) 213.9] 457,188) .1858 4,694) 330,440 3,393) 78,585) 46,774 65,450 
515.5) .3221| 148.8) 445.9] 784,496) .3188 5,272] 619,545) . 4,164) 114,467| 139,552 145,418 


Nashville... .. 342.9 — 98.4) 276.4) 514,247) .2091 5,226] 374,430) . 3,805, 79,254) 48,307 *87,967 


Total of Areas. 1 (469.5) .9182| 418. 7114.71 2,086, 744| -8482 4 904] 1,607, 425} 9344 3 1839) 336,318; 267,586 356,270 
T EN ENNESS SE - — @JD \ncome Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 NET INCOME GROUPS, 1953 
Total Total 
Con- | Con- 
COUNTY sumer | $0-2,499 $2,500-3,999 | $4,000-6,999 COUNTY sumer $4,000-6,999 |$7,000 & Over 
Units | % % % % Units % % % 


(000) %  DOol-| % Dol- | 9 (000) % % % % ODol- 
| ude lars | Units vale lars ; Units Units Units lars 


18.5 | 20.9 6.2 | 24. 9 | 38.5 
7.2 | 48.4 21.3 


4.7 18.6 
3.2 11.7 

3.0 11.1 
8.4 | 58.7 31.1 | 25.8 -8/ 13.4 27.3] 2.1 7.8 
40.1 15.2 | 31.1 +2| 22.4 32.8| 6.4 22.8 


Before using these figures, see explanation page i. 
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9.0 | 51.2 25.1 | 34.2 6 | 11.4 


Dol- 
lars 
7 9.9 | 43.2 17.9 | 34.7 -7| 17.4 27.8 
4 . 21.6 
3.3 | 57.8 30.4 . . ° 5 . ° 2.3 | 61.2 34.1 | 29.0 . 6.8 14.8 
3 
1 


2.1 | 68.4 40.6 | 21. 3! 7.6 
17.0 | 35.9 13.8 | 38.5 36.8 | 20.3 


Telecasting on Channel 8 
in Nashville ... NOW! 
Big, Powerful WSIX-TV 


WSIX-TV began telecasting on Channel 8 on 
November 29, 1953, to Middle Tennessee and 


Southern Kentucky . . . with excellent ' 
quality reports from viewers even in Northern 
Alabama. We've had numerous consistent-signal aa es ae 
reports from points more than 100 air line 


miles from Nashville. pe 
Power: 90,000 watts video (e.r.p.) — CP 


c} 


for 316,000 watts 
Networks (live): Basic CBS — ABC and DuMont 
affiliate 
Television sets: 135,993 in Nashville area on October 
31, 1953. (50-mile radius). . ear 
Antenna: 1370 feet above sea level. New 
antenna will have considerably greater 
height. 


Call your Hollingbery man or the station for 
availabilities or additional information. 


CLASS "a" 


2 ™, 
WwSsIx-TVv. CBS BASIC 
‘ } AFFILIATE 


Supplementary Affiliate 
ABC and DuMont 


THE GEORGE P. HOLLINGBERY COMPANY e New York @ Chicago @ Atlanta ® Los Angeles @ San Francisco 


ee eae TENNESSEE — (Continued) 


| NET INCOME GROUPS, 1953 NET INCOME GROUPS, 1953 
} ana an 1 Total 


COUNTY sumer | $0-2,499 | $2,500-3,999 | $4, || couNTY 3 
Units % % oO 

(000) | % Oo-| % 

| Units tars | Units 


2.4 | 55.7 28.4 

3.2 | 63.7 36.5 

6.0 | 65.3 

2.0 | 73.9 

5.8 | 64.9 

8.0 | 52.8 

5.0 | 51.1 

5.1 
123.3 

2.5 


IS 
$2,500-3,999 $4,000-6,999 $7,000 & Over 


% oa. | 9% pa | % Doi- 
Units lare | Units lars | Units tars 


if 


Units 


Humphreys. .. 29.4 34.4 9 26.2 
20.6 32.2 : 13.1 
28.3 34.4 6 23.8 
22.8 33.1 , 19.9 
30.7 25.2 st Bs 
25.0 32.5 8 17.9 
26.2 33.2 | 10.1 19.9 
25.3 32.4 5 23.0 


-— OO & Bw ww 
wmoeocmounsed 
i 
| § 
sn wdwaww | : 
enwo-2 ow a 


29.1 39.3 -l 23.4 
27.7 33.4 2 28.4 
31.4 34.5 9 32.1 
30.1 6 30.7 
39.5 
36.6 
26.0 
37.3 
35.7 
31.9 


ex= 
owe 


3.0 
5.4 
10.2 
6.4 
3.7 
7.5 
15.5 
7.7 
3.3 


oweW"woo-7-"o--ca 
_ ee Ow 


BSRNNSSEBE 
e.ferrettc 


i 


34.3 
35.8 
37.0 
37.4 
36.0 
34.3 
32.4 
28.9 
39.1 
35.2 


s8 

2 & 

Pens. Fs* 

eorewnwnnwonwaem 
ear seenBoe- 
Be=Naanenna 
Sx~ESBSSEER 
o-neaeanna 


oH ww 6 G > tO 


31.0 
34.1 
32.2 
33.4 


© SM, 1954. Before using these figures, see explanation page 11. 
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TENNESSEE — (Continued) 


The “SM” symbols mark original, 


exclu- 


sive estimates by SALES MANAGEMENT. 


COUNTY 


Total 
Con 


Units 


= 
ot 
(000) | 


% 
Units 


Rutherford. . 
Scott ‘ 
Sequatchie.. . 
Sevier 

Shelby 

Smith 


Stewart 
Sullivan 
Sumner 
Tipton 
Trousdale 
Unicoi 


TEX AS— Counties al Cities — 


14.0 
4.2 
1.5 | 


NET INCOME GROUPS, 1953 


$7,000 & Over 
% 


% 
Units 


COUNTY 


NET INCOME GROUPS, 1953 


3 
2 
& 
2 
g 


zs 


28.6 
18.2 
22.9 
21.3 
32.0 
20.3 


16.6 
37.0 
25.1 
25.2 
15.3 
36.0 


6 
1 
1. 
3. 
1 
3 


5.2 
32.6 
13.6 
19.4 

9.5 
20.5 


Total 


44.0 17.1 


U.S. A. 


30.3 9.1 


26.0 


19.2 


ow we -1 w 0 
wneoonrwdonwneo 


nw 


(Other West South Central States: 


Arkansas, Louisiana, Oklahoma.) 


Texas state map—pages 684, 685 


City 


County 


Pop. 
(in 


NUMBER OF OUTLETS 


thous.) 


F 


GM |FHR 


A 


City 


County 


Pop. 
(in, 


thous.) 


NUMBER OF OUTLETS 


GM 


Abilene 
Alice..... 
Amarillo. . 
Athens. . . 
Austin. .. 
Bay City. 
Baytown. . 
Beaumont. . 
Beeville . 


Big Spring. .. 


Borger. . 
Breckenridge. . 


Taylor 


Jim Wells. . : = 


Potter. . 
Henderson 
Travis 
Matagorda 
Harris 
Jefferson 
Bee. . 
Howard 
Hutchinson 


-Stephens. .. eeoeel 


52 


¢ t 
te se ee 


= 


122 
84| 
183 
26 
325 
33 
65 
393 
60 
71 
47 
22 


26) 
10 
46 

9 
60 
8 
15 
86 
6 
13) 
16) 
8| 


52 
17 
86 
17 
97 
14 
27 
71 
12 
32 
22 
19 


Brenham 
Brownfield 
Brownsville. . 


Bryan.... 
Childress. 
Cleburne. . 
Conroe. . 
Corpus Christi. 
Corsicana . 
Dallas... . 


Brownwood.... 


Cameron. 
Brown... 
Brazos... . 


er: ae 
- Nueces 


7 

8 
40 
21 
21. 
ti 
14. 
8. 
135. 
21. 
546.0 


SCOouMNsoeo Oo emASS 


(Continued on page 682) 


11 
15 
13 
17 
27 


12 
155 


6 


9 
8 


8 


231) 


COUNTIES 
CITIES 


Anderson 
Palestine 

Andrews. . 

Angelina. . 
_L ufki in 


JM 


POPULATION 


ESTIMATES 
1/1/84 


JM 


tag ede a spans 
esti MATES— 1953 


RETAIL SALES 


JM 


ESTIMATES—1953 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


| General 


Food Mase. 


Auto- 
motive 


Drug 


-0140}1, 122 
-0100|1,629 
.0067|1,833 
poe 


6,27! 


0096}1,341)4, 141 


4,823 


3,936 


7,111| 
4,692 
1,832! 
8,638) 
6,048) 


1,935 
1,597 

249 
3,410 
2,483 


2,285! 


5,927 


4,825 
1,429 
9,120) 
areal 


672 
595) 
mt. 


-0100 
-0053 
0199 
-0123 


112 


OSM, 1954. 


Before using these figures, see ere page 11. 


NOW... CENTRAL TEXA® COVERAGE IS COMIPLETE / 


og 


FY. WORTH 


ak. NA 


TIES THE COVER 
LINK BETWEEN 
DALLAS and AUSTI 


CQraunds W34 


ABC and DUMONT 
TELEVISION 
NEWORKS 


7$ WEAR we 


| 6.220, O57” 
A CRATRALIZED MARKET WITHO 


KANG “Ty ;: CHANNEL \\ 


For setting quotas on a territorial basis, see cross index to states in the same geographical 
areas, at the beginning of each state table alongside the state name. 


BOB WALKER - 


WACO,TEXAS phone 31525 
box 3127 


monager 
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NEW YORK CHICAGO | 
LOS ANGELES | \SAN FRANCISCO 
DETROIT KANSAS CITY 


. OKLAHOMA CITY NEW ORLEANS 


ST. LOUIS MEMPHIS. 
DENVER DALLAS 
MEXICO, D. F. 


ONE MEDIUM ... THE LIGHT 


delivers your advertising effectively and economically in this big City 
Zone of over a half-million population to more than 


7 ow + 10 families DAILY 
wr Y ow t 10 families SUNDAY 


who read a San Antonio newspaper “Sr, “vasa a Sar Antonin 


No other San Antonio newspaper ... no combination ot other San Antonio newspapers . . . no other mass medium 
even approaches this coverage. In addition The Light blankets the South Texas area with 
a circulation of nearly 24.00C daily and more than 47.000 Sunday. 


THE LIGHT is FIRST in ADVERTISING 


In Total . . . General . . . Retail . 
and in nearly every major classification of Media Records 


In 1953 The Light registered a Total Advertising GAIN otf 2,090,814 lines against a combined LOSS of 2,699,911 
lines for the other twe San Antonio newspapers (Media Records. exclusive of al: Sunday supplements). 


Largest Circulation Daily and ‘ieielien of pt se iicaiaiaiiis in South Texas 


101,225 Daily Ae Sept. 30, 1983 135,919 Sunday 


Ask Moloney, Regan & Schmitt for the Complete Story 


. « . exclu 
TEXAS — (Continued) Tne estimates by SALES MANAGEMENT. 
SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
@D ESTIMATES SM NCOME SH ING 
1/1/84 / ESTIMATES—1953 Lay ESTIMATES—1953 CONTROLS 
COUNTIES pee) FIVE STORE GROUPS 
CITIES Area Urban- Coun- (in thousands of dollars—add 000) 
Total % | Fami- | ized Net % | Per| Per| Dollars % Buying |Quai- 
(thou- Popu-| Dollars of Cap-|Fam-| (add of Sales Power 
sands) | U.S.A. | (thou- | lation] (add | U.S.A.| ita | ily 060) | U.SA.| Per General | Furn.- | Auto- Index | In- 
sands) |(thou-| 000) Fam-| Food Mdee. | House- | motive | Drug dex 
sands) ity Radio 
Aransas 4.3| 0027) 1.2) 6 5,026} .0020\1,169/4,1 3,450} .0021| 2,875, 1,246 38 43 205 .0022| 81 
Archer 6.8} .0043} 1.9)..... 9,152} .0037|1,346/4,81 3,508} .0020| 1,847) 1,228 173 475 -0033| 77 
Armstrong 2.0) .0012 , oe 3,485} .0015|1,728)5, 1,396} .0008) 2,327 278 SORE 172 -0012| 190 
Atascosa... 20.5, .0128) 4.9) 3.0 19,311} .0078| 942/3,941] 12,958) .0075| 2,644) 3,064) 1,586 220| 2,908 0087} 68 
Austin. ..... 14.3} .0000} 4.5)...... 17,097| .0070/1,196|3, 14,594) .0085| 3,243} 3,236] 2,149 217; =. 2,683 0079) 88 
Bailey... 8.2) 0051) 2.2 12,822} .0052)1,564/5,828 9,697} .0057| 4,408} 2,386 837 568} 2,910 -0063) 104 
Bandera. 4.3) 0027) 1.2 4,548} .0018/1,058/3, 4,487, .0026| 3,739} 1,548 30 80 300 -0022) 81 
Bastrop... 19.2} .0120; 5.5) 9.7 17,463} .0071| 910)3,1 12,941) .0075| 2,353) 4,179} 1,009 433) 2,617 0082) 68 
Baylor... 6.8} .0042) 2.2) 3.8 7,990} .0033/1,175)3, 7,965} .0046) 3,620} 1,631 519 714) 2, 742 -0038| 93 
Bee... 18.9} .0718} 5.0) 10.1 22,112} .0089/1,170/4, 16,478} .0096/ 3,296; 3,767, 1,561 635, 3,511 0007) 82 
Beeville. 10.1} .0063| 3.2 12,494} .0051/1,237/3,904] 14,474) .0084 3,235} 1,281 589 527 -0063} 100 
Bell... 90.7; .0867| 23.3) 48.3) 135,304) .0552/1,497/5, 64,318, .0'/4| 2,760} 15,686) 4,610) 3,408) 16,234 0561) 88 
Temple 29.0} .0181} 8.8 55,477} .0226)1,913)6,304) 43,793) .0254 9,496] 3,277] 2,790) .13, -0225) 124 
Bexar. . ...| 127 536.4 3382 143.2/489.2 | 772,357] .3140]1,.140/6, 548,268) .3187) 3,829} 122,872) 76,139} 29,241) +12 -3197| 95 
Sen Antenio. 455.0) .28¢3) 130.1 642,005} .2610/1,411)4,9 527,814) .3068 117,222] 75,337] 29,038] 112,302 -2794| 98 
Bianco....... 3.9 .00¢3) 1.3)... 3,994) .0016/1,024/3 3.771, .0022| 2,901 1,282 69 106 261 -0019| 76 
Borden... 1.1} .0007 SR 1,471} .006|1,337/7 eee 185 SS, See -0005| 71 
Bosque... 10.8} .0067} 3.5)..... 19,431 1,058/3, vane 0056; 2,764) 2,293 372; 1,684 0063; 78 
Bowie...... 226 67.5, .0422) 20.1) 33.2 75,034 1,112)3 5t, 0302| 2,583; 13,983) 6,793; 2,076) 10,977 -0328| 78 
ATezarkana 
(Ark)- 
Texarkana 
(Tez.)... 46.1} .0888| 14.8 55,087| .0284|1,220/3,7191  69,156| 0408 14,107| 2,889, = 8,434, 18,786 .0989| "108 
1A Texarkana. 27.7| + .0173 9.1 32,991} .0134)1,191/3, 37,210} .0216 8,429 1,509 1,741 9,348 0166} 96 
Brazoria........ 67.8; .0361} 15.8) 20.2 84,549) .0343/1,463 5,351) 56,877; .0330| 3, 16,302} 2,954) 2,604) 14,792 .0342| 95 
Brazos.......... 41.5, 0260, 11.3) 28.6} 86,829) .0227/1,345|4,941) 39,083 .0227 va 8,918 = 2,086} 10,943 0234) 90 
Bryan......... 21.91 .0137/ 6.9 33,617| .0137 1,535'4,872] 33,533! 0195 7,238} 2,356} 1,808) 10,943 0154] 112 


1 in Bowie County, Texas and Miller County, Arkansas. © SM, 1954. Before using these figures, see explanation page 11. 
A 2nd A See end of state for SM Metropolitan County Areas. 
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the picture people prefer 


put your product in the picture with woai-tv...nbe 


television for the rich south texas area within a 
140-mile radius of san antonio. this growing 52 county 
area has close to 1,500,000 people. take advantage 

of their tv preference. place your sales message on 


woai-tv, represented by edward petry & co., inc. 


The Southwest listens to WOAI! 


To “sell” the Southwest, “buy” WOAI of Texas. A weekly 
audience of 377,817 families in the daytime, 633,677 at 
night (SAMS) . . . listens to WOAI west through New Mexico 
deep into Arizona .. . north into Oklahoma, Kansas 

and Colorado ... east into Louisiana . . . and farther. 

No combination of media can give you this great coverage 


at such economical cost. 


wWoOAl 


“The most powerful advertising 
influence in the great Southwest” 


1200 on every dial 

San Antonio's only 

50,000 watt clear channel station 

NEC affiliate 

Represented by Edward Petry & Co., Inc, 


MAY 10, 1954 


Now! U. S. METROPOLITAN 


Four County Population 

Effective Buying Income .... . .$348,196,000 
Effective Merchandising Help Through Tie-Ins, Bulletins 
and Direct Calls 

104,768 ABC City Zone Population. Cover the Area THOROUGHLY 
With One Order To NATIONAL, for all three Valley papers— 
*BROWNSVILLE HERALD *McALLEN MONITOR ‘*HARLINGEN STAR 


RIO GRANDE VALLEY 
NEWSPAPERS sitinccn tees 


TEXAS — (Continued) Wee estimater by SALES MARAGEMERT. 


Pop. 7 Pop. a 
(Continued from page 687) (in. NuMBER OF OUTLETS (on NUMBER OF OUTLETS 


City County thous.)| F |GM|FHR| A City thous.) GM A D 
| 


Del Rio Val Verde. . 

Denison 

TN i arava at 

Edinburg Hidalgo 
Wharton... 


* 


12 
11 
11 

q 
3 

10 
148 
7 
5 


| Grand Prairie... . 

15 Greenville 

Harlingen Cameron........ 

a eee re 

Hereford Deaf Smith...... 

Highland Park. . . 

Hillsboro. ....... 

Houston......... Harris 

Jacksonville... .. Cherokee 

Kerrville ee ee 9. 
(Continued on page 687) 
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ww ~— Ne 
ASNHEAGADGHS 
mw oo krAwWOUNY 
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Fort Worth.. 
Gainesville 
Galveston 
Garland 
Gonzales 


wnonanoanw 


mw OR AKON ww 


NR 
an 
rPNNONWw OW « 


SALES AND 

POPULATION - reese Eprne RETAIL SALES — 
ESTIMAT 

JM 1/1/84 JM ESTIMATES— 1953 ESTIMATES— 1953 CONTROLS 


COUNTIES |politan FiVE STORE GROUPS 
CITIES Area Coun- (in thousands of dollarse—add 000) 


Buying 
Power 


General y Auto- Index 
Mase. motive 


Mf 
Sales 
Per 
Fam- 
ily 


0042 . 3,743 ’ 1,935 
-0030}1, . ° 3,584 856 
-0047)1, ’ . ’ 4,134 ’ 2,000 


- 0155) 1299/4, 064 7 ° 2,919 ° ° 8,672 
-0121/1,392/4, 137; : ‘ 7 : J 8,327 
-0042) 858/2,943 . ° 2,348 ’ 594 
-0048|1, 124/3, 806) -0039) 2,187 1,897 


-0075/1 ,007 3,613 . 3,546 . 6,415 
1,365/4, . 2,978 1,752 
1,093/3,521 J d 1,875 ; 1,071 


1,067/4, - 3,376 ° 27,121 


Harlingen- 
McAlimn..... d y . R 4,709 
AHarlingen . . 20.3) . ‘ d 4,989 
ABrownsville. . 40.7) . ld ‘ @ 4,454 
15.0) . u ° P 3,777 
68.5) . ° . ° 2,773 
6.8) . , d 6,712 
26.2) . \e F P 2, 
6.7) . ‘ ,626) . 7,891 
8.1. BEE vies d 4,91 
37.8) . ~ d 3, 
Jacksonville... . 9.3) . y ° 3,816 
Childress....... 12.3) 
Childress... ... 7.9| .0049 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 
682 SALES MANAGEMENT 


There’s big game in the Southwest's biggest, richest 
market . . . you'll bag the sales limit easily when you load up with a sure-fire 
WFAA-formulated program or adjacency — proved to have the 
largest audiences over any other local or network programs 
broadcast at their time in the Southwest. 


WFAA-820 MARKET WFAA-570 MARKET 


Population . . ; 4,566,600 Population . . ‘ 2,382,000 
Families . . es 1,369,900 Families . . : k 738,500 
Effective Buying income . . $6,411,105,000 Effective Buying inne . . $3,607,175,000 
RetailSales . . . . . . 4,780,421,000 RetailSales . . . . . . 2,655,695,000 
Food Sales ... . . . 41,033,675,000 ee ae 562,266,000 
General Merchandise. . . 616,534,000 General Merchandise. . . 417,570,000 
Furniture, Household, Radio . 227 534,000 Furniture, Household, Radio . 126,306,000 
NG 6 in cine: ames 2 146,955,000 ay Sees | 82,767,000 
Automotive Sales . . . . 1,186,435,000 Automotive Sales . . . . 608,298,000 


(SOURCE: SM, May 10, 1954—25%/-100% coverage area, SAMS: Spring, 1952) 


ALEX KEESE, Station Manager 
EDWARD PETRY & COMPANY @ Natl. Rep. 


SERVICE OF THE DALLAS MORNING NEWS 
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TOP 


Morning 
Afternoon 
Night 
Audience 


MOTLEY | COTTLE 


STOMEWALL 


n TscurRy 
se pe 
. 


AT CMELL 


TV 


Channel 


S 


Cities shown are those having net 
C B § Effective Buying Income of $15 million 


and over 
A B [ 1950 Net Effective Buying Income 


DUMONT He In excess of $150 Million 


Scale of Miles 


=) $75 Million to $149.9 Million 


bE] $40 Million to $74.9 Million 
$15 Million to $39.9 Million 


SALES MANAGEMENT 


WASRELL 


Mi ‘@ Marshall 
~ rah wew ‘ 


-o meee? * 
NAVARRO ® + * °°.” 
e ; ene 


ae HAROIN |." 


. iBERTY 
4. tI Beaumont 
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‘ort 
\ * Arthur 
em @ New Braunfels**\s4°: 
Sinan’ ¥ CONEY pears “Thy Posedens 


“ity ne a oees Scapet oS ATES 


Galveston 


MAVERICK TAVALLA 


ABC 
DUMONT 


* 
F iorsie :: “s eared 


a HOGG mS 
ZAPATA w R00 newer 
ALGO 


Soak Ty 


CAMERON \ 


tHorli : 
E: arlingen Copyright by in 


a Clas Vl —_ San 
G 


Antonio 
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Only 


THE DALLAS NEWS 
covers the Dallas 


market... 


38.9% of Texas’ 


... the 72-county market Population— 
that looks to Dallas, that 

buys in Dallas, that reads 3,3 1 8,000 
The Dallas News! 


37. 8% of Texas 
38.3% of Texas’ 39. S° 7o of Texas’ Food sales— 
Net Buying Income-—- pases $763,507,000 


$4,842,769,000 $3,603,552,000 


39.67 f Texas’ 
48.1% of Texas’ Drug 7... 

Genl. Mdse. sales— $112,133,000 
$517,526,000 


<a Bired Jo of Texas’ 


40% of Texas’ “eet + Oe (Sales Management: May 10, 1954) 


$8611 24,000 $178,837,000 


== Ghe Ballas Morning News = 


__t0tth YEAR IN DALLAS 2 IN 3 PARTS — PRICE 5 CENTS 


DALLAS’ LARGEST NEWSPAPER » “isn, 183300 trier 222" 


. 
More people BUY The News... + 
More copie READ The News... More ° 
people are INFLUENCED by The News than 
any other North Texas newspaper. 


Cresmer & Woodward, Inc. 
National Representatives 


SALES MANAGEMENT 


You can’t cover BIG TEXAS with less 


20 Stations in 20 Major 
Markets — Reaching Over 


95% of the People of Texas. 
TEXAS ) 
NETWORK 


1201 W. LANCASTER FORT WORTH, TEXAS 
Represented by JOHN BLAIR & CO. 


tine estimates by SALES: MANAGEMENT, TEXAS — (Continued) 


Pop. Pop. 
(Continued from page 682) fin NUMBER OF OUTLETS Gn, NuMBER OF OUTLETS 


City County thous.)} F GM) Fax A D City County thous.) GM |FHR D 


| 


Kilgore...... ee hae a ee 
Kingsville. . Kleberg 
Lamesa.... Dawson 
Laredo....... 
Levelland. ..... 
Littlefield... . 
Longview... . Gregg 

. .Lubbock 

Angelina........ 


14 26 
8 19 
11 24 
17 21 
10 16 
9 19 
20] =35 
54] 91 
20] 26 
5 15 
21 25 
17 20 
10] 25 
16 17 
8 23 
11 11 
11 15 
11 22 
11 17 
20 25 
22 24 
16 23 
12 28 
18] 37 
16 8 
4 14 
17 32 


Port Arthur Jefferson 62 
Raymondville....Willacy.........} 11 
Fort Bend 


34 
8 
12 
36) 
162 
12 
11 
19 
8 
9 
15 
9 
19 
16 
16 
17 
30 
10 
3 
12 
13 
56 
13 
11 
9 
33 


w 


= 
RAAWNIWAUNUNONWUw 


aw 


San Antonio..... 
San Benito 


ne ee 
se AN CSO 
Awo— a 


BOW ON HDHD DOH RW DNANWOAO PO 
wore 


CAK Usa CKO 


Sherman........ 
re 
Sulphur Springs. . 
Sweetwater 


.-a-a 


Marshall. ....... Harrison 
McAllen......... Hidalgo 
McKinney...... 


_ 


_ 


Kaufman........ 
Texarkana.......Bowie.......... 
Texas City Galveston 


Mineral Wells... 

Monahans. . 

Mount Pleasant. 

Nacogdoches. ... . Nacogdoches 
New Braunfels. ..Comal 

Odessa. . . 

Orange. . Orange.......... 
Palestine .....Anderson........ 
ee 
Bea aE 

Pasadena...... 

ae 

Plainview... PR Rtg 


tt 
UBNWeHnHON OHS KHUOABRO™ 


. .Wilbarger 
Victoria 


CHUA ORMN OMI OABRHOOHKHUISSUMWWO 
worn — 
00 00 hm = O om We =3 +2 00 OD STOO 


—_— 


- 
w 
S 
— 
sn 


Wichita Falls. ... 


- 
ao 
— 
o 


POPULATION EFFECTIVE BUYING RETAIL SALES rer 
b BY LD 1/1/54 BY LD ESTIMATES—1953 BYLD EstimaTes—i953 CONTROLS 
COUNTIES |; FIVE STORE GROUPS 

CITIES pu unt (in thousands of dollars—add 000) 
ami z 


Buying |Qual- 
Power | ity 

General Auto- Index | In- 
Mase. motive dex 


6,357; . o 2,083 
7,798) . 1,740 
3,100) . 257 
14,899) . 4,534 
32,146) . 7,206 
17,630) . 5,481 
9,627) . 2,979 
24,724) . 5,308 
20,875) . 6,327 
19,830) . & 6,327 
14,090 3,286) 
4,438 
23,937 
20,792 
9,703 
6,692 
3,908 
4,773 
10,466) . 2,579 
2,484) . 796 
13,229) . 4,023 
-5926/2,011/6,470' 1,057,736) . 197,909 229,698! 34,133' 


Before using these figures, see explanation page 11. 
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Texas Harte-Hanks Newspapers 


(Formerly TEXAS QUALITY NEWSPAPERS) 


ABILENE REPORTER-NEWS THE DENISON HERALD 
THE BIG SPRING HERALD THE GREENVILLE BANNER 


CORPUS CHRISTI CALLER-TIMES MARSHALL NEWS MESSENGER 


THE PARIS NEWS 
SAN ANGELO STANDARD-TIMES 
THE SNYDER DAILY NEWS 


The general excellence and Reader-Impact of Texas Harte-Hanks 
Newspapers is well recognized. Through local, regional, national 
news coverage; GOOD comics, nationally-famous features! 


& 
Numerous merchandising services to help advertisers meet hard 
competition during 1954! 
& 


Tie-in listings, mailings to trade, weekly food and drug 
bulletins giving local merchants advance notice of appearance 
of your copy. 


Texas Harte-Hanks 


Comic Group 
(Formerly Southwest Color Group) 


185,549 Net Paid Circulation 
Group Rate-Frequency Discounts 

Standard-size comic sections —only two Color 
charges for use of entire group. 

These important Secondary Markets in Texas offer great po- 
tential sales—plus individualized merchandising assistance in 
each market! 

(The Greenville Banner will be added to this group July 1, 1954) 


Production 


TOTALS FOR MARKET AREAS OF OUR NINE PAPERS— 


Effective 


Buying 

(000’s Omitted) 
Abilene Reporter-News 
Big Spring Herald ... 
Corpus Christi Caller-Times ... 
The Denison Herald .... 
Greenville Banner 
Marshall News Messenger 
The Paris News .... at. a 
San Angelo Standard-Times .. 
The Snyder Daily News . 


Income: 


Total 

Retail 

Sales: 
302,225 
43,225 
345,749 
75,439 
37,900 
82,028 
66,972 
273,593 
41,495 


Auto- 

Food: motive: Drug: 
9,208 
1,205 
11,328 
2,335 
1,104 
2,258 
2,137 
9,215 
905 


TEXAS HARTE-HANKS NEWSPAPERS 


HEADQUARTERS—National City Bldg., Dallas 1, Texas—Herbert Taylor, Vice Pres.-Gen. Mgr. 


CHICAGO—400 N. Michigan Avenue 


NEW YORK—Lew Hohl, Mgr., 52 Vanderbilt Avenue 


TEXAS — (Continued) 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


ever eye 
BYP ESTIMATES—1953 


POPULATION 
SM ) ESTIMATES 
1/1/54 


RETAIL SALES 


ING 
BYP EstimaTEs—1953 CONTROLS 


COUNTIES 
CITIES 


% | Pee| 
of | Cap-| Fam- 
UsA| ita | ily 


-4496/2,026/6, 246 
.0472|4, 070] 12473 
Highland Park 0260/5, 238) 13312 
Grand Prairie -0165) 1 ,608)5, 424 
Garland , _ y .6) , ‘v0 5,700} 


ADallas.. . 
University Park 


Dawson .0141 1666/6, 190} 
Lamesa...... -0086) 1 ,637/8, 122 

Deaf Smith... .. -0075) 1740/6, 006 
Hereford... .. 


. 0049 1,966)7 , 496 
Delta. . 


l FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Auto- 
motive 


Buying 
| Power 
General | Furn.- Index 
Mdse. | House- 

| Radio 


Food 
952,912| 
16, 210| 
15,641 
13,398 
10,221 
26,847 
23,805 
14,782 
14,639 
6,338 


151,660} 194,086) 52,254 
8, 058| 1,339 
7,762| 260 

310 
237 
830 
829 


.0033/ 1003/3, 532} 
A and A See end of state for SM 


© SM, 1954. 
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40 
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Billing 
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= 


\ 
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& 


SALES MANAGEMENT 


with the Nation’s only 1953 CENSUS of RETAIL TRADE 


to check your performance —, 


A panel of marketing experts co-operating with Sales Management 
chose Dallas as the preferred Test Market among Southern and 
Southwestern cities of more than 500,000 population. 


This was on the basis of relative isolation, income, year-round stability, 
economic composition and good advertising coverage. 


To top this off, the Bureau of Census is making a pilot Census of 
Retail Trade in Dallas, the only such census in the country for 1953. 


: Publication is expected in May. 
This Is Dallas, Texas, 1953. 


pe Here is the perfect combination for your test cam- 
paigns all through 1954, and The Dallas Times Her- 
ald, of course, is your perfect medium. 


The Times Herald is the Dallas newspaper. It goes 
into 24,108 more Dallas County homes daily, and 
28,410 more Sunday, than any other Dallas news- 
paper” 


Test Your Products and Packaging 
QUICKLY, SURELY and INEXPENSIVELY in 


THE DALLAS TIMES HERALD 


Represented Nationally by the Branham Company 
KRLD AM FM TV—CEBS Affiliate in Dallas 
*Actual circulation as of March 15 and March 17, 1953, as published in ABC Audit dated March 31, 1953. 


MAY 10, 1954 


WFAA-TV's nine-county TV market is 
Texas’ largest — 1,420,600 people. With 
322,500* TV-equipped homes, WFAA-TV is 
your entree into 3 out of 4 of the mar- 
ket's 437,500 homes. 


*“WFAA.-TV Research Dept., March 1, 1954 


The WFAA-TV market controls one- 
fifth of Texas' effective buying power 
with a total of $2,525,723,000. Aver- 
age is $5773 per family. 


te Suy MORE... 


Comes the clincher — more than 20% 
of Texas' retail sales are made in the 
WFAA-TV market! In 1953 retail sales for 
the market hit an all-time high of 
$1,850,450,000. Per family averages 
were... 

WFAA-TV % OVER % OVER 

MARKET TEXAS TEXAS U.S. U.S. 

Retail Sales $4230 $3735 +13.3 $3618 + 16.9 
Drug Sales 116 +138 101 + 307 
Genl. Mdse 440 +835 403 +100. 
Furn., HH, TV... . 194 + 5.7 192 + 68 
Automotive 883 +- 2.1 704 + 28.1 


(Sales Management: May 10, 1954) 


.. Wake DAUAS-F Worth 
the Nichost market 
im all Teyos! 


322,500 sets in WFAA-TV's market provide 
easy access to purchasers’ purses — just 
ask a Petry man! 


RALPH NIMMONS, Sta. Mar EDW. PETRY & CO., Natl. Rep 


sesesesseeesesesesesses 8sesesesesessesssessessesesxssessyssyssyssgs ss 
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SALES MANAGEMENT 


BUY A KING SIZE MARKET 
The Fabulous Southwest 


24 counties in West Texas and 
Southern New Mexico 


RETAIL SALES OVER 
% BILLION DOLLARS 2@c3% 


COVERED EXCLUSIVELY BY 


The Fl Paso Cimes 1953 1950  % Increase 


AN INDEPENDENT NEWSPAPER Population pean 574,700 505,300 13.7% 
MORNING AND SUNDAY Families es 151,000 139,776 8.2% 
Retail Sales . $578,173,000 $469,768,000 23% 
Food Sales .. $125,904,000 99,133,000 27% 
El Paso Herald -Post a Mdse. ; 63,941,000 55,823,000 18.7% 
A SCRIPPS HOWARD NEWSPAPER urn. Radio ...... 27,555,000 14,649,000 88% 
pir Automotive... 130,058,000 112,587,000 15.4% 
a 19,116,000 14,083,000 35.7% 
2 SEPARATE NEWSPAPERS Eff. Buy. Inc. 857,201,000 595,323,000 44% 


30¢ LINE BUYS BOTH Figures from Sales Management Survey of Buying Power May 10, 1954 


AND THE 


The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. TEXAS — (Continued) 


SALES AND 
ATES wa gg a RETAIL SALES ADVERTIS- 
BYP 1/1 JM 


ING 
1/1/54 ESTIMATES— 1953 ESTIMATES—1953 CONTROLS 


COUNTIES FIVE STORE GROUPS 
CITIES Urban- (in thousands of dollars—add 000) 


Total % | Fami- % t Buying 
(thou- of lies | Popu- of | Cap- 0! Power 
sands) | U.S. (thou- .S. 8. Genera! y Auto- Index 
sands) 000 Mase. motive 


Denton... 

Denton... 9,033 
De Witt.... > 5,060 
Dickens..... a P ° ° ° 1,994 


12,105 


-0119}1, 
-0473| 
-0380)2, 
-0012 
-0221 
-0065}1, 
-1430 
-1044}1, 


7.2 
2.5 
9.2 
7.0 
2.9 
3.2 
1.1 


7.8 
2.3 
° 1.7 
14.4) . 4.2) 2. 12,846 


A and A See end of state for SM Metropolitan County Areas. 


Before using these figures, see explanation page 11. 
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LONGVIEW (Gregg County) 
THE LARGEST MARKET IN EAST TEXAS 


. . « Continues to set the pace in industrial develop- 
ment! 


THREE NEW major industries are now in 
operation, or will be in production here this year. 
They are: RESISTOL HATS, INC.; GROVE CON- 
TROLS, INC., manufacturer of valves and other 
oil field equipment; BELL & GOSSETT, manufac- 
turers of pumps, refrigeration equipment, and hot 
water heating specialties. 


R. G. LETOURNEAU, INC., has increased the 
the size of its plant with the addition of its com- 


plete electrical department; TEXAS EASTMAN 
COMPANY, a division of Eastman Kodak, has 
started a $10,300,000 expansion program. LONE 
STAR STEEL COMPANY is now a completely in- 
tegrated steel factory with 3400 employees. 


The Longview-Gregg county market is first in 
East Texas in RETAIL and WHOLESALE SALES. 


With THREE SOURCES OF WATER SUPPLY 
and an abundance of natural gas and electricity, 
and with ideal transportation facilities, Longview 
is prepared for future growth. 


THE LONGVIEW DAILY NEWS ° THE LONGVIEW MORNING JOURNAL * THE LONGVIEW SUNDAY NEWS - JOURNAL 


Carl L. Estes, Publisher ~- Represented Nationally by TEXAS DAILY PRESS LEAGUE ° 


Offices in Principal Cities. 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


TEXAS — (Continued) 


RETAIL SALES 
ESTIMATES— 1953 


FIVE STOR! 
(in thousands of dollars—add 000) 


PULATION EFFECTIVE BUYING 
ESTIMATES SM INCOME 
1/1/84 ESTIMATES—1953 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


JM 


PO 
JM 


COUNTIES 
CITIES 


Buying 
Power 


Furn.- Index 


Frio 
Gaines 
Galveston 
AGalveston. . 
Texas City 
Garza J 
Gillespie. . . 
Glasscock 
Goliad. .... 
Gonzales 


“~— —§ wo = 
SRSSEUEE 


| 


e- @ — 


—o— 
enw @ 


-—_-——— — so 


43748 


4.8 
10.7 


3.2 


2 Kilgore is in Gregg and Rush Counties. Before using these figures, see explanation page 11. 


A and A See end of state for SM Metropolitan County Areas. 


QUALITY PRODUCTS $ KILGORE’s 
are easier to sell in : Quality of Market 
QUALITY MARKETS ~— 2 Index is 148 


2nd highest of Texas cities with a daily newspaper! 


Texas by the Texas Press As- 
sociation in 1949, 1951 1953, 
the Kilgore News Herald is 
the only newspaper guarantee- 
ing your message (JUALITY 
readership in the Capital of 
Named best small city daily in the World’s Largest Oil Field. 


KILGORE NEWS HERALD 


Chas. K. Devall, Owner and Publisher 


If your product is sold on the 
basis of its quality appeal, 
your advertising dollar will 
sell more in the Kilgore News 
Herald. 


SALES MANAGEMENT 


next time you’re analyzing markets, buying 


power. There’s 


$185,000,000 worth of steel and concrete now 


going into thirty-seven major Dallas projects, 


none with a completion date more than two 


years away. 


It’s the greatest construction period Dallas has 
seen in its 113 years. And it’s city-wide in scope, 
not just a show of skyscrapers downtown. Indus- 
trial plants, office buildings, housing, hospitals, 
retail stores, garages, hotels and schools make 
up the healthy construction activity that places 


Dallas ahead of state and national trends. 


Get the facts and figures on this and other Dallas 
trends. Take it up with our industria! depart- 
ment. Write to: Industrial Department, Dallas 
Chamber of Commerce, 1101 Commerce Street, 


Dallas, Texas. 


teake it up... 
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DALLAS CHAMBER OF COMMERCE 


MAY 10, 1954 


FABULOUS HOUSTON, AND 
SURROUNDING AREA. THE 
SOUTH’S NO. 1 MARKET. 


Network Affiliation 
Mutual Broadcasting System Sas deans 
Represented Nationally By 5,000 W 


H&R Representatives, Inc. RADIO PLAZA HOUSTON 


The “SM” symbols mark original, excfu- 

sive estimates by SALES MANAGEMENT. 

SALES AND 

PULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
1 A 

BYP 1/1/54 BYP ESTIMATES—1953 BY) Estimates—1953 CONTROLS 


COUNTIES _ |polit ] FIVE STORE GROUPS 
CITIES | |Urban- : (in thousands of dollars—add 


Total % Fami- | ized 


(thou- of Popu- Cc. of 
sands) | U.S.A. S.A. .S.. Per General | Furn.- 
| 000) Mdse. | House- 


Radio 


Hale 6. .4| 16. ,250| .0229/1,725|5, , 2,297 
Plainview... de. J 29,24 .0119)1, 78315, A 2,169 
is dennis 33 . ' a 898} .0057|1,287/4. 
Hamilton ‘ d ‘ J ‘ -0041)1,015 
Hansford... r Yr oe .191| .0038|1, 998 
Hardeman ‘ d . ° ’ -0057|1 ,387/4, 
Hardin x " 7 : -0092/1,074/3, 
Harris : . q ,856, -7545|1 9096, 

AHouston ¢ 4 A , 283 ,62 5218) 1,866 , 
.0241/2,299]7, 
-0294|2, 24417, 
.0191| 9990/3, 
-0112|1, 190)3, 
.0015)2,231 
.0070/ 1, 266/4, 
.0080) 1 ,034/4, 
0025/1 ,463/4, 
.0082| 931 
.0029}1,329/3, 
.0648| 846/3, 
.0133]1,282/4, 
.0073}1, 1191/4, 
.0050} 9955/3, 


| 


9.1 ; pos Es 25,291) . : 82 
9.1) . : 2,649) ia 14,933]. 4,442 P 111 
37 


24.9) . 8} 11.6 . -0181)1,788)6, 28,894) . 5,984 -0172) 111 


Levelland 11.6] . d .0099|2,092/7, 1 21,222] . 5,318 .0101| 140 
A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


routes ‘FOR 26 YEARS 
o 374,600 89600 = Ast “wcexmsne—" 


Population 


saison sain KRGV 


TV — 28.8 KW — CHANNEL 5 
Represented by The Paul Raymer Co. Affiliated With NBC and TQN 


SALES MANAGEMENT 


IN HOUSTON . es oN 
$1,142,786, mn er 


BO 


OF ALL CONSUMER SPENDABLE INCOME IN 
HOUSTON’S ENTIRE RETAIL TRADE ZONE... 


IS IN HOUSTON AND 
HARRIS COUNTY 
WHERE THE 


HOUSTON CHRONICLE 
DOMINATES 


IN NEWS ...CIRCULATION.. 
ADVERTISING 


a io Keats! 


of Leadership in 
Advertising ard 
Circulation. 


The Houston Chronicle. 


JESSE H. JONES, Publisher R. W. McCARTHY, Advertising Director 
JOHN T. JONES, Jr., President M. J. GIBBONS, National Advertising Mgr. 


THE BRANHAM COMPANY — National Representatives 
MAY 10, 1954 695 


er 


at one stroke 


— 


“KE DM 


ee 


BEAUMONT - PORT ARTHUR - ORANGE + "CH, SapIne 


STUDIOS IN 
BEAUMONT 


Concentrate on this strong, diversified-income market! 


Oil Ship Building Chemicals lumber Rice Cattle 


Clesely packed under KFDM‘s umbrella are 24 ies and 
three bustling cities that are busily supported by SEVEN 
MAJOR INDUSTRIES (shown above). These strategic, diversi- 
fied industries mean STEADY PAYROLLS, robust? sales every 
day of the year! Some of the nation’s largest refineries and 
chemical plants are in this area! Here’s economic activity 
that every advertiser should tap for sales. Sell this market 
with KFDM’s nplete, d—and penetrating 
coverage. It's an outstanding radio buy! 


Represented by FREE & PETERS 


@ 1,093,300 — Combined Population, including 12 Coun- 
ties in Texas and 12 Parishes in Lovisiana 
@ $814,900,000 — Retail Sales 
@ $1,163,108,000 — Net Effective Buying Income 
Figures compiled by Sales Management 
for 1954 Survey of Buying Power 
F as 


5000 WATTS 
560 KILOCYCLES 


Affiliated with 
American Broadcasting 


TEXAS — (Continued) 


The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT 


POPULATION 
ESTIMATES 
1/1/84 


EFFECTIVE BUYING 
INCOME 


RETAIL SALES 
BYP ESTIMATES—1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Furn.- 


Sulphur Springs| 
Howard.... 
Big Spring 
Hudspeth. . 
Hunt... ... 
Greenville 
Hutchinson 
Borger 
Irion 
Jack 
Jackson 
Jasper. 
Jeff Davis 
Jefferson 
ABeaumont 
APort Arthur. 
Jim Hogg... . 
Jim Wells 
Alice..... 
Cleburne 
Kaufman 
Terrell. . 
Kendall... . 


Kenedy. . 


A and A See end of state for SM Metropolitan County Areas. 


696 


SALES MANAGEMENT 


‘Texas. 
Listens... 


Sir 4 


as Texas Quality 


Network 


delivers more homes-per-dollar 


in the richest 


Texas markets 


* In the cities * On the farms * En route in autos 


Coverage that blankets Texas... that reaches 
out into Oklahoma, Arkansas, New Mexico 
and Louisiana...to give the most economi- 
cal coverage possible. Reaching over 142 
million families daytime...over 2 million 
families nighttime...TQN delivers most 
listeners for fewest dollars. 


WFAA WBAP 


820-570 Dallas 820-570 Fort Worth 


KCBD 


1590 Lubbock 


Contact any 


geeeaoea Geeeee222285 


MAY 10, 1954 


N BC affiliated stations --------------.....- 


KRGV KGNC_ KRIS 


1290 Weslaco 


station or their representative for availabilities 
FREE & PETERS e 
EDWARD PETRY &Co. e 


Here is your market of over 2 million fami- 
lies...spending over $7,600,000 in retail 
sales, with over $9,700,000 in effective buy- 
ing income. Business is good in the booming 
Southwest... best for advertisers on TQN. 


a 


KPRC WOAIT 


950 Houston 1200 San Antonio 


710 Amarillo 1360 Corpus Christi 


THE KATz AGENCY, INC. 
RAYMER & Co. 


THE WACO NEWS-TRIBUNE @ THE WACO 


a 


@ INDUSTRIES 


—— You can be CERTAIN 
customers 


ACO 


TEXAS’ NEWEST 
MAJOR MARKET 


POPULATION—107,553 


(Audit Bureau ef Circulations, March 31, 1954) 


@ MILITARY 


TIMES-HERALD 


® NEW BUSINESS 


@ EDUCATION 


@ AGRICULTURE 


. . . buy the medium that reaches retail 
in CENTRAL TEXAS like no other medium can! 


On Sunday It’s 


THE WACO TRIBUNE-HERAED 


TEX AS— (Continued) _ 


COUNTIES 
CITIES 


Kent 
Kerr 
Kerrville 
Kimbie.. 
King 
Kinney 
Kleberg 
Kingsville 
Knox 
Lamar 
Paris 
Lamb 
Littlefield 
Lampasas 
La Salle 
Lavaca 
Lee 
Leon 
Liberty 
Limestone 
Lipscomb 
Live Oak 
Liano 


© SM, 1954. 


Pry ESTIMATES 
@ uD 


| 


Total % Fami- | ized 
(thou- of lies | Popu- 
sands) | U.S.A. | (thou- | lation 

| sands) | (thou- 


sands) 


Ag ths BUYING 
SH NCOME 
ESTIMATES- 1953 


% Per | Per 
of | Cap- | Fam- 
.S.A.| ita | ily 


.0012 1,714/6, 172 
.0084 1,373/4, 608] 
0055 1, 444/4,379 
.0021 1,116/4,278 
.0005|1,391/6, 260 
.0010)1,013/4,854 
.0161 1,410)5,561 
-0124)1,512)5,844 
.0057/1,391|5,016 
0166 977|3, 190 
.0108 1, 156'3, 483 
.0126 1473/5, 181 
.0046 1,444/4,171 
.0045|1,099|3, 516 
0025 793'3,295 
.0083, 967 3,292 
.0031) 799/2,766 
.0036 807 /2,749 
.0131 1, 156/4,031 
0083, 874 2,993) 
.0025 1,642'5,672 
.0037 1,025 4,245 


0029 1,336 4,008] 


18,824) 
16,379 
3,899 

209) 
1,383} 
22,383! 
20,711) 
8,681) 
37, "782| 
31,791 
25,292 
15, 288| 
10,338} 
5,372| 
12,269 
50 
5,473 
30.385 
15.704 
6.451 
6,829 
6.191 


The “SM” symbols mark or'ginal, 


exclu- 


sive estimates by SALES ae 


RETAIL SALES 


LH | ESTIMATES— 1953 


~ FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


| Furn.- 
House- 
Radio 


Auto- 
motive 


> 


2, 
8, 
6,22 
6, 
3,6 
1, 


~——- 2o-- & 


ALES AND 
ADVERTIS. 
ING 
CONTROLS 


148 
6,153 
179 


150 


5,513 
5,513 
1,805 
10,319 


9,560 


5,279) 


4,301 
2,888 
1,761 
2,141 
1,938 
1,154 
7,264 


3,524) 
1,627 
1,866, 


1,497 


35) 
225 
189 
220 
780 
629 
275 
185) 
204 


Before using these figures, see explanation page 


Covers ALL the Temple-Waco Market... 


KCEN-TV 


100 KW-VHF Channel 6 


KCEN-TV has the big VHF power and tall 
tower needed tc cover ALL of this BIG 
market midway between Texas’ four larg- 
est cities . . . a market of nearly a million 
people with an annual spendable income 
of nearly a billion dollars. 


@ © G INTERCONNECTED 


KCEN-TV 


P.0. Box 188 Owned and operated by the Bell ys a 


Temple, Texas 


Texas representative, Clyde 


fi 
Iville Co., Dallas 


SALES MANAGEMENT 


Only a NEWSPAPER 
covers the 


UBEOCKE 


KAP 


Cf 


... thoroughly. + economically... without waste! 


Only the Avalanche-Journal realizes complete satura- 
tion of Lubbock — and thorough, intensive coverage of 
Lubbock’s independent market. 


The Avalanche-Journal, Lubbock’s only newspaper, has 
no competition. It’s the one and only buy that reaches 
the entire, undivided market—it shares audience with 
no one. 


ABC City Zone Population. . . 105,796 
19-COUNTY RETAIL MARKET 


Population . . . . . . 357,500 
temiies. 2... 100,400 
Effective Buying Income . $612,906,000 


The Avalanche-Journal’s circulation precisely matches 
Lubbock’s retail trade area . . . does so most thoroughly, 
most economically, without waste, dead spots or fading 
fringe dissipation. 


Income per Family . . . 6,105 


Retail Sales ..... 
Food Sales... ... 
RED sc aes 
Drug Sales . agers 


451,863,000 
85,427,000 
124,935,000 
14,830,000 


(Sales Management: May 10, 1954) 


...and Lubbock’s OMLY newspaper is the... 


lubbock AVALANCHE - JOURNAL 


Morning ¢.- Evening © Sunday Circulation over 51,000 


Represented nationally by TEXAS DAILY PRESS LEAGUE, INC Representing aid newspapers only 
TEXAS— (Continued) 


— | ana 
ADVERTIS- 


CONTROLS 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


PULATION 
— 
1/1/54 


EFFECTIVE BUYING 


GD INCOME 
ESTIMATES—1953 


RETAIL SALES 
ESTIMATES—1953 


FIVE STi a ROUPS 
(in thousands of dollars—add 000) 


77] M JM 


COUNTIES 
CITIES 


Net 
Dollars 
(add 


Auto- 
000) 


motive 


Loving 
Lubbock 

ALubbock 
Lynn 


365 
242,534 
200,575 

18,244 


-0001/1, 
- 0986/1, 
-0815/1,894/6, 
-0074/1,674)6, 


148 

179, 881} j 
161,139 
9,057 


133.4 
105.9 
10.9 


54,636 
53, 164 
2,787 


McCulloch 
McClennan 139.3 194,940 
AWaco 98.5 153 , 857 


A and A See end of state for SM Metropolitan County Areas. 


11.5 5.9 


-4)103.9 


14,228) .0058)1,237/4, 
-0793/1,399/4, 


.0625|1,562)5, 146 


12,119 
160,545 
136,944 


4,456) 321). 
40, 535) 4, 0851 
37,126; 3,548]  .0675 


Before using these figures, see explanation page 11. 


154 


To be sure that you’re basing your selection of markets and media on all available factors, 
study both the Survey data and the Survey advertisements. 


MAY 10, 1954 


— ahd! one makes 
203,801! 


(CORPUS CHRIST! METROPOLITAN AREA) 


Actually, there were 203,800 happy Texans 

in Corpus Christi’s metropolitan area (Nueces County) 
on January 1, according to Sales Management’s 
estimate. That’s a fat 23% increase over the 1950 
census but not to be regarded as final, since 

figures of Corpus Christi are almost always on the 
conservative side by the time they get into 

print. But we’re always glad to provide the latest 


available on this prosperous area and its No. | T. FRANK SMITH, President 


Represented 
Nationally by 


FREE G PETERS 


station. Ask your Free & Peters man. 


AFFILIATE NATIONAL BROADCASTING COMPANY ¢ TEXAS QUALITY NETWORK 


T EX AS — (Continued) | 94 Tet cients dates mnkaetwent, 


POPULATION EFFECTIVE BUYING RETAIL SALES 
ESTIMATES SM | SH 
ESTIMATES—1953 ESTIMATES— 1953 


COUNTIES = jpolit FIVE STORE GROUPS 
CITIES Area Urban- (in thousands of dollars—add 000) 


6,919 
5,292 
2,685 


3,865 
-0125/1,370 ’ 26,716 
-0075) 1 ,625/4, 19, 432 
-0046; 868 14,593 


#8 s23 s| 


-_ 


23 35 


.0067| 918 ind 
-0021|1, 286 4,919) 
.0354/2,379]7, 37,748! 
.0291/2, 486|7, 37, 190] 


.0074| 840 cd 
.0026'1, 158 4,291, . 
.0092'1,523/5, 12,743) . k 671 
Pe ee — i 864 
0107/1 032 19,813) . 3,756 
14,006; . , 352 2,154 
17,875) . 535 
5,583. 361 
4,517. . i 215 
22,336; . 1,921 
17,089; . i 1,291 


2888 3: 


c—] 
= 
i] 
= 


aziegesa 88: 


0234) 11.8) 21.0 -0169|1,1173, 33,865) . 3,919 1,542 0190 
0131) 6.9 686 .0117/1,366 4,157) 27,4501. : 3,518| 1,287 .0132 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


R.O.P. COLOR 


in one, two or three 


colors, plus black 


National representatives 
TEXAS HARTE-HANKS 
NEWSPAPERS, Inc. 


National City Bldg., Dallas 
New York 


Chicago 


One Door-and you re in! 


The Caller-Times is all you need to 


tap this half-billion-dollar market 


Effective buying income went up to over $525 million 


last year in the 11-county South Texas sector included in the 


Caller-Times city and retail trading zones. Retail sales gained 


to more than $345 million. 


One medium is all you need to tap this big market, where 


8 out of 10 families read the Caller-Times. Circulation is 
now at an all-time high—more than 84,000 ABC. 


Our new market data folder gives complete facts and fig- 


ures. Write for your copy today. 


Che&rs7cnricCaller-Cimes 


CORPUS CHRISTI, TEXAS 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


TEXAS — (Continued) 


COUNTIES 
CITIES 


Newton... 
re ‘ 
Sweetwater 


Orange... 


7p ESTIMATES 
JM By 


/1/84 


EFFECTIVE BUYING 
INCOME 
ESTIMATES— 1953 


RETAIL SALES 
BYP ESTIMATES—1963 


Matra 
ae, 


ooitan 


Total 
(thou- 
sands) 


% 
of 
U.S.A. 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


SALES AND 
ADVERTIS- 
NG 


! 
CONTROLS 


Food 


General 
Mdse. 


Furn.- 


Auto- 
motive 


Buying 
Power 


10.3 
20.8 
14.8 
203.8 


135.0 
7.2 
1.7 

51.8 
27.8 


226 , 530 
20,635 

3,161 
74,413 
42,645 


-0031 


1314 


0083 
-0013 
-0303 
-0173 


-0138)1, 
-0103)1, 


0921/1, 


1,534'5, 265 


1,684 
5,375 
4,578 
46 ,864 


38,249 
3,215 
149 
14,635 
10,576 


487 
3,578 
3, 064 


2,549 
1,912 


873 
6,539 
6,294 

56,160 


51,997 
3,379 
86 
8,675 


8, 008 


32 
1,245 
1,142 


A and A See end of state for SM Metropolitan County Areas. 


© SM, 1954. 


Before using these figures, see 


explanation page 11. 


If you’re selling to Jack Rabbits we would recommend that you buy more 
than 1000 watts in the Lubbock and South Plains Market! 


If you are selling to people, KSEL with its 1000 watts is all you need to do 
the job. 


If population figures are desired, we have them for you. There 


Why not contact us in Lubbock, Texas, or the 


Wm. G. Rambeau Co., National Representative 
950 
LUBBO 


are a lot of tolks in this part of the country so we recommend that you con- 
centrate your advertising dollars on them. 


WHY BUZZ BUNNIES WHEN YOU CAN PERSUADE PEOPLE? 


MAY 10, 


1954 


With innate immodesty, we call your attention to a Fact: 


Amarillo is again No. 1 for 
the nation in retail sales per “« 
family. If this suggests that : AM- 


we're worth an investment, Amarillo 


it’s no coincidence . . . it’s 


advertising. 


To pursue it further, see the Katz Agency, our national representatives. 


NBC and DuMONT Affiliate 


TEY Pe: — ‘ The “SM” symbols mark original, exclu- 
TEXAS — (Continued) at, ma sive estimates by SALES MANAGEMENT. 
™ ; i) PR sais SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
SM ESTIMATES SM INCOME ING 
1/1/84 ESTIMATES— 1953 ESTIMATES— 1953 CONTROLS 
politan FIVE STORE GROUPS 
Area Urba x (in thousands of dollars—add 000 


of f 

U.S.A. | ita t Per General | Furn.- Auto- 
Mdse. | House- | motive 

Radio 


) 


Palo Pinta oo. t , J A ° . ’ 1,190 340 5,109 


Mineral Wells 3]. 3.9 ,039) . , 36% 827 4,632 


Panola. . 2,190 386 


Parker... . 
Weatherford 


3AAmarillo... 


Rains 

Randall . a 
3AAmarillo 

Reagan. 


2.6 
20.3) . ° 15,707 
14.5) . le 22,895 

9.9) . k 18,513 


0.1) . ° ° 15,424 
1.0) . . Ee: 1,799 
18.8) . . . 16,032 


5.8) . d 5,331 
16.5) . ° . 22,430) . 
0.4) . ° ° 45,672) . 1,130)3, 

7.0) . , 8,771) . 1, 253/3, 813 


2388 882 2998 & 82 2 


8.0} .0050 6,727 
7.9| .00650) : 5,436 
6.9| .0043 ° 5,071 

0242 


~_— 


=~awew 
b 


38.8) . 38,454 
8.3| .0052 ° ° 8,884 
2.7; .0017 ° 3,951| .0016|1 ,463/5,644) 


sis 888 222 


£8 883 
822 238 


wot 
2 


30.7; .0192 e 56,949) .0231/1,855/6, -0206 
16.0} .0100 . 31,536) .0128/1,971)5, -0187 
4.6! .0028 P 6,518} .0027|1,417/5,014 4,886) .0028 


2 Kilgore is in G and Rusk Counties. A and A See end of state for SM Metropolitan County Areas. Before using these figures, see explanation page 11. 
8 Amarillo is in er and Randall Counties. © sm 


88 
#8 


~~ oO 


, 


702 SALES MANAGEMENT 


| NO1 METROPOLITAN 


AREA in the NATION 
with $5248 | 


"RETAIL SALES__ 
Ber ramiy'— 


XAS DAILY PRESS LEAGUE, INC. « NATIONAL REPRESENTATIVES 


Since 1952 
GENERAL MOTORS 
BELL AIRCRAFT 
CHICAGO PNEUMATIC TOOL 
TENSION ENVELOPE 


These are just four of the many nationally known manufac- 
turers and distributors who have built new plants in 
Metropolitan Fort Worth to serve the rich five-state South- 
west Market. Have YOU considered Fort Worth? 


Here Are 8 GOOD Reasons: INDUSTRIAL SITES AVAILABLE 


1. $20 Billion Market. Write, wire or phone 


2. 9 Railroads . . . 26 Truck Lines .. . 6 Industrial Department 
Airlines 


Abundant fuel, power and water. 


Dependable labor supply. FORT WORTH 


Over 70 minerals produced in the area. 
Climate you'll like. CHAMBER OF COMMERCE 
. No city or state sales or income tax. 


. Complete banking facilities. 
Fort Worth, Texas 


S — (Continued) b. MM Sales  MAMAGEMENT. 


SALES AND 
oe hla RETAIL SALES ADVERTIS- 


i - 
w) ESTIMATES—1953 ‘ ESTIMATES—1953 CONTROLS 
COUNTIES _ |politan| FIVE STORE GROUPS 
CITIES Area (in thousands of dollars—add 000) 
% Per 
of | Cap- 
S.A.| ita 


U. 


ee 
Shelby * 5) 4. ; oars 825/2, 
| | 

Sherman ° é ° J -0029|2,800/9, 
Smith : d a A ° -0420'1 ,336/4, 

AtTyler OR al : -0286 1 ,567)4, 
Somervell 6 d d ool J -0012|1,198|3, 744 
Starr . a , ; -0038} 663/3,1 
Stephens 5} . ° A - 0067 |1 ,557/4 ,807 

Breckenridge. : ‘ .0047}1 ,645/4 , 606 
Sterling . 4 ; mp. ,266/4, 115 


Stonewall 3.6| . 0025/1, 668 6,671 
Sutton hg 9} 2. .0020 1436/5, 583 ’ 
Swisher : d -5| 3. ‘i .0071|1 ,989|7, 000 F 2,160 


Tarrant . ° 141.5/416.6 - 3216/1, 726/5, 591 ’ . 107,514 
AFort Worth 335. ‘ | 107.5 33, - 2372 e6802 8: p 90,446 


Taylor ¢ A 21.1) 52.7 -0482/1 ,661/5,621 ° . 15,981 

Abilene ‘ | 16.8 .0369}1 ,723/5,747 : | 13,584 

Terrell 0} 0019). -0017/1,.361 4,537 .0017} 3, 610 
| 


Terry " .9| 8. ; .0086|1,490 5,425 y : t 3,851 
Brownfield FF 5) . -0062/1,897)6, 070 ‘ ; | 3,380 
Throckmorton 8] . am .0019/1,364/5, 306! , : 793 
i .2| .0107| 6.1) 7. ¥ .0073|1,036|3,494 F ‘ Y 4,215 
Mount Pleasant b 4. , .0042|1,440/4,090] 12,449] .007 | 3,305 


Tom Green. ... A . ° 0461/1 ,644)5,597 77,432) . 15,212 
ASan Angelo . -0379 6) -0417}1 ,690)5, 515 71,218) . 13,621 
Travis. . $s +6) .1122 . ° -1191/1,621)5, 190,216) . 39,188 
Austin b ‘ -1011 . 3 - 1028/1, 563/5, 6: 183,843) . 37,373 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. 
704 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


MORNING AND EVENING 


223,729 


"SUNDAY 


REACHING THE BUYING POWER 
OF FORTSWORTH AND WEST TEXAS 


*ABC Audit Report for 12 Months 
Ending March 31, 1953 


LARGEST CIRCULATION IN TEXAS 
Without use cf Contests, Schemes or Premiums...“Just a Good Newspaper” 


MAY 10, 1954 705 


The Wichita Falls Daily Times 


Falls Texas. 


sale zone grouped for the grand total. 


It’s yours for the asking. Just fill in the coupon and mail to 


TIMES PUBLISHING COMPANY 
Wichita Falls, Texas 


Send the Wichita Falls, Texas, Market Analysis Statistics to 
Name 


Address 


City 


offer you a new, complete and authoritative market analysis of the 30 
county, $671,030,000 market area that surrounds Metropolitan Wichita 


New—because for the first time reliable information has been compiled on all the counties in the Wichita 
Falls trade area—both Texas and Oklahoma, and is in one convenient folder for your files. 


Authoritative—because only nationally recognized sources are used. Where no nationally recognized 
estimates have been published, we include only latest census figures. 


Complete—because all primary market figures published since 1950 by ALL THREE leading market pub- 
lications are included for counties in the Wichita Falls market area. You will find our 13 county primary 
retail zone (Audit Bureau of Circulation) grouped and totaled, then the remaining counties in our whole- 


and Record News 


T E XAS- — (Continued) 


y EST ESTIMATES ereeres Spe 
1 
SH ee ESTIMATES—1953 


COUNTIES 


Fami- | ized 
| lies | Popu- 
| (thou- | lation 


Uvalde 


Uvalde 1, 288/5,503 
Val Verde 970|3,903 

Del Rio s ‘ | 996/3,903 
Van Zandt 8} .0130| 6.4) 077, .0086|1,013/3,283 


Victoria 
Victoria 

Walker 

Waller 


d ,481/5, 268 
.0136/1,620)5,383 
.0078| 920|3,923 
0062|1 ,247|4,795 


Ward 
Monahans 


.0098/1 ,559/5,620 
‘i .0051 1,687)\5,202 
Washington 5) .0122! .8| 7. } .0069) 872/2,933 
Brenham .0033 1, 162/3, 389 

i .0200| +820|3,592 
c ; .0195| 845)3,609 


10. " 11.0 -0189|1,277|4 604 
0049/1 ,664/4,672 
-0061 - . - 0051 |1 ,268)4 439) 


159 119.8) .0749 , . - 0839/1 ,722/6,368 
AWichita Falls 79.1} .0494 - 0574/1 ,785)6 537 


= 
+ ose 3, com 


aa 2,939) 


The ‘“‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
RETAIL SALES ADVERTIS- 
ESTIMATES— 1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


— 
Food 


2,313 
3, 059| 


BSR 


| 3,923) 


4BS 


sam 


| 


ao 


288 SsSks 3 


12,215 
1,525 


8,510 
3,172 
2,828 
24,244 
18,822 


A and A See end of state for SM Metropolitan County Areas. 
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Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


IN 
iE 7 RS j WICHITA FALLS 
TEXAS 


FIRST IN COVERAGE 


Covering 24 Texas and Oklahoma counties with 
more power (60,000 watts), tallest antennae 
(514 feet), choice channel (3). 


FIRST IN AUDIENCE 


Far more people watch KFDX-TV more hours 
every day than any other TV station in this market 
(Conlan Survey, November, 1953). 


FIRST IN ADVERTISING 


ston ted vrs Oa ‘eg, regional, rr and NBC- ABC 


z 


WRITE FOR NEW STATISTICAL ANALYSIS OP--THE-- WICHITA FALLS . MARKET : 


WICHITA FALLS, TEXAS 
-IT'S TOO BIG FOR REMOTE CONTROL 


4 


You miss that “extra something” your customers 
want if you serve the 30-county, $592,000,000* 
North Texas - Southern Oklahoma area from any 
; remote point instead of WICHITA FALLS, its key 
a city. 
Write today for your free copy of the 1954 
WICHITA FALLS BUYER’S GUIDE, with complete 
listings of manufacturers, wholesalers, and shipping 
schedules. Clip and mail the coupon below. 


* Sales Management 


Wichita Falls Chamber of Commerce 
| Wichita Falls, Texas 


| Please mail me a free copy of the 1954 WICHITA FALLS 
| BUYER’S GUIDE 


Commercial Department 


Wichita Falls Chamber of Commerce 
P. O. BOX 1860 Wichita Falls, Texas 


MAY 10, 1954 


What You Should Know About 


JEFFERSON COUNTY 


@ A Bustling Trade Center of Wealth in Texas @ 


POPULATION 


TOTAL (NET) 
PER CAPITA 
PER FAMILY 


Beaumont, capital of the nation’s chemical empire, is a city of wealth 
derived from oil, refining and by-product manufacturing, shipping and 
shipbuilding, lumber and other important industries. Expansion of 
operations in the huge shipyards here, increased employment in oil re- 
fineries and numerous other manufacturing plants are reflected in 
Beaumont's high retail sales and buying income! 


EFFECTIVE BUYING INCOME 


RETAIL SALES 


TOTAL DOLLARS 
COUNTY SALES PER 


MERCHANDISE 
FURNITURE- 

HOUSEHOLD 
AUTOMOTIVE 
DRUG 


QUALITY OF 
MARKET INDEX 


1953 


BEAUMONT ENTERPRISE and BEAUMONT JOURNAL 


The BEAUMONT ENTERPRISE and BEAUMONT 
JOURNAL are the only newspapers offering com- 
plete and exclusive merchandisable coverage in 
wealthy Jefferson county and the surrounding 13- 
<ounty market. 


represented by 
the BRANHAM COMPANY 


The “‘SM"’ symbols mark original, exciu- 
sive estimates by SALES MANAGEMENT. 


TEXAS — (Continued) 


EFFECTIVE BUYING 
@ INCOME 
ESTIMATES— 1953 


RETAIL SALES 
ESTIMATES—1953 
FIVE STORE GROUPS 
(in thousands of dollars—add 000 


77, ESTIMATES 
1 
JM By 
COUNTIES l 
CITIES Area 


) 


Raymondville 
Williamson... 

Taylor.... 
Wilson 
Winkier...... 
Wood 
Yoakum 
Young. ... 
Zapata........ 
Zavala. . 


aT Tiit 


= 
~~ 
nw 


88883 


“—~——_ = = 
2g 
os 


46 
1,437 238) 


la 
3 


| } 
Total Above Cities 4,588.0) 2.8670 1,402.6! 3.1915)1,711/5,597 1,326,945) 901,057 


391, 363) 1,661,436 208,148] 3.3316 


8,510.8) 5.3186|2, 442. 1|8661.5]12, 642, 326 5.1388|1,485|6,177 2,019, 608|1,075,260 474, 182'2,180, 128 282,728] 5.2254 


-@ZD Metropolitan County Areas 


104.2} .0651| 32.9| 102.0] 206,390] | .0839\1,981/6,274 
179.6) .1122) 48.2) 161.8] 273,127) .1111/1,821)5,667 


28,799) 
-— 
| 
393,295] .1558|1,764/5,943 ’ A 59,447) 
| | 
85.1) 176.7 323,044) -1314| 1,585 5, 863 x , 46,864 
225.3) 661.1) 1,457,801) .5826|2,011/6,470 195,676 
56.6) 173.8] 351,803 52,488 


- 1430/1 ,528 6,216) 
141.5! 416.6) 791,119] .3216|1,726|5,501 107,514) 


11,114 
18,768 


10,594 
10,89 


45,506 
42,360 


5,804 
? 1112 


217.3 .1358) 


64.5) 199.5 29,795, 18,154) 61,166) 8,272] .1515 
| 


203.8) 
724.9 
230.2 
458.3) 


.1274 
-4530) 
-1439 
. 2864| 


21,828 
197,909 


13,534 
55,544 


56,160) 6,946) 
229,698) 34,133 
37,714, 15,120) 65,424) 8, -1430) 99 
137,607 24,651) 113,490) 17,604]  .3203| 112 


Before using these figures, see explanation page 11. 
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1284) 101 
5713) 126 


© SM, 1954. 
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NO MIRRORS..NO MAGIC’ 


The plain facts and 
figures in WBAP-TV’s 
tremendous trading 
area. 


\ 


Reach more people... get greater sales 
... hit the biggest market in the great 
Southwest with 


WBAP.TV 


WBAP-TV 55-COUNTY MARKET DATA 


Retail sales (1953) $3,097 ,012,662.90 
Population 2,695,700 
Food Sales $643,187,000 

Drug Sales ‘ $92,811,000 
General Merchandise Sales $470,508,000 
Home Furnishing Sales $157,276,000 
Automotive Sales $754,553,000 


Survey by Dr. F. L. Whan, Kansas State College 
Market Data oomreee | by ‘Standard Rate & on Service, Inc., 
1954 Consumer Mark 


THE STAR-TELEGRAM STATION « A8c-Nec e¢ FORT WORTH, TEXAS 


AMON CARTER AMON CARTER, JR. | HAROLD HOUGH GEORGE CRANSTON ROY BACUS 
Chairman President Director Manager Commercial Manager 
FREE & PETERS, Inc. - National Representatives 


MAY 10, 1954 709 


largest metropolitan area 
within 290 mi. radius! 


largest TV adie 


arket in Texas 


NKD UB-1 Vv, South Plains’ Leading Television Station 


NATIONAL REPRESENTATIVES: AVERY-KNODEL, INC. 
PRESIDENT AND GEN. MGR., W. D. ‘DUB’ ROGERS, GEORGE - SALES MGR. 


Metropolitan County Areas — (Continued) | bm Se at ced cate 


SALES AND 
POPULATION ag Tp RETAIL SALES ADVERTIS- 


ESTIMATES 1 ING 
1/1/84 CLD Ustimares— 1953 BYP ESTIMATES—1953 CONTROLS 
¥ a c me FIVE STORE GROUPS 
Total % rt ized (in thousands of dollars—add 000) a 
ed | } g BN ; ying 
Popu- ( Sales | | Power 
sands) cde) | U.S.A. | (neo | lation 

sands) 

uae 


127.4) «. 38.3| 112.5 248) 0891 1,721)5, 724 151,803) . | 3,064) 34,496) 13,761) 10,388, 26,332) 5,791 
972.5) . | 294.7) 888.9 856,123) .7545/1,909/6, 296) 1,195,425). 4,056, 282,642 | ved 263,296 35,947) 


| | | 

60.0; . 13.7] 56.8) x -0200, 820'3,592 53,483, . 3, 904 12, 215| 7, 047) 2,498 8,551 1,728) . 

133.4). 38.0) 105.9 ’ -0986 1,818|6,382} 179, ‘ea ° 4, 734| 27,048, 23, 364 9,614 54, 636! 6,584 0973 

69.1. 20.3! 62.1 . .0461|1 ,644'5, 597) 77, 432) A 3, ar 15,212 9,623 4,532; 19,539, 2,265)  .0452 
| | | | 

536.4. 143.2) 489.2 ° -3140|1,4405,394) 548,268) .3187) 3, 929 122,872| 76,039) 29,241) 112,870] 17,086) 3197 

41.4) 103.9 ’ -0793 1,399'4,709} 160,545 .0933| 3, 878) 34,884) 19,632) 9,078} 40,535) 4,285)  .0851 


© © SM, 1954, Before using these figures, see explanation page 11. 


your advertising 


The Per Family Effective Buying [ih an table oe 
TT a meh 86San Antonio's 
(Bexar County, Texas) is 4° greater 

than the National Average, and GBS-TV 
4° greater than the Texas average Channel § 
County Average . . . . $9394 rer ram er ee 


National Average. . ©. $9173 rex ram | 


Texas Average .. 2 © SOUT T see came tom Meter — nana sles Drea 


118 E. 57th. — New York 
National Representatives . . , Katz Agency 


SALES MANAGEMENT 


fn the Fabelously Rick, Houston Markel. 


| HE HOUSTON u OST THE PACE: 
IN CIRCULATION GAINS — 
Surpassing all competition last year and for the last 
ten years. 
IN EDITORIAL EXCELLENCE — 
Five AP awards in 1953 —- ahead of any other Hous- 
ton newspaper. 
PUBLIC ACCEPTANCE — 
Post readers pay more than $400,000 a year more 
eS for the Post. 
a. PULLING POWER — 
\= More than 144,000 entries in 1953 ten-week Foot- 
ball Scoring Competition. 
PROGRESS — 
South’s most modern newspaper plant now abuild- 
ing — cost $4,000,000. 
For exciting details about these and other important 
Houston market facts see Moloney, Regan and Schmitt 
or contact the Houston Post. 
Starch studies made regularly. Details available on 
request. 


1-1-1954 No. of 
amities 
(in Thous.) (in Thous.) 


14.3 
578 
41.5 
12.0 

8.1 
17.7 


46,4 
12,642,326 9,131,567 


Represented Nationally by MOLONEY, REGAN AND SCHMITT 


W. P. Hobby, Publisher *ABC Publisher's 
Eugene Lemcoe, Statements: Sepr. 30, 1951 
Director of Advertising and Sept. 39, 1953 
Robert Barron, Manager 
of General Advertising 


TEXAS’ LARGEST MORNING NEWSPAPER 


THE HOUSTON POST 


Now More Than 187,000 Daily * 201,000 Sunday 
. . - and still growing! 


MAY 10, 1954 


Abilene, Texas—A 54,587 Metropolitan Market! 


Cover the 15-County Abilene Market with the 
PERCENTAGE OF FAMILY 44,851 ABC Circulation of the Abilene Reporter-News 
COVERAGE AFFORDED BY LOOK AT THESE FIGURES (In 000’s) 

ABILENE REPORTER-NEWS: From Sales Management's 1954 Survey of Buying Power— 

In the market area served by this Reval p -.. a a. 
regional newspaper, the circulation Abilene Corporate area 90, 802 83,978 13,584 29,047 2,470 
of the Reporter-News offers FAM- Taylor County 118,593 91,359 15,981 30,920 2,520 
ILY-COVERAGE as follows— 15-County Market Area 412,200 302,225 64,023 83,845 9,208 


5 Counties — 50% and up! @ Increased Oil Activity and Construction of a $70,000,000 Two-Wing Air Force Base Will Add 
4 Counties — 40% to 49% Greatly to 1954 Business Activity in Abilene! Construction Already Under Way, $23,472,000. 
3 Counties — 25% to 39% 


3 Counties — 15% to 24% The Abilene Reporter-News 


Represented Nationally by: TEXAS HARTE-HANKS NEWSPAPERS, 927 National City Bidg., Dallas 1, Texos 
CHICAGO: 400 N. Michigon Avenue NEW YORK: 52 Vanderbilt Avenue 


TEXAS— Metropolitan County Areas — (Continued) Tne cstinates’ te SALES DARAGEDERT. 


sive estimates by SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
BYP ESTIMATES—1953 BYP ESTIMATES—1983 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Net 
Dollars of of 

(add ‘ ) i Per Furn.- Auto- 

000) Food . | House- | motive 
Radio 


206,328) . . 24,244 ’ 7,184) 36,666 . 
118,593) . ’ 15,981 ’ 4,286) 30,920 0489 


335.1) . 5 e 315,904) . 3,91 254,272) . 58,621 6 13,798; 55,869) 6, - 1503 
103.0) . . \e 111,817). 3, 85,357) . 20,276 3,769) 17,354) 2,381)  .0505 
77.3) «. . . 103,298) . 4,551 85,648) . 16,688 5,500) 26,108) 2, 0456) 94 


-} 4,863.0 4158. of 8,090, 267) 3.2889 5,78} 5,744, 208 3. 3387 4, 1001, 195, 153 328,174 1,296, 480|181, 387] 3.2540] 107 


TEXA S ad @D income ‘Seochdows of Consumer Spending Units 


NET INCOME GROUPS, 1963 NET INCOME GROUPS, 1963 


Total 


: 
: 


$7,000 & Over 


wt 


$4,000-6,999 {7.00 & Ove 


‘© 
Unite lars 


HT 
* 
see 


5.5 
11.5 
16.9 
32.0 
18.3 
19.0 
11.2 
18.2 


19.3 51.5 
10.4 26.7 
23.8 
14.2 
15.2 
25.6 
30.6 
18.5 


ota w- @ 
SSeNee8 
cer onrodode@ 
S2Resea 
reeerte? 
wh oon 


BNSRRKSS 
ESBNESBES BeeeBsssse 


NNN" OK & = @ Ww 
ot ane oe eo 
et a 
N@a-—@Weaqoq@ 


49.4 18.6 
60.1 31.3 
18.2 4.6 
55.9 27.9 
18.9 3.3 
37.0 11.3 
52.0 23.0 
32.7 10.5 
34.9 12.8 
23.6 56.9 


32.7 
11.8 
41.7 
12.8 
69.0 
36.5 
21.3 
30.6 
21.2 
4.1 


SSBS SSRSENSS 
oar 


SSSESERE SSBSREREER| Ee 
SBSrwowresnanwe SwBoOSoHwWaNnDoe 


erwneowraenae 


25.8 7.5 
40.2 15.8 6.6 21.6 
45.0 18.6 5.5 20.7 
37.4 12.8 A . 0 27.7) 11.6 4.0 


Before using these figures, see explanation page 11. 
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12.5 35.2 


BSH SERRSSRARS LKSENKSR | Fe. 
220 ewoenoaoecwoqen 


TWO TOP CBS Radio Stations 


Poe: KWe 4 9, TWO BIG Southwest Markets 
ai sas ONE LOW Combination Rate 


QKs 
4 LYS eer Sales-winning radio schedules for the Great 
‘ Southwest just naturally include this pair of top- 
AMARILLO | rt Pe Pog ~~ producing CBS Radio Stations. Results prove 
940 ¥¢ eS ; ei this! Write, wire or phone our representatives now 
ee t eee for availabilities and rates! 


Represented by JOHN BLAIR & CO. 


TEXAS —6¥D Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1953 NET INCOME GROUPS, 1953 


% 


a 


Con- 
COUNTY c a $7,000 & Over sumer ;| $4,000-6,999 fae & ve 


e 


So & to & 
to & ~a 


BESESR RASS 
> & bo © S & 


52. 
19. 
37. 
40 
23. 
48. 
27. 
33 
55 
27 
55. 
58. 
43 
17 


NUS Sobk vw e2eae~ 
83 ESSE 
coe 


SAeaecaneoousd 
weweceeacoooue 


29.4 
25.6 
41.6 
29.8 
31.7 
37.6 
31.1 
30.8 
20.4 
24.5 


N=-WowNn=@O—-—— 


SENSSRSS BEKESER SSE 


weoenwnanseoe 
EEUSELSSLNS SPSSSPERES 


eoreenrcaqansc co = 
NSSERERESS 


-onmwwooant 
a oe ot oe 

- > 

- © 

_ > 


26.5 
29.1 
31.7 
22.1 
28.7 
13.8 
31.4 
25.3 
15.5 28.1 
27.3 29.2 


a 


[UBS & woo 
oe Ne & & 


RSESS@TSesass 
a i or 
Sek 


SHEE LSELRS 
owsfr @woonecr Oe 


_ 


44.6 
57.3 
48.6 
56.8 
63.1 
41.7 


17.2 27.7 
11.6 19.3 
14.7 26.5 
13.3 26.9 
10.4 21.8 
22.4 32.65 8. 8 
56.2 14.4 26.5] 5.3 
32.3 25.1 25.9 | 15.5 


Before using these figures, see explanation page 11. 
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eowwoe 
ona 


enon a ee 


SENRREES 
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TEXAS —G@Zp Income Breakdown of Consumer Spending Units — (Continued) 


NET INCOME GROUPS, 1953 a NET INCOME GROUPS, 1953 
$2,500-3,999 | $4,000-6,999 eee $7,000 & Over 


% A Units % O 
Boi | Dat Dat whe 


28.0 | 19.5 ° . . ony ° F J . 2.8 10.9 
29.8 | 22.3 ‘ baw . , . . ° : 10.3 30.9 
30.2 | 27.9 ° , ° ° ‘ : 5.3 18.2 
17.4 | 29.1 ° X . ‘ . i 11.5 38.7 


19.1 | 26.6 ’ , . ° ‘ ° . 14.7 37.0 
25.6 | 20.8 ° , ° bows ¢ x ’ < 9.8 27.3 


24.9) 24.5 32.7| 9.0 2. 1 | 59.4 30.6 | 25. . 3.8 14.2 
22.2 | 30.7 
34.9 | 10.2 
30.9 | 10.5 
12.9 | 24.1 
30.3 


« 
2 


afi? 


~~ 
@en=n eb eereae+eou 


Seos. 


34.8 73.5 
9.7 31.1 
4.7 14.7 
3.7 13.3 
10.5 32.3 
8.4 27.6 
16.7 45.5 
18.2 51.0 
21.3 55.5 
13.0 34.6 


-~=—wr 
wow 


weoor aoe ere 


18.0 
25.1 
28.9 
22.2 

9.6 
30.4 


39.5 ; ° . <ounies ° ° . ° ‘ 6) 11.6 34.9 

¢ | 11.7 32.2 
13.9 38.8 
12.8 365.1 
5.5 20.3 
12.4 36.8 
10.9 35.4 
3.0 10.8 
4.5 16.3 
4.8 16.3 


-as 
sow 


_ 


Scumarwrued- @ 


Nu Swe © 


to bo im 


37.0 
7.9 29.0 
9.3 32.1 
4.6 15.4 

35.3 
4.3 14.6 
5.3 19.2 

33.9 
3.8 16.2 
6.7 26.0 


wed earwvnwase 
xcoe 


wes oS & &- 


one wD 
oe 


sa bo tm 


Nee we dw ® 
wo 


36.5 
24.7 
33.0 
36.2 - 
35.9 
19.2 
16.0 
37.5 
19.2 
18.3 


3 9 
0 2 
A 5 
0 3 
5 5 
0 7 
8 1 
5 0 
2 6 
3 0 


~ wt & 


SH aoauwe-s 


ae 


53.9 “abe? r . : 33.1 
13.3 : : q .8 | 30. P . . 34.2 
14.6 odete .3 | 71. .1| 13.8 19.6] 11.9 26.6] 2.8 12.9 
4.2 = || saseacl : 5 24.3) 14.9 26.5] 4.4 16.5 


“a & 


weawewrwnoonws 


1 ® 


- 


24.3 2,967.4 | 34.8 11.0 | 26.3 20.8 | 27.3 33.1 | 11.6 35.4 


12.3 ccemtenyfecinene Seine emcee nese | nae meet ieee eesti 


18.1 12.7 Bw Sa }55.050.3 | 30.3 9.1 | 26.0 19.2 | 30.7 35.4 | 13.0 36.3 


U T A H — Counties and Ci (Gaho, Montana, Nevada, ‘New Mexico, Wyomioe-} 


Pop. 
| in. NuMBER OF OUTLETS } NuMBER OF OUTLETS 


County jthous.)} F | GM ahem A | D 
“Ps Be gee Se ees igirt aeee ce 3 

5| Pr j +. Cecde 9 

6 

1 


~F | GM |FHR| A | D 


7 2 | | 193. 104} 98] 54 


39/14 


h Before using these figures, see explanation page 11. 


Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 


SALES MANAGEMENT 


UTAH 


1950 Net Effective Buying Income 


= | In excess of $150 Million 


ES $75 Million to $149.9 Million 
[==] $40 million to $74.9 Million 


$15 Million to $39.9 Million 


Cities shown ore those having net 


Effective Buying Income of $15 million 


ond over 


Scole of Miles 
° 1s so 


One inch Equols Approximately 65 Miles 


The “SM"’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


U TAH — (Continued) 


COUNTIES 
CITIES 


PULATION 
ESTIMATES 
1/1/54 


Pgh on BUYING 
ESTIMATES—1953 


RETAIL SALES 
ESTIMATES—1953 


Tctal a Fami- | ized 
(thou- of lies | Popu- 
sands) U.S.A. | (thou- | lation 
| sands) | (thou- 
| sands) 


Per 
Cap- 
ita 


1.2)... 
5.4) 
9.3) 
5.1) 


22,179 


-0023| 3,358 
.0136| 4,338 
.0214| 3,959 
.0170 


-0163) 3,785 


ss? 83528 


w 
= 
a 


0037/1 ,370'5,399 
-0028|1 194 /4,618) 


.0099 | 
.0001| 1,040) 
.0162| 2,605) 


-0047) 4,332 
-0016) 1,879 
-0014| 3,108 


.0006| 2,090) 
0092) 5,818) 
.0083| 
.0036| 4,181) 


FIVE ST rd GROUPS i—it—t*™sS 


(in thousands of dollars—add 000) 


SALES AND 
ADVERTIS-. 


IN 
CONTROLS 


| 272 


751 | 
704 703 


551 191 1,294 


325 
164 


— 


S@ wea 8828 Sees 


© SM, 1954. 
MAY 10, 


1954 


Before using these figures, see explanation page 1. 
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me" Salt Lake 
mulsion ; Intermountain 
Market 


This big, rich 4-state market of 114 million people is 
wrapped up in one package with sales that outrank many 
of the nation’s largest cities. 
@ In total Retail Sales, it leads San Francisco, 
Washington, D. C., Boston, Baltirnore and St. Louis. 
In Home Furnishing Sales, it tops 
Cleveland, Baltimore, Boston, and St. Louis. 
In Automotive Sales, it is over Philadelphia, 
Washington, D. C., Cleveland and San Francisco. 


In Building and Hardware Sales, it ranks above 
Chicago, Los Angeles, Detroit, Cleveland 
and Philade!phia. 


Completely 

Covered and Sold 

By These Two Great 
Metropolitan Newspapers 


Represented Nationally by: 
MOLONEY, REGAN & SCHMITT, INC. 
Metropolitan Sunday Newspapers 


UTAH — (Continued) — The Sa symbols mark rival, xc 


POPULATION EFFECTIVE BUYING RETAIL SALES 
SM ESTIMATES SM INCOME 


1/1/84 ESTIMATES—1953 @D ESTIMATES—1953 


COUNTIES 


ef? 


8 $2 833 8288 


d ‘ 7,925 4,789) 18,274) 2,1 
0190] 8. .0175}1,354)5, 188 4,864] 2,601) 11,767| 1,040 
A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


WHAT THE TRIANGLES STAND FOR... 
The solid black triangles in these tables and footnotes refer to Standard Metropolitan Areas. 
The open triangle indicates SALES MANAGEMENT “Potential” areas. 


SALES MANAGEMENT 


Like two peas in a pod... 


5 “My : . 2 Ly 


MU: 


< Te 


a 


KSL Radio and BIG $$$ Sales for your product 


Retail sales up $29,143,000 
Effective buying income up $73,680,000 
Population up 22,000 


With a whopper of a Hooper and 
50,000 watts of power, your best buy 


is as always 
These figures for KSL Radio’s 58 


| 

| 

| 

| 

| 

| 

| 

| 

l 

| 
county Hooper area prove thathere Ww 
is a market worth dominating and “Fee 
the most effective, economical way a MMe SALT LAKE CITY, UTAH 
to dominate the Mountain West’s CBS Radio Network 50,000 Watts 


Billion Dollar Market is with KSL- Represented by CBS Radio Spot Sales 
Radio. 


From Sales Management 1954 Survey of Buying Power 


sive estimates by SALES: MANAGEMENT, U TAH — (Continued) 


POPULATION EFFECTIVE BUYING RETAIL SALES 
SH ESTIMATES SM INCOME 
1/1/54 ESTIMATES—1953 ESTIMATES—1953 


M 
COUNTIES | 
CITIES 


Total 

(thou- of 

sands) U 
} ) | (thou- 


% | Per! Per 
of | Cap-| Fam- 
.S.A.| ita | ily 


Wasatch..... 5.4) . . ° ’ ° 1,010/4, 195) 6,205) . 
Washington..... 10.2) . . ° ° . 920'3,474 8.765) . 


| 


Wayne......... 2.0) . . ’ . 815 5,433 1,166; . 
© SM, 1954. 


Before using these figures, see explanation page 11. 


Write today for 
SALES MANAGEMENT'S 
1954 
COUNTY OUTLINE RETAIL SALES MAP OF THE U. S. 


7” by 41”... in 6 colors . . . all metropolitan areas clearly defined . . . differences in retail sales volume 
indicated by county color . . . Red for counties with $100 Million or more . . . Green for counties with $50 
Million to $100 Million . . . Yellow for counties with $25 Million to $50 Million . . . Blue for counties with 
$10 Million to $25 Million. Special markings indicate counties whose family sales exceed U. S. family average. 


More than 1570 cities with $20 Million or more sales . . . City population indicated, as of January 1, 1954. 


PRICE: $3.50 a single copy ... $3.00 each for two or more. 
SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N. Y. 


MAY 10, 1954 


“ ws z= 


19 
site ( %-4 )(X+b) xy) =2@+ 


* 


45 %2 


Vt 


9 2zy) ( 2X Y3) = 24 Ag UA ey? 


SALT LAKE CITY 


CBS @ ABC @ Dumont 


serving thirty-nine counties in four western states 


H The “SM”’ bols mark original, exciu- 
UTA H — (Continued) sive estimates. by SALES MANAGEMENT. 
: SALES AND 
LATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
JM By CLD Estimares—t953 CLD estimates—ios3 


|Metro-| A joel 

COUNTIES _|politan| FIVE STORE GROUPS 

CITIES Area » » tine (in thousands of dollars—add 000) 

of of | Cap- of 

S.A. U.S.A. | ita \ Per General | Furn.- Auto- 
Mdse. | House- | motive 

Radio 
Weber one 6) . ’ . x 0569/1 ,464)5, ° . 8,793 6,872; 17,453) 3, 
AOgden on ° d : 0386) 1,545 . é A 7,440 6,163 17,240) 2, 


Total Above Cities! ‘ ° | . anaes -2149|1,617 . ° 75,671 37,770 109,057 15,582 
| | | 


; 
State Total . am) 209.9 498.2 1,038, 808! -4223'1,378/4, A ° ° 5 105,579 48,273| 161,144 22,861] 


UTAH— é Metropolitan County Areas 


Ogden.......... 95.6 02.1] 139,936 1,464/5,016] 114,440) .0607 a ape 22,238| 8,793 6,872| 17,453] 3, 
Salt Lake City...] 125 | 300.4) .1878| 88.4) 250.2] 482,614 see. 007 8,488 289,046 74,412) 59,278) 25,440] 66,528) 11, 


Cee | | 
Total of Areas 1 396.0 2478) 116.3 aat.al 622, seo .2531|1, 57215, 3631 463, 496) 2694! 3,985 96,651! 68,071) 32,3121 83,9811 14,4991 2569) 104 
A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures; see explanation page 11. 


1983) 106 


Table of Contents is on Pages 1, 3 and 5 


SALES MANAGEMENT 


Ogden Standard- Examiner 
Gives SATURATION Coverage 


In UTAH'S 2nd LARGEST Market and City 


@ 92% coverace or WEBER COUNTY 
@ 78% coversce iN TRADING AREA 


NO NEWSPAPER* IN UTAH . . . NO OTHER MEDIA* IN UTAH, Gives More Than 23% COVERAGE 
in This RICH MARKET 


**No Other Media, That Is, Except The Ogden Standard-Examiner With 92% Coverage! 


Represented Nationally by Reynolds-Fitzgerald, Inc. 


UTAH— ) Income Breakdown of ( Consumer $ Spending Units 


NET INCOME — 1953 NET INCOME GROUPS, 1953 


i} Con- 

$0-2, 499 | $2,500-3,999 | $4,000-6,999 $7,000 & Over || COUNTY $0-2, | $4,000-6,999 |$7,000 & over 
Da-| % tae) % Dae a | ol 
Unite lars Units lars uate lars Units Units oe | Units lars | 


21.8 6.6 ‘ 0 | 36. . , . Salt Lake...... 96.1 | 20.0 6.3 | 23.5 +5 | 41.3 42.2 
25.1 8.2 : 1] 31. . : ’ | ; .) ° 3 17.1 | 27.4 8} 20.9 31.7 
34.4 12.7 ‘ 7 | 27. . , . } 3. 2 7.1 . -0 | 20.8 34.2 
16.5 4.5 
32.9 8.0 
18.8 5.5 
38.9 15.2 
34.9 13.6 
37.8 14.5 
38.1 18.1 
26.9 8.2 


_ 
Neo | 


11.2 e . F 39.3 
8.7 A le 8 48.3 
5.4 | 24.6 17.6 ° 60.1 
10.8 | 31.2 26.7 é 37.8 
9.7 25.8 21.0 J 47.3 
9.1 | 30.5 26.2 ° 61.7 
15.4 | 30.0 29.3 | 25.6 38.8 
29.0 9.8 17.3 | 40.0 43.8 | 18.7 31.9 
30.4 11.5 E 24.4 17.1 42.9 46.6 
31.7 10.9 | 31. 6 | 26. . . SRRNE DORENNES ‘SRNR SaReSE De 
8.7 | 35. 9 | 30. x . . nee 227.4 | 23.6 6.9) 26.0 18.9 | 38.7 43.9 | 11.7 30.3 
20.9 : ’ |; —- |- —— — —_—— —— 
8.5| 40.8 34.2/ 26.0 33.6| 7.9 23.7 || USA... }s5,050.3 | 30.3 woe eee 35.4 | 13.0 36.3 
___ Massachusetts, "New_Hampsnire, Mode Istana.) — VE R M O N T — Counties and Cities 
| Pop. HI 4 
map—page 720! (in NUMBER OF OUTLETS | Gn. NUMBER OF OUTLETS 
County thous.)} F GM |FHR At D City e y | F | GM A D 


— 
~_—_ ot 


-~ Pn 


eanaaonon 


Lad 


4 
oF 
0 
8 
mS 
7 
9 
6 
9 
5 
8 
7 
5 
4 
6 
4 
4 


Washington 43! 6 12 Montpelier .. Washi ‘ 26 3 9 
Bennington Bennington 5 14 4 | Rutland... } 77 8| 20 
Brattleboro......Windham.......| } 8 Ss = 22 6 | St. Albans.......Franklin....... 31 } 12 
Burlington. . Chittenden. ..... 7; 20 31] 28) 13 | §$t. Johnsbury... .Caledonia.... | 28 11 


SALES AND 
PULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
a 1/1/84 SYD estimares—r9s3 ESTIMATES—1953 CONTROLS 


4 Metro. 
COUNTIES | | | FIVE STORE GROUPS | 
CITIES Area Urban- | | \ Coun- (in thousands of dollars—; 
Total % | Fami- | ized ars % | ¢ if ae Buying |Qual- 
(thou- of lies | Popu-} Dol | Sales Power | ity 
sands) | U.S.A. | (thou- | lation 8. | 000) S.A. } index | In- 
| | ) | | dse. | House- x 


Radio | 


22, 430 0091 it, 1274, 3, 0094 3, 108; 4,573) 326 2,280) 363; .0099, 80 
7. q 8. 2 33,620; .0136 1,378 4,483 , .0150| 3,450) 7,532 913) 1 ,035| 4,624, 626) .0144 94 
_ Bennington . | 2.6 __ 12,825) .0052/1, 564 4,933 , 256) 0094| = | 4,233 659) 723|. 3, 059! 3821 .0064) a) 125 


|__| 


© SM, 1954. Before using these figures, see explanation page 11. 


WHAT THE TRIANGLES STAND FOR 
The solid black triangles in these tables and footnotes refer to Standard Metropolitan Areas. 


The open triangle indicates SALES MANAGEMENT “Potential” areas. 
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VERMONT 


1950 Net Effective Buying Income 
Pa In excess of $150 Million 


[27 $75 Million to $149.9 Million 
$40 Million to $74.9 Million 


$15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 
and over 


Scale of Miles 
eo § 15 25 35 


ee el 


One Inch Equals Approximately 25 Miles 


WIKE seers WTWN ss. sioy WINTX spins 


REPRESENTED NATIONALLY BY JOSEPH HERSHEY MCGILLVRA, INC., AND KETTELL-CARTER (NEW ENGLAND) 


DOMINATE EASTERN VERMONT 
at ONE LOW COMBINATION RATE 


Stations WIKE, Newport—WTWN, St. Johnsbury and WNIX, 
Springfield dominate Eastern Vermont exclusively. With one low 
combination rate you can reach Essex, Orleans, Caledonia, Windsor 
Counties; parts of Washington, Franklin and Orange Counties, as 
well as Graftor, Coos and Sullivan Counties, New Hampshire and 
Quebec Province. Get MORE people, MORE sales, for less money. 


Let us prove it to you. 


SALES MANAGEMENT 


Represented nationally by Julius Mathews Special Agency 


“SM” symbols mark original, exclu- 


bd estimates by SALES MANAGEMENT. V E R M @) N T oa (Continued) 


POPULATION EFFECTIVE BUYING RETAIL SALES 
JM ESTIMATES SM INCOME 
1/1/54 ESTIMATES—1953 ESTIMATES—1953 


COUNTIES | 
CITIES 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Food 


6,138 
3,214 


19,637 
12,774 
1,695 
9,264 
4,025 


. 2,991 
-0106 . ’ . ’ ’ ‘ . ’ 2,882 


0132 5.8) 5. ’ . 1, ’ ’ . ’ 4,041 
-0288; 13.5) 18. ’ . ’ ’ ’ 5 ° 13,820 
17.9} .0112 5.5 5 : ’ * . ‘ 7,823 


Aand A See end of state for SM Metropolitan County Areas. 


0106 
0268 
-0138| 123 


Before using these figures, see explanation page 11. 


' Your City: One of the 400? 
This year’s Survey extends the “Leading Cities” list from 200 to 400—so that 


you will now be able to determine at a glance how a specific city ranks . . . among 
the top 400 . . . in population, income, retail sales, and in food, general merchan- 
dise, furniture-household-radio, automotive and drug sales. See “Leading Cities” 
section, pages 153-182. 
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PULLINGPQWER 


IN CENTRAL VERMONT 


Wealth from the world’s largest granite industry, located in 
Barre, from dairying and from the expanding maple pro- 
ducts industry, give Barre’s average family the exceptional 
income of $5277, topping the state average by $865. 


Penetrate this rich market of Barre, which boasts a retail 
activity of $18,282,000 and a total effective buying income 
of $17,942,000; as well as that of Washington and Orange 
Counties. Get complete coverage; use the BARRE TIMES. 


ras Mig hi/ Aue af 
| ‘in 
BARRE TIMES VERMONT'S LARGEST 


Represented nationally by Julius Mathews Special Agency EVENING DAILY 


a 7 / seh (ot mali “ho ; tong “The “SM"’ symbols mark original, exclu- 
VERMONT — (Continued) bs __sive estimates by SALES MANAGEMENT. 
——— ——— <== “9 ~~ | SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 


ESTIMATES NCOME NG 
@D 1/1/54 JH ESTIMATES. 1953 ESTIMATES—1953 CONTROLS 


COUNTIES ian agate ae 1 ~~ FIVE STORE GROUPS a bal F 
CITIES Urban- n- (in thousands of dollars—add 000) : 
%, | Fami- | | lane | & B | a eres Sate ft 

i | | | } 
usa! (thew | lation S. i U.S.A. General | Furn.- Index | In- 
| sands) | (thou- Fs Mdse. | H Drug | de 


helio tes 0070| 3.4 ,942| 0073 '1,602 5,277 | 0106 | 4,576) 2, 161 803} 4,534) 337 
Montpelier 8} .0055| 2.7) ,790|  .0056'1,567/5, 107 0070) 3 ,062| | 828} 2,404) 245 
Windham. . 9} .0180 8.6) 13.8 718} .0158 1,340 4,502 : .0186| 3,731} 8,796) 3,223 «= 741) «5,615,681 
Brattleboro. . . 7) 0073, 3.7 .275|  .0074/1,562/4,939 ,432| 0113) 4,793) 2, 304] 3,571, 510 
0261) 12.8) 8.7 ,371| .0233 1,376 4,590] 228) 0246) 3,378) 11,178) 2,744) 1,468) 10,624) O84 


0270) 12. 2 23.2 ° -0240 1, 368 4 4,843) 43, 4a2 0253, 3, 361 12,263) 2 2, 600) 9,884 794 


Total Above Cities 108.3| .0676| 32.4 165,700) .0674 1,530'5,114 190,769 1109 ’ 18,005; 10,615 44,250 4,184 +0806) 119 


State Total 382.1| .2888| 108.9/142.1 489) _.1953 1,257.4,412| 397,922) .2313 3.654 105, 74 29,828 | 16,730 81,088 7,986] 2148) 90 


VERMONT— Metropolitan. County Area 


ABurlington.....| 181 64.8, .0408 17.5) = 06,282) | .0360)1,331 4,828 76,323, .0444, 4,361, 19.637, 8,069 4,867, 14,637, ata 
LS eS ee a = ron ea 4 | \ = —E —— 
} ! } 
Total of Area... 64. = ae 17.5 44 06,282] .0380l1,33114, 76,323, .0444| 4,361) 19,637, 8,069] 4,867/ 14,637| 1 = 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


SALES MANAGEMENT'S — POTENTIAL METROPOLITAN AREA 


: Area 


to give you a non-distorted test 


“Little New England” Testin 


f 
L picture of New England or o 
aati: GME for easy checking No OUTSIDE the United States. 


INFLUENCE 


000 NET SPENDABLE iNCOME 
$ TOTAL wwcomME _ : 
CED 


e BALAN 
ft WRITE FOR NEW MARKET DATA BOOKLET | e NOT OVERTESTED PURCHASING POWER 


THE BURLINGTON FREE PRESS 


Represented by Small, Brewer and Kent 


SALES MANAGEMENT 


EASY-TO-FOLLOW DIRECTIONS 
FOR INCREASING 


Your) SALES y 


IN THE BARRE TIMES 


SWEET 
VERMONT — 


The Vermont Allied Dailies point the way to greater profits in 
Vermont. Annual retail sales in the Vermont market are over $397 
million, with the areas served by the Vermont Allied Dailies con- 
taining 94.2% of the state’s retail sales money. The chart below 
depicts the gain in Vermont’s Buying Power from 1943-53. The 
VERMONT ALLIED DAILIES have contributed to this gain by age $i 
carrying result-producing advertising to 67 out of every 100 Ver- 


mont families. How are YOUR SALES in the Sweet Vermont RUTLAND HERALD 


Market? 


BENNINGTON BANNER 


ee REFORMER 


BURLINGTON FREE PRESS 


VERMONT SALES GAINS* 
1953 over 1943 ST. JOHNSBURY CALEDONIAN RECORD 


Retail Sales REE 
Food Sales AT ERE ORE EY 93% 
Gen. Mdse. Sales eee te 69% 
Drug Sales Sa 34% 
Total Income are 38% 
Per Capita Income ae 35% 
Per Family Income EET 45% 


*Sales Management Figures 


VERMONT ALLIED DAILIES 


Barre Times . Bennington Banner 


Burlington Free Press 


Brattleboro Reformer Rutland Herald 


St. Johnsbury Caledonian-Record 


MAY 10, 1954 


VERMONT — @® Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 ‘eon NET INCOME GROUPS, 1963 
; wenor | $02,400 $7,000 & Over 
3 Units 


: 


7155 
6.6 | 40.3 16.4 
16.3 | 34.5 12.3 
16.0 | 34.6 11.8 
10.7 | 34.5 12.8 
14,1 | 30.3 10.0 


E. 
se 


% 
Units 
49.7 
31.6 0 | 34.1 
39.6 -7 | 34.6 
39.5 -0 | 28.6 
37.6 -9 | 29.5 
39.4 -6 | 30.7 
39.0 -5 | 38.2 
41.7 -2 | 36.0 ° 

45.8 0 | 31.7 4.6 ° 5 ° . S. 55,069.3 | 30.3 9.1 | 26.0 


: me ree : jumbia, Flor- 
VIRGIN1IA— Counties and Cities — (oti Eat ee ante ae ten geath Corellon Waste Mirella’) 


od 
a 


SSSRE8: 
oe-nn=- Gan 


131.3 | 37.4 13.8 


Pop. 
NUMBER OF OUTLETS | (in. NuMBER OF OUTLETS 


City County . - FHR| City County * |GM 


Alexandria....... 
Bristol 
Charlottesville. . . 
Covington. . 


33 
12 
16 
14 
26 
19 

9 

6 
14 
be 9) 
Lynchburg ; 29 
Martinsville. .... J 9 «613 Winchester 
Newport News... ba 48 | Wytheville 
Norfolk. .. . 233. 138 


15 
18 

6 
61 
20 
5 

8 
10 

8 
10 
7 
9 
4 


= w 
BS oS 


Oe OCONIO RI 


Pittsylvania 
Fredericksburg. . .Spotsylvania..... 
Front Royal 
Hampton........ 
Harrisonburg... . 


mh 


anor n ene 


oo 


alld 
AMRF AOANN AD 


peers BUYING RETAIL SALES 
he 77 POESTIMATES SM , 

1/1/54 ESTIMATES —1953 ESTIMATES—1953 
politan' l FIVE STORE GROUPS 
Area (in thousands of 


Urbar | 

% | Fami- % Per | Per 

(thou- of lies | Popu- of | Cap-| Fam- 

sands) | U.S.A. | (thou- U.S.A.| ita | ily 
| sands) (thou- 


Food 
es Sal 


34.3) .0214 .2| 2. : .0131| 943 3,171 28,913). 7,814 
53.5) .0335 .7| 27. .0286/1,3125,123] 60,280, . 12,519 
= .0172 ' ’ .0169|1,511/5,468] 51,696) . 9,743 
29.7) .0185 .7| 12. .0151/1,253 4,834) 27,182). 5,979 
6.2} .0039 ‘ -0034/1,358 5,613 14,788}. 3,107 
7.8} .0049 : 0021) 662/3,229 3,226) . 350 
19.5} .0122 3] 2. .0060 764|3,463 4,820) . ! 2,654 
8.9) .0055 3 .0029| 791/3,707 4,075| . 651 
234.0} .1463 2) 234. .2675 276,183). 80,869 
0484 .6| “078412, 493'8, 176 119,987; . | 37,075 
70.0} .0437 .6| 36. .0342'1,202,4,781) 57,369) . | 13,131 
22.6) .0141 ’ | .0126/1,369|5,334] 30,098). 4,509 
14.0} .0087 . 0087/1, 525|5,474 17,353) . 4,192 
6.1} .0038 ~ mh. 551 3,303) . 992 
. 29.1) .0182 .0100 12,967) . 1,776} 3,391 
1 Albemarle aaa combined with Charlottesville pores ne City). 4 Augusta County combined with Staunton (Independent Cities.) 
2 Alleghany County combined wi 


Waynesbor 
ith Clifton Forge (Independent City). Before using these figures, see explanation page 11. 
3 Arlington County combined with Alexandria (Independent City). © SM, 1954. 


WAYNESBORO FIGURES “COMPARE” WELL 


Per family income in Waynesboro is $5,474—$358 higher than the Virginia average—$301 higher than 
the U.S.A. average. 


Per family Food Sales stand at $1,075, highest in Virginia (outside of Alexandria in the Washington D. C. 
area). Per Cepita Food Sales are at a high of $299. 


Waynesboro —a quality market, the shopping center for more than 7,500 industrial wage-earner and 
farm families of one of Virginia’s richest agricultural counties with a per family retail sales figure of $4,450, 
$1,201 above the state family average. 


Only The WAYNESBORO NEWS-VIRGINIAN carries your advertising to the heart of this prosperous market. 


Except sunday WAYNESBORO NEWS-VIRGINIAN “crest! 


SALES MANAGEMENT 


VIRGINIA 


ee In excess of $150 Million Cities shown are those having net 
Effective Buying Income of $15 million 
and over 


1950 Net Effective Buying Income 


$75 Million to $149.9 Million 


$40 Million to $74.9 Million 


FES $15 Million to $39.9 Million 


Scale of Miles 
0 20 


i 


One Inch Equals Approximately 57 Miles 


NORFOLK 


e Norfolk 

e Hampton 

e Newport News 
e Warwick 

¢ Portsmouth 
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Sell the Heart of Virginia. . . 


The LYNCHBURG METROPOLITAN AREA 


Whem selling Virginia you can count on Lynchburg to deliver on the plus 
side. For Lynchburg offers you extra potentials in the important sales LYNCHBURG METROPOLITAN AREA 
categories. It is far ahead of the state average in per family retail sales Per Family Virginia 

. . . as shown in this table. And among Virginia metropolitan areas it a. a 
ranks as Retail Sales $4,260 $3,249 
Food $ 829 $ 758 
General Merchandise $ 674 $ 408 
Furniture-Household $ 205 $ 173 
Automotive $ 859 $ 656 
Drug $ 161 $ 102 


Virginia’s No. 1 Drug Market . . . with $161 per family— 
a No. 2 General Merchandise Market . . . with $674 per family 
—No. 1 Automotive Market . . . with $859 per family— 
No. 2 Retail Sales Market . . . with $4,260 per family. 


~ sare sy: gives gh aguee coverage of 
t t it il d Sund 

vin" mastann "aah daly ant res” THE NEWS and THE DAILY ADVANCE 
coverage Sundays, of the five counties that depend 


de Upnaiiiiilc un tly dhevpleg enater. Lynchburg, Va. Represented by WARD-GRIFFITH COMPANY, INC. 


VIRGINIA— (Continued) 


The “‘SM’’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


" 7) ae a | SALES AND 
SPPEOTIVE . BUYING RETAIL SALES ADVERTIS- 


INC! ING 
JM ESTIMATES— 1953 JM ESTIMATES—1953 CONTROLS 


POPULATION 
ESTIMATES 
1/1/84 


FIVE STORE GROUPS | 

| | (in thousands of dollars add 000) | 

| % | Per| Per B | be #80e Ty! a _____ dt Buying |Qual- 
of | Cap-| Fam- Power 

U.S.A.| ita | ily S. General | Furn.- | Auto- 


642|2,982 ; 0012) 1,482 | 42| | 48 
871|3,463 ' 0030, 1,317 | 136 776 «134 
674|3, 154 ,777| 0068) 2,677| ' 200! 2,628,161 
671/3,272 | tone 1,946 2, 1,518} 3,201) 
658|2,926) ,641|  .0027/ 1,719 48 713| 
,315|4,924 ,308| | .0525| 4,260, 17,576) 4,347/ 18,204) 3,413 
,426\4, 907 ,535) .0439) 3, 3,671 16,281) 3,114 
| 765/3,399 y .0037| 2,385 : 50 «1,178 
| 670|2,710 ; .0043| 1,079 716 187, 2,082 
593|2, 538 . .0028) 1,493) | 20 122) 1,324 
.0012| 594/3,170) | .0004| 807) 
-0318|1,472|5,707 , 0066} 835) . 432} 1,197) 214 
0030 1009/4, 087 213} .0028| 2,341, 1, a om (lt 
; ac: 0008 644/2,578 ‘ .0007} 1,629 | 129) 220) 


5 Campbell County combined with Lynchburg (Independent City). ‘ , . A and A See end of state for SM Metropolitan County Areas. 
6 Chesterfield County combined with Colonial Heights (Independent City). Before using these figures, see explanation page 11. 


ONLY ONE NEWSPAPER provides intensive, local coverage of 


Virginia's Only All-City Market © <wicnze- rm 


of these THREE Cities is 


in the 60,000-75,000 population group! oer" 


PETERSBURG ABC City Zone*.. 44,297 


not included in the city zone of any other newspaper) * In lides Colonial Heights 


rO) B & HOPEWELL ABC City Zone 16,074 
TOTAL 3-CITY POPULATION 60,371 

he roygress ~ Irdex SRDS and U. S. Census, 1950 
The Progress-index delivers 80.9% average 


is the “Hometown” newspaper—daily, and Sunday—of ALL THREE CITIES in i daily coverage of this BIG, GROWING 
3-City Market 


The Big, Three-City Petersburg Market © sistititasessom sax 


of Petersburg, Hopewell and Colonial Heights 


National Representatives 


PETERSBURG ! INITA 


1b! we The Progress - Index 


SALES MANAGEMENT 


CALLING ALL CUSTOMERS 
IN RICHMOND? 


Of course, a three-quarter billion 
dollar market has lots of customers 
worth calling. WTVR, WMBG and 
WCOD talk to most of them daily 
. . . are closer to them than their 
telephones. First stations of Virginia 
in radio and television both, the 
Pioneer Havens & Martin, Inc. stations 
deliver a loyal, time-tested audience 
in this expanding area of consistently 
strong buying power. Call 5-8611 and 
we will gladly provide details. 


THESE ARE 
THE FIRST STATIONS OF VIRGINIA 
PIONEER NBC OUTLETS FOR VIRGINIA’S FIRST MARKET 


WMBEG represented nationally by The Bolling Company 
WTVR represented nationally by Blair TV, Inc. 


The “SM” symbols mark ‘original, exelu- ; 
sive estimates by SALES MANAGEMENT. 


VIRGIN1IA— (Continued) 


RETAIL SALES 
ESTIMATES— 1953 


EFFECTIVE BUYING 


INCOME 
BYP ESTIMATES—1953 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


POPULATION 
SM ESTIMATES 
1/1/54 


COUNTIES 


CITIES 


Culpeper. . . 
Cumberland 
Dickenson 
7Dinwiddie 
Petersburg 
SElizabeth City 


Franklin 
10Frederick 
Winchester 


Greensville 

Halifax 
South Boston 

Hanover 

11 Henrico 
ARichmond.. 


117 


Fami- 


(thou- 
sands) 


Total | & 
(thou- of 
sands) | U.S.A. 


0135 
.0043| 
.0150| 
.0094 
0131 
0065, 
.0057 
0133} 
.0030 
.0103) 
0280) 
.0040) 
.0145| 
.1929| 
1504 


87.6/282.7 
69.8] 


% | Per| Per 
of Cap- Fam- 
U.S.A. | ita | ily 


.0047 870 3,506 
.0017, 596 2,644 
.0067, 684 3,282 
.0239|1,077 4,293 


.0175|1 ,170'3,939 


0019, 716 3,272 
.1016'1,931 7,669 


.0081| 928 3,693 
0028) 618 2,563 
.0022| 788'3,019 
0086 673 2,885 
0156 1,167 4,100 
0083) 1,357 4,360 
.0091'1,064 4,448 
0034 796 2,697 
9023) 632 3,381 
.0068, 787 3,035 
0013, 687,2,998 
.0053| 777 3,309 
.0126| 747 3,228 
-0031 1,209 4,552 
.0093' 985'4,028 
2166 1,727 6,083 


7 Dinwiddie County combined with Petersburg (Independent City). 
, the Counties of Elizabeth 


8 In 1952 


Independent Cities of Hampton and Warwick. Since the Independent City of 
Newport News had been grouped with these counties, we include it with them in 
a new county called Newport News, to keep the state total additive. 


MAY 10, 


1954 


42,315) 
37 ,388 
17,829 
7,450) 
2,342 
16,768 
1,219 
13,381 
22,959 
14,439 
9,820 
403 ,312 

390, 162 


(in 


lars—add 000) 


PELL tite 


hod 
- 
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N 


o> 
EEfE8 
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1,105 
73,236 


77,066; 72,839 


92 | ow 


| 26,058} 67,080| 14,076 
25,6091 65,578) 13,491 


FIVE STORE GROUPS a. eee 5 
thousands of dol 


vee seeta| 


- 


SSSSERSSSSESES 


123 
64 
| 113 
| 120 


© SM, 1954. 
City and Warwick officiaity became the 


9 Fairfax County combined with Falls Church (Independent City) 


10 Frederick County combined with Winchester 


Independent City). 


11 Henrico County combined with Richmond (Independent City). 
A and A See end of state for SM Metropolitan County Areas. 
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AN IDEAL TEST MARKET 


HERE is a city market which is a well defined geo- 
graphical unit for product testing—compact, highly 
industrialized, and average and steady as to income. 
It has maintained gains in retail sales, both against 
the 1939 base and its previous year’s record, for 
thirteen straight years. 
WHAT'S more, this past year shows gains in Pop- 


For 13 Years—1941 through 1954-PORTSMOUTH 
Is VIRGINIA’S FIRST CITY IN Sales Management's 


High Spot City Retail Sales Estimates 


Keep Your Eye on this Record! 
City Index 
M ; ot . 495 oe 
a peice: 70 h, 1948 Sages 

OR 66 sase. . z ; y 

, 1944 
Rie eee ‘2 
3 aOR es 
March, 1953 
March, 1954 _. 


ulation of 4,100, to 89,100—in Retail Sales of $4.- 
375,000 to $91,726,000—in Income of $14,221,000, to 
$126, 166,000. 


*Ratio to previous yeor. **Ratio to 1939 
Test in Portsmouth—where the Portsmouth Star opens the 
doors of more than 26,000 homes, with 26,000 E and § cir- 
culation. That's terrific coverage! 


Represented 
Nationally By 
Ward-Griffith Co. 


Portsmouth’s Only 
Newspaper 


VIRGINIA— (Continued) 
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The “‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 
SALES AND 
ADVERTIS- 


RETAIL SALES 
ESTIMATES—1963 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


EFFECTIVE BUYING 
SM INCOME 
ESTIMATES— 1953 
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1)579'5,371 
1,416/4, 928) 
d 828/3,012) 
-0033; 837/3,1 
Officially became the 
Since the Independent City of 
we include it with them in 


to keep the s total additive. 
insville (1 


independent City). 
ea Teseetat Ci City). 
( City.) 


2,698 
1,940 


g5258288 223: 


15 Nansemond County bined with Suffolk (independent City). 
16 Norfolk County “combine with Norfolk, Portsmouth and South Norfolk (inde- 


pendent Cities. 
24 Fer cortale mavtating purpeots, Wengert Mews may be regarded as lnstaded ln 
arm “iw Areas. 
} OFA het 6 a ee Se eee 


SALES MANAGEMENT 


A BASIC BUY 
IN VIRGINIA 


3rd 


largest metropolitan 
market in Virginia 


7310 


Warwick, 
Hampton 


among corporate cities and @ Newport News _ 
comparable city groups in the U. S. 


119% 


amoung the 169 Standard 
Metropolitan Areas 


The Tri-Cities market is totally independent of Norfolk - Portsmouth 


as a retail trading center. Norfolk newspapers have virtually no 


coverage--less than 1,000 copies daily or Sunday. Retail sales in the 


Tri-Cities are more than one-third of the Norfolk-Portsmouth total! 


Write for new market data booklet. 


Daily Press .. Tun 
NEWPORT NEWS - HAMPTON - WARWICK. VA. 
Represented by Sawyer-Ferguson-Walker Company 


MAY 10, 1954 


Pema Dominant 
Nertem Vigna «= AO) 
A HALF-BILLION HOt .G _ ters 


Roanoke ry ~~ 


DOLLAR PLUS WAU a ie 
MARKET! << Way 


Vv | R Cc N | i _ (Continued) POT “The “Sm” symbols mark original, ~ exelu- 


ae sive estimates by SALES MANAGEMENT. 


SALES AND 
taggin A apres RETAIL SALES ADVERTIS- 
ESTIMATES ING 

‘54 @D ex ESTIMATES- 1953 ESTIMATES—1953 CONTROLS 


COUNTIES | } FIVE STORE GROUPS 
CITIES | } Urban- (in thousands of dollars—add 000) 

Total | % Fami- | ized MES a 

thou- | lies | Popu- 

sands) | U. $. A. | (thou- | lation 

| sands) | (thou- 


Furn.- Auto- 
House- motive | Drug 


-0075\1 ,037 4, 150 , é | 3,402 
0051, 988/3,921 1,968 
oT 
0053, 844 3,270] 9,529, 0088) 1,864 
0043) 697|2,923 084, .0030| 1, 1.609! 
17 Pittsylvania ° e | d . d -0475 1096/4 365 J ° ’ ’ 18,522 
\ Danville 8). ; 63 , 133 0257/1,349 4,510 | 17,044} 


Powhatan wi iw ' 4,469 .0018) 784)3,724 
Prince Edward 2 ae a 14,756, .0060| 934/3,784 
18Prince George J J A 46 , 364 -0189)1, 372) |6,530 
Hopewell 2) .0107 : 29, 498 — 7156, 555 
Princess Anne my 0 12. 74,901, .0304|1,43215,7e2 
Virginia Beach 5.9 0042 : 13,772) .0056/1,996/4,919 
Prince William wi. 3 ‘ 32,464, .0132,/1,370/6,125 -0127 
Pulaski a 2 : ; 30,459) .0124/1,036/4,008 a : 1,179 -0132! 
Pulaski q .0056 5 11,077) .0045/1, 166 4,260 15,305 , 1,047 46 52 .0061 
Rappahannock -0013| 544 2,331 1,450, . ‘ : -0016 
Richmond 0 . . | .0020) 813 3,485 4,510! . ° 176 +0026 
19Roanoke oO . . y -0906'1,581 5,686] 167,374) . : | 13,493 ‘ . -0921 
ARoanoke 96. 2 28 .§ 160, 039) 0651/1 ,655 5,538 150,630' O87: 32,634| 13,204 27,¢ 278 .0709 
20Rockbridge 4 3 ‘ 32,372 eraahs.v0n 4,496] 20,132) . .796} 5,120 948 
21 Rockingham = . ; 53,417, .0217|1,111/4,239] 45,817) °. | §,107 2,325 
Harrisonburg. 4) 0071) 3. 18,781 .0076/1,647|5, 869 28,863! .016 3,316] 3,079] 2,023) 
Russell |. ‘ 17,578) 0071) 656)2,882) 13,208, . ‘ 1,739 
! | | 


462) 2. 776)  .0076 


Scott o . ’ 18,363) .0075| 690 2,782 470| 132; 1,303 
Shenandoah 2. ' 18, 298| -0074) 963 3,210 572). 907; 3,695) 
Smyth |. A 9. 24,089 0100) 800 3,472 . ; 3,618 
| 
| 
Southampton. . . | . 3) 4. 20,030) .0082| 753'3, 179 : ; | 4.208) 
22:%potsylvania 9}. 4) 12. 32,494| .0132|1,305'5,077 : ; .276| «6,723 
Fredericksburg a. 3. 21,998) .0086/1,661/6,393] 31, j | 5,678 
Stafford : . 2 12,602} .C051) 985/3,938 i : ‘ 1,929 


Gury... ...-- s| 5 4,825) .0020, 742'3,217 181. 432, oy sa | 54 
Sussex.......... ; 8, 8,961} .0036| 706 3,200 ; .0053| 3,264)  1,971| 1,682 -0049} 62 
17 Pittsylvania Consty combined with Danville (ieee City). 2 Rockingham County combined with Harrisonburg (Independent City). 
18 Prince George County combined with Hopewell ( Ratagentent City). 2 Spotsylvania County combined with Fredericksburg (Independent City). 
19 Roanoke County combined with Roanoke (Independent City). A and A See end of state for SM Metropolitan County Areas. 
20 Rockbridge County combined with Buena Vista (independent City). Before using these figures, see explanation page 11. 
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SALES MANAGEMENT 


On February 26, 1954 General Electric announced their 
decision to locate a multi-million dollar plant in Roanoke. Em- 
ployment: 2000 people — Target date for full operation: 1957. 


1953 reflected SUBSTANTIAL GROWTH for Roanoke in ALL 


business categories. 


Your products should be in Roanoke; Your ADVERTISING 
should include the area’s GREATEST MASS ADVERTISING 
MEDIUM. 


The Roanoke area's dominant Radio voice (by an average share 
BETTER THAN 50%) is WDBJ. 


Ask Free & Peters! 


WDB css'sine iss ROANOKE, VA. 
AM-5000 watts-960 kc. —FM-41,000 watts-94.9 mc. 


oe ae | ___VIRGIN1IA— (Continued) 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMATES 1 


SH TR 
1/1/54 ESTIMATES— 1953 ESTIMATES— 1953 CONTROLS 
COUNTIES |p "ere "hae ‘ pas FIVE STORE GROUPS 
CITIES Urban- | | (in thousands of dollars—add 000) oni 
Total % | Fami- | ized 6 g 1 uying | Qual- 
(thou- of | ties | Popu- | f Power | ity 
sands) U.S.A. | (thou- | lation 
| sands) | (thou- 
| sands 


Tazewell a 8 11.5! 9.4] 45,029! .0183| 906/3,916 , .0215| 3,210 ,334] 8,241, «1,568 
Bluefield | Posse | 
W. Va.)- | } 


| | | 
Bluefield( Va.) 26 016. 7.3 58, 985) -0158)1 ,494 5,340 4,970 6,782) 1,290) -0177| 109 
| 


| 
Warren ¢ 7 4.4) 9.1 20,380, .0083/1,243/4,632 j ; | 1,030) 3,377 519 
Front Royal . 008 2.6 13,177) 0054 |1 , 44815, 068 j ¥ 900 938) 3,096) 519 
8Warwick | | | | 


| | 
23Washington . . 13.3) 22.1 49,356) -0201| 889'3,711 A _ 3,611 


5,037 6.9201 1,472 


Bristol (Tenn.)- 


Bristol (Va. 4.6 0818, 9.6 46,529 .0189|1,345\4,847 


9,749| 4,590, 11,198] 1,698 
Bristol 5.8 0105 F 20,950! .0085|1,247/4,872 2,800) 2,! 4,261} 784 
Westmoreland  - 8,876) .0035) 801 3,063 254). | 1,186 2,297} 2 
| 

Wise = ie 13.6 12.9] 47,047, .0191 815/3,459 ,445| .0276| 3,489 5,592, 3, 12,936| 1,080 
Wythe 5. 5.7/ 5.8 | 19,268} .0078 820/3,380} .0120| 3,644| 2,399 | 6,302 

Wytheville 5.8 00: 1.5 6,125] .0025/1,056/4, 083 ,070| .0093 1,611 397/ 5,001| 375) 
York 8. 3.3 18,111) .0062/1, 181 4,879 0022! 1,121) 1, 72 


Total Above Cities , 256. ‘ 360.6 1,999,658! .8128/1,591/5,545] 1,835,964) 1.0671 393,722) 232,715; 115,832) 371,482) 60,410) “Rae 113 


Sieh ‘ eS ee See Pa See eee : i Aas fe baal | | 


an a ee = | i ae Se 
3,570.4 2.2312 . -0} 4,737,473) 1.9257|1,327/5,118) 3,009, 122) 1.7490] 3,249| 701,789} 377,770) 160,341) 607,696) 94,345] 1.9338) 87 


8 In 1952, the Counties of Elizabeth City and Warwick officially became the 23 Washington County comb:ned with Bristol (Independent City). 
Independent Cities of Hampton and Warwick. Since the Independent City of Before using these figures, see explanation page 11. 
Newport News had been grouped with these counties, we include it with them © SM, 1954. 
in a new county called Newport News, to keep the state total additive. 


State Total 


Covers the RICHEST markets in VIRGINIA 
MORE audience promotion for advertisers’ at LOW COST 


products; MORE program-catering to 


the MOST financially secure | 
listeners in VIRGINIA 
lI} + ] bis 
VIRGINIA 
There's MMORE SELL on 


: 910 KC—5 KW—ABC AFFILIATE 
National Representatives: EDWARD PETRY & CO., INC. 


MAY 10, 1954 


sive estimates by SALES 


VIRGINIA— Metropolitan County Areas live estimates by” SALES MANAGEMENT. 
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roman, | ethane : 
BYP 1/1/54 GED estimares—tsss 
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cy 


160,242 40,095; 16,433) 9,742) 37,674 


456. 20 . 490, 500 120,767; 46,087) 28,873) 90,475 
299. ° 414,751) . 87,271; 73,650) 26,490) 68,277 


39.2! 114.6 .0908 . 167,374) . 38,080] 17,576] 13,493, 31,110 
26.8, 46.8 .0475 93,086) . 20,882] 15,943] 3,808] 18,522 
21.2) 83.8 | aaa 90,308) . 17,576} 14,280)  4,347| 18,204 


8614 378.611144.41 2,138, 594| .8692|1 , 88215, 6401 1,416,261 82311 3,741| 324, 690| 183,979) 87, 760| 264, 262| 45, 9401 .8538| 99 


VIRGINIA— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 nae. NET INCOME GROUPS,” 1963 
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Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


TELEVISION CONTOURS 


WSLS-TV case. 1» ROANOKE, VA 


meq 296,000 
WATTS 


63 COUNTIES 
BONUS 0.1 | 


RAN 
Can Py | 
GRADE ““B’”’ AREA 
POCAHONTAS 4 
fm 
GRADE “‘A” AREA 
OAR HILL 


& “, GREENBRIER e* 


Interconnected ABC 


SUMMERVILLE 
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e 
LEXINGTON 
BUENA VISTA 
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a” 
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Population 2,312,240 


MERCER 


e 
McCOMAS ° 
PRINCETON 


‘Nast ELD 


BLAND 


GRAYSON 
os nem 


ALLEGHANY ~ 


T 


Families Grade “A” 184,320 
Families Grade "B” 320,760 
Families Bonus 0.1 MV/M 538,480 


Consumer Spendable Income 1953 
$1,677.221,000 
SOURCE — SRDS Consumer Markets (1954) 
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APPOMATTOX 


FARMVILLE 


PRINCE 
EDWARD 


YADKIN FORSYTH 


° 
WINSTON-SALF'A 


GUILFORD 


oO 
GREENSBORO 
o HIGH POINT 


Total Television Sets 


233,374 


SOURCE: RETMA — Washington. D. C. 


REPRESENTED NATIONALLY — AVERY-KNODEL, Inc. 
NEW YORK — ATLANTA — DALLAS — SAN FRANCISCO — LOS ANGELES — CHICAGO 


ALAMANCE 
BURLINGTON 
o 


ANTENNA HEIGHT 


1,976 feet above average terrain 
3,050 feet above Roanoke 
4.007 feet above sea level 


Total Retail Sales ‘53 $1,087,084,000 
SOURCE — SRDS Consumer Markets (1954) 


AOAT, 0 


State's farm cash income... . 


5000 Watts S60K.C. 
WENATCHEE, WASH. 


REGIOMAL REP: HUGH FELTIS, SEATTLE, WASH. 
NAT'L REP: FORJOE & COMPANY, INC, 
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Washington state map—page 736) (in 


City 
Aberdeen. . 
Auburn 
Bellingham. . 
Bremerton... . 
Centralia..... 
Chehalis....... 
Ellensburg... . 
Everett 
Kelso a 
Kennewick. .. 
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Port Angeles. . 
Pullman........ 
Puyallup. . 


sive estimates by SALES 


The “SM”’ symbols mark original, exclu- 
MANAGEMENT. 


County 


Whitman 


Se 


Richland. . 
Seattle. .. 
Spokane... 
Sunnyside...... 
Tacoma... . 
Vancouver...... 
Walla Walla.... 
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COUNTIES 


CITIES 


Adams 
Asotin 
Benton 
Pasco- 
Kennewick- 
Richland 
Richland 
Kennewick . . . 
Chelan 
Wenatchee. .. 
Clallam 
Port Angeles 
Clark 
Vancouver 
Columbia 
Cowlitz 


Longview 
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POPULATION 
JM ESTIMATES 
1/1/54 


U.S.A. 


Urbar- 
Fami- | ized 
lies | Popu- 
(thou- | lation 
sands) | (thou- 
| sands) 


EFFECTIVE BUYING 
SM INCOME 
ESTIMATES—1953 


U.S.A. 


.0065 2,373 7,017 
.0069)1 ,487 4, 460 
aan sie soa 


.0389)1 ,882\6 , 461 
-0208}2, 002 
.0081)1,579'4,973 
-0258|1,599\4,773 
-O111|1,72}5, 054 
.0183|1 ,670/5,048 
.0094)1,934/5, 802 
.0611|1 24/4, 727) 
.0292) 1,586) 4, 955) 
.0028/1 ,537/4,612 
-0401|1,735)5, 455 
.0183|1,962/6, 182 
.0061)1,670)5, 010 
.0072/1,573/5,034 
.0019/1, 256 4,646) 
.0129/1 ,909|5,869 
.0100}1 94316, 169 


ita | ily 


|7 508 


-0024 1,853 6,590 


.0228/1 953 6,594 


.0357|1,707|5,023 
0147/1, 808 5, 166 
.0072|1,360|4,311 
-0077|1 ,571)5, 138 
.6414|2,020)5,870 


RETAIL SALES 
JM ESTIMATES— 1953 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


25,288 


0394) 


FIVE STORE GROUPS — 
(in thousands of dollars—add 000) 


| General Furn.- 
Food | Mdse. House- 


11,663, .0068| 5,071 
.0031) 1,433) 
3,223 


1,651 


1,921) 
18,444) 
| | 


19,340) 
9, 137] 
4,898) 

15,915) 
7,500! 
$,691) 
6,602) 

21,144) 


293 
4,974| 
2,878) 
306) 
403, 
211,898) 155,346 


3,043 


“SE? ees. ll 
Power | ity 
Auto- 


| Index | In- 
mctive | Drug 
Radio | 


3,335; 215 

360, 82 

11,668] 3,506 
| 


197 
3,191 | 


3,765 
2,192) 

866 

2,191 

1,544 

745) 

489 

1,891 

1,413 

135) 

1,558 

1,073 

1,219) 338 
1,116} 41 
119) 30) 
7,615} 909) 


0202! 
.0102 
.0297 
.0150 
.0185) 
.0106 
0566! 
.0296 
.0028| 
.0382/ 
.0185| 


7,618 707 


579 1 
2,549 558 
16,852) 1,472 
13,086 792 
825 197) 
1,427 114 


46,157, 171,720| 26,758 


© SM, 19 
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SALES MANAGEMENT 


SALES POWER wa 


SALES PO om 
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THE SEATTLE TIMES GOES HOME 
.-WHERE SEATTLE SALES ARE BORN 


In Seattle—metropolitan city of homes—The Seattle Times 
provides you with MORE HOME DELIVERED CIRCULATION than 
any other newspaper by a wide margin. 


No mectter what you’re trying to sell in the Seattle market, 
you can depend on The Seattle Times to carry your message 


. into the homes where there is dependable sales power. 


Che Seattle Gimes 


Represented by O'Mara & Ormsbee, Inc. * NEW YORK « DETROIT » CHICAGO « LOS ANGELES « SAN FRANCISCO 


OKANOGAN 


1950 Net Effective Buying Income 


eS In excess of $150 Million 
BE 375 mition 10 $149.9 million 


$40 Million to $74.9 Million Cities shown are those having net te a stse » 


Copyright by 
Effective Buying Income of $15 million _———— 
EE] $15 mation 10 $39.9 Million and over One inch Equals Apprommotely $ 4 Miles 
a a : ‘ iS é 


WASHINGTON — (Continued) The “SM”? symbols mark original, exciu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 

POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
SM ESTIMATES a INCOME t 

1/1/84 JIM ESTIMATES— 1953 ESTIMATES— 1953 CONTROLS 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


politan 
Area 


Buying 
Power 
Auto- 
Food . | House- | motive 


"3400 187.8| 
0116} 5.7 
.0044) 2.4] 
0842 
0216 
0138 


158, 146 149,571 
7,831 5,813 
3,743 4,822 

24,115 13,967 
13, 137 7 11,621 
6,546 6,493 
4,044 5,071 


2,675 1,860; 
12,229 12, 1, 
ri 


7,142 
3,361 
3,781 
2,568 
3,914 
5,904 
5,020 
1,435 
68,781 
45,493 
3,4e1 
666 
14,664) 
3,755 
903, 


IBA 140 
d 5 . | J 32,655 m0 
.0220 ? | .0251/1,751)4,892 - 17,606 7 20,071 
.1483! .1737' 1,800 5,434 56,777 67,473 


1095} 59. 332,880, .1353\1,900\5, 595) : 47,708 60,286 
ont} 5.5 19,672) .0080'1,111/3,577] 13,874] .0080 3,288) 2, 3,142 
A and 4 See end of state for SM Metropolitan County Areas. © SM, 1954. 


6,038 
4,556 


— be 


SSENREREESE 


64,920 
57,250 
4,105 
M7 
8,921 
5,125 


- 28 


a 
_ 
w 


285 


Before using these figures, see explanation page 11. 
SALES MANAGEMENT 


In Western Washington . « 
the BLACK DOTS 5 
Show Where the 


Business Is! 


Each black dot on the map rep- ‘=; . . 2 oxpteele 
resents 100 able-to-buy people. > 4 Bsa NeLNN *e 
You can see at a glance that 

the population of Western 

Washington is concentrated on 

Puget Sound in the Seattle- 

Tacoma area. 


This is the 


INFLUENCE AREA 
of the 


Tacoma News Tribune 


Most people in the shaded 
area are regular readers of the 
Tribune (96% in Tacoma city 
zone; 94% in Pierce County; 
70% in the immediate 4- 
county area). Seattle news- 
papers have little or no influ- 
ence here. 

You get concentrated cover- 
age in Seattle with the Seattle 
evening paper. You cover the 
Tacoma area economically with 
the Tribune. You must use 
both a Seattle newspaper and 
the Tacoma newspaper to ade- 
quately influence the heavy 
concentration of “dots” on the 
map at the right. 


Movntain range separates popu- 
lous Western Washington from 
sparsely populated Eastern 
Washington. 


NEWS-TRIBUNE CONSISTENTLY 
IN THE “‘FIRST FIFTY” LIST 


Advertisers recognize the impact of the 


Tacoma News Tribune, according to the line- 
age reports of MEDIA RECORDS. Through- 
out 1953, the Tribune ranked high among 
Canadian and United States evening news- 
papers. It is one of 7 evening newspapers 
on the Pacific Coast, and one of two in 
the Pacific Northwest which appear con- 
sistently in the “First Fifty” list. Get complete 
story from Sawyer, Ferguson, Walker Co. 


' \ 


Map prepared by Washington State Census 
Board, showing population distribution in 1950. 
Since then there has been a population gain 
of 42% in Washington State . .. and it’s 
still growing. 

Send for our “Shape of Things . . .”” folder 
which gives the complete “Black Dot’ story. 
Write our National Advertising Department or 
Sawyer, Ferguson, Walker Company. 


| 
t 


Tacoma News Tribune 


TACOMA, WASHINGTON 


Nationally represented by SAWYER, FERGUSON, WALKER COMPANY 


MAY 10, 1954 


WAS H | N c TOK — (Continued) _ ae The “‘SM"’ symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
LATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 

y EsTiN A - 
BY) EstimaTes—t953 ESTIMATES—1953 CONTROLS 


COUNTIES i ae af ihe FIVE STORE GROUPS 
CITIES | Urban-' _ (in thousands of dollars—add 000) 
ars 


(thou- | of lies | Popu- 0 (add 
sands) | U.S.A. | (thou- | lation .S. 000) .S. Per | brag 
| sands) | (thou- | 
| 
| 


Food 


H 


Thurston ; é ¥ \ J 48,391) . 3,707 
Olympia i -0105) 0} 5 ‘ 38,646) .0% | 2,719 
Wahkiakum 6 | 0) d 1,740) . . 113 
Walla Walla . d -2| 29. é 53,652) . 5,873 
Walla Walla 25. .0161 we . d 48,703) . i 5,339 
Whatcom -5) .0416 A x d 82,497, . | 8,211 
ABellingham 35.9} .0224] 12. : : 7] 56,699) . | 4,791 
Whitman . .0198 " ° ° 37,878) . 2,299 
Pullman 6) .0072 a ; 13,566) .007 7 843 
Yakima , -0907 J y d 158,469) . 15,246 
AYakima | 0259 ; 7 -0287 95,111) . 12,576 
Sunnyside 9} .0031 y .0037 ae 15,689). 3,051 880 


58 
2_= 


Bs 


So = os 
— “st 


—_—— tt 
oo » 


8 


Total Above Cities 1,317.2) .8230 7 2,509, 310) 1. 0198|1, 905|5, 63 


ORE | aeNoe tenn 


2,118, 450) 1.2313 | 300,022} 111,419) 477, sam 59,401 


State Total 2,543. A 1.5898] 834.8|1647.8] 4,437,406! 1. 8037/1, 744\5, 316] 2,833, 3851 1.6468 338,964) 133,332) 574,446) 77,481 


WA S ‘HI | NGTON— Metropolitan County Areas 


Seattle... 134 781.2| .4882| 268.8] 689.8] 1,577,840] .6414|2,020|5,870] 950,768) .5526 155,346) 46,157 171,720) 26,758) 
Spokane 139 237.3) .1483) 78.6) 199.3] 427,143) .1737|1,800/5,434) 287,576) .1672 42,723) 13,457; 67,473) 8,322 
Tacoma 146 -7| 1922) 93.1) 207.7] 520,509) .2116)1,692/5,591] 284,336) .1653 28,968} 14,948) 64,920) 7,568 


Bellingham... .| 175 -5| .0416) 22.5) 35.9) 95,496 1,436)4,244 82,497, .0479 8,211 3,858 14,797, 1,817 
A€Everett....... 8) .0730) 39.5) 50.9} 181,002) .0735)1,550)4,582] 126,252) .0734 12,720 4,914) 26,750) 2,819 
1,362 


AYakima...... -1) .0907) 45.4) 69.4) 197,686] .0803/1,362/4,354] 158,469) .0921 15,246 6,869 36,540) 4,24 -0859 
| | | 


Total of Areas 1,654.6 1.0340) 547. 9 1263. al 2,999,676! 76! 1.2193/1,813 5,475] 1,889,898 1.0985 423,433| 263,214) 90,203 382,200) 51,5311 1.1460 


WwW A ASI HI ING 43 ON — Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 oe NET INCOME GROUPS, 1953 

ota 
Con- 

COUNTY $2,500-3,999 | $4,000-6,999 |$7,000 & Over COUNTY sumer $2,500-3,999 | $4,000-6,999 |$7,000 & Over 

i % % % % Units Wf % %, % 

% , Dol- | % (000) % % % Dol- | % 

Units i lars | Units | Units lars Units lars | Units 


Adams... 
Asotin 
Benton 
Chelan 
Clallam 
Clark 
Columbia 
Cowlitz 
Douglas 
Ferry. ... 


27.3 : . Lincoin........ 3.5 2. ° 20.5 9.8 | 28.5 21.0 | 28.8 
42.2 y 4 Mason....... 4 i A -2 16.2] 42.1 50.1 
47.5 | 21. a Okanogan.... W A v . 22.1 | 34.7 43.2 
39.6 od . Pacific. . ‘ 2 a J 20.5 | 31.9 40.9 
40.6 g y Pend Oreille ls J ° ‘ 18.5 | 37.4 50.5 
44.9 | 11. y Pierce....... -6 | 38. i ‘ 17.1 | 30.4 38.8 
33.1 | 13.9 San Juan..... . % ¥ . 32.8 | 23.9 33.7 
Se cavews B 3 s . 19.8 | 32.4 40.0 
33.5 : : Skamania... . . j -1 | 30. 26.4 | 29.8 40.4 


st @ 


S 
im mt mw tv & 


Newren = 


wo 


sae aS & 


t & & & & 


oo 


17.9 | 36.6 43.7 
15.1 | 36.7 40.0 
27.0 | 27.0 40.2 
16.4 | 37.4 41.6 
24.5 | 32.1 42.6 
17.6 | 33.2 36.8 
21.7 | 31.5 41.1 
15.6 | 25.5 29.7 
21.2 | 31.5 38.7 


22.2 16.0 | 35.8 40.1 


26.0 19.2 | 30.7 35.4 


WEST VIRGINI re Counties aa Cities— — Sm, Seth Atlantic, Stites, Oemenes, “houtst Garetion Virginia.) 


Franklin. ..... 


a rvr_ wom dm 


tt: 
> 
a 


Pop. Pop. 
W. Virginia state map—page 740) (jn. NUMBER OF OUTLETS om NuMBER OF OUTLETS 


City County thous.) A|D City County thous.)} F | GM D 


Beckley i ; Morgantown i 27.0 
Bluefield. .......Mercer.......... ; OR IE. « cacves 4.6 


Charleston....... ioc cues : Parkersburg 40. 
Clarksburg i Princeton 


— 
o~ 


AAAANMwWN 


Huntington 
RO stactveve 
Martinsburg 
Montgomery 


8 

9. 

Fairmont........ : ei = B: 
6 


- 


© SM, 1954. Before using these figures, see explanation page 11. 
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TAKE TIME TO EXAMINE THIS WEST VIRGINIA 


BILLION DOLLAR MARKET 


COVERED EXCLUSIVELY 
BY THE OGDEN GROUP 
of WEST VIRGINIA NEWSPAPERS 


Help keep your sales in the black in West 
Virginia by scheduling your sales message 
to reach these rich red Billion-Dollar sec- 
tions through the Ogden Group of West Vir- 
ginia Newspapers. It’s exclusive Ogden Group 
territory; the outside penetration averages 
scarcely one per cent. The tables below tell 
you more facts about this great Ogden News- 
paper Group market in West Virginia; for 
more information, wire or telephone collect 
to any McDevitt office. 


® WHEELING INTELLIGENCER (Morn.) NEWS-REGISTER (Eve. and Sun.) 
® PARKERSBURG SENTINEL (Eve.) NEWS (Morn. and Sun.) 
® FAIRMONT TIMES (Morn.) WEST VIRGINIAN (Eve.) TIMES-W. VGN. (Sun.) 
© WEIRTON TIMES (Eve.) © WILLIAMSON NEWS (Eve.) © WELCH NEWS (Eve.) 
® POINT PLEASANT REGISTER (Eve.) @ ELKINS INTER-MOUNTAIN § (Eve.) 
® MARTINSBURG JOURNAL ([Eve.) 


Here’s Proof of the Power of the OGDEN Market: 


Population ...... 824,823 Food ...............$159,303,000 
cnoneege Bia General Merchandise ... $83,167,000 
P at, pes _. . .$1,003.288.000 Furn.-House-Radio .... $36,107,000 
E.B.I. per Family... . $4.443 Automotive ..........$104,802,000 


Retail Sales $583.081,000 $13,170,000 


Source: Sales Management 1954 


= aE is i 
Survey of Buying Power 


MAY 10, 1954 


WEST VIRGINIA 


Scale of Mules 
1s 30 


1950 Net Effective Buying Income One inch Equols Approumorely 33 Miles 


Pa In excess of $150 Million 


EE $75 Million to $149.9 Million 

Cities shown are those having net 
Effective Buying Income of $15 million 
and over 


$40 Million to $74.9 Million 


on m 3 


WEST VIRGINIA— (Continued) Lg ee clita ates arimee tee 


: SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS. 
1/1/54 BYP ESTIMATES—1953 CLD estimates—i9s3 CONTROLS 


FIVE STORE GROUPS 
thousands of dollars—add 000) 


COUNTIES 
CITIES (in 


Bu Qual- 
=~ ity 
Auto- Index 

motive 


g@ § #¢\* 


1,029 
4,877 
3,657 
3,487 


n= 


2538 


22 


2a Huntington 


zg 
© 
= 


140,360 


Fs 


6,195 
11,648 
7,175 


823 


93,522) . . 12,661 
6,155). ° , ’ 2,607 
9,337) . ‘ A 3,043 
7,305) . ° 1,022 143 
6,059) . . 1,208 


Oak Hill... .. 
3Montgomery. 
Gilmer 
Grant 


Greenbrier 
Hampshire... 
1 Weirton 


41,747) . ° 7,125 5,753 

9,654) . . 1,151 1,832 
57,620) . ° 7,234 1,463 
44,756) . 17,870) . 5,151 1,041 


S8ea 82 


7,333) . 772 5,045) . 697 1,405 
118,564) . 79,705) . 19,484 17,747 
56,365) . 7 ' 58,642) . 10, 458 13,033 
11,609) . 784 7,546) . 1,802 2,183) 

Before using these figures, see explanation pre 11. 


d of state for SM Metropolitan County Areas. 
A and A See en osm, 1558. 


588 5838 28398 883 @3 


re 
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WHAT THE TRIANGLES STAND FOR... 


The solid black triangles in these tables and footnotes refer to Standard Metropolitan Areas. 
The open triangle indicates SALES MANAGEMENT “Potential” areas. 


SALES MANAGEMENT 


of the Tri-State Empire 
THE FOCUS OF 
A trading area of 611,500 
people who spend 


$422,844,000 annually — 


Knock on every door — 


» When You Use 


Che Huntington Advertiser & Berald-Bispateh 


Huntington, W. Va. 
Represented by The Katz Agency 


RADIO STATION 


T = 
eo} Soa OP 
W S A Z . i > : : og : ' 
lgaswn j |  . PORTSMOUTH 
re at ee 
‘ Re \ na 
SERVING BE NE 
aes, .: 
rd 


222,990 


RADIO FAMILIES 


28 COUNTIES 
OF 
WEST VIRGINIA, OHIO 
AND KENTUCKY 


@ 930 KC ® 5000 Watts Day 
®@ 1000 Watts Night 


NATIONAL "REPRESENTATIVES CONTACT HUNTINGTON - CHARLESTON, W. VA. 
TELEVISION © 


C. TOM GARTEN 
THE KATZ AGENCY CHANNEL 3 


8 STATION MANAGER : 
1952 NCS NATIONAL REPRESENTATIVES: THE KATZ AGENCY, INC. 


MAY 10, 1954 741 


Ee 
cemconivgnsien, F <~ sparprelee: 


The “Personality Stations” ssa in a power- 
packed voice that now covers all of southern 
West Virginia . . a market of one million 
people with an effective buying income of 
more than a billion dollars. Get your share 
with one order that buys both stations at a 
low, low combination rate! 


you need the 


POWER of “PERSONALITY” 


to reach southern West Virginia’s 


BILLION-DOLLAR MARKET! 


Joe L. Smith, Jr., Incorporated ¢ Represented natinalyby WEED a co. 


si lhcipeta Seed eel ee see 


WKNA-TV + the KEY to TV in CHARLESTON, W.Va. - Ask WEED TELEVISION 


Ww E $17 7 v L R G | N | el (Continued) 4 a ; . The “SM” symbols mark original, exctu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


ey sires EFFECTIVE BUYING 
1 
@ SYD Ustimares—ioss 


Metro- -_ 
COUNTIES i 
Area | 


RETAIL SALES 
ESTIMATES—1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


CITIES Urban- 

& Fami- | ized bo Per | Dollars 
lies | Popu- | Fam- (add 
(thou- | lation S.A.) i ily 000) General 
sands) | (thou- 000) Mdse. 


Buying |Qual- 
Power | ity 

Furn.- Auto- index | In- 
House- | motive dex 


Jefterson 
Kanawha 
ACharleston 
South 
Charleston 
3Montgomery 
Lewis 


Lincoln 

Logan 
Logan 

McDowell 
W elch 


Marion 
Fairmont 

Marshall 

Mason 


Mercer 
4Bluefield 
(W. Va.)- 


Bluefield( Va. 


5Bluefield 

Princeton 
Mineral 
Mingo 

Williamson 


Monongalia 
Morgantown 

Monroe 

Morgan 


Nicholas 

Ohio 
AWheeling 

Pendleton 


-0107 
. 1535 
.0466 


-0126 


0138 
.0496 
.0032 


0163} 
-0136 
-0054 
-0136 
- 0305 
0056) 


| sands } i Radio 


4.6) 3.1 

68.6/141.2 
23.6 
| 


0121} 


0038) 
0075) 
.019%' 


' 


148,614) 
39,970) 
17,853) 

| 


16,022 
95,119 
7,640 
112, 252| 
9,005) 

| 

97,403 
48 , 420} 
43.490) 
21,569 


90,056 


85,788 
38,340 
10,247 

7,237 


26,197 
119, 188 
104,302 

5,573 


5,466 
* 9,562 


28 ,402 


0604 


-0162)2 


-0158 
-0136 
.0051 
-0092 
0187 
-0046/1, 


0022 
0039) 
.0115! 


1,026 
1,542)5, 
1,992 


5,340 
38}5,471 
$2/4,614 
3,638 
4,013 
3/4, 229 


5,137 
5,112 
3,202 
3,015) 


3,853 
5,596 
5,404 
"626|2,654 


896/3,215 
797|3, 187) 
899'3 , 550 


11,980 
240,481 
167 ,099 


17,719 
10,238 
6,789 


59,259 
20,742 


864 
35, 145) 
24, 783) 


1,352} 


ot) 
4,190 


14,994) 
12,280 


| 
| 
925) 1,858) 
49,532| 
38,249 


3 Montgomery is in  Fayctte and Kanawha Counties. 


4 Bluefield is in Mercer County, W. Va. and Tazewell County, Va. 
5 West Virginia portion only. 


A and A See end of state for SM Metropolitan —s Areas. 


Before using these figures, see explanation page 11. 
© SM, 1954. 


25-Year Trend in Population, Total Income, Per Family and Per Capita Income and 
Retail Sales — for States and Regions, pages 98-112. 


SALES MANAGEMENT 


Charleston ... 
West Virginia’s 
BLUE CHIP MARKET 


HARLESTON is the capital of 

West Virginia’s government, busi- 
ness and industry—and has all the 
commercial factors that make it a Blue 
Chip Market. 

For a decade the Charleston area 
has been recognized as the chemical 
center of the U. S. It has the Blue Chip 
names in the industry—duPont, Car- 
bide and Carbon, Monsanto, American 
Viscose. In glass it has Blue Chip 
names like Libbey-Owens-Ford, largest 
flat glass plant in the world, and 
Owens Illinois, a giant in the bottle 
field. 

The Great Kanawha Valley in which 
Charleston lies seethes with diversified 
industrial activity for 50 miles. 


As a metropolitan market, Charles- 
ton is rated 58th in the nation in J. 
Walter Thompson’s “Population and 
Its Distribution’. It is the state’s larg- 
est city in ABC’s City Zone listings. 


ANAWHA County (Charleston) 

contains 11.95% of the state’s 
population but it does 17.23% of all 
buying. Spending can be traced to the 
last decimal in West Virginia. The 
state has a 2% consumers sales tax 
which begins with a 6¢ purchase, 
hence it is known precisely where and 
when money is spent. 

Similarly, the state handles its liquor 
under the Monopoly System and it is 
known to the final copper, outlet-by- 
outlet and county-by-county, where 
alcoholic beverages are sold. (This 
does not include beer). Kanawha 
county in fiscal 1953 bought 18.6% of 
all liquor. 


BUT CHARLESTON is only the back- 
log of this Blue Chip Marker. Vast 
coal fields nearby are Blue Chip in 


every particular—with West Virginia 
the nation’s largest bituminous coal 
producing state. Charleston is the 
banking, shopping, distributing and 
servicing point for an area that con- 
tains more than one third of the state’s 
population. 

The Gazette’s nine-county 20% or 
better Family Coverage area pays 
30.11% of all consumer taxes, and 
buys 33.30% of all liquor. The Ga- 
zette’s seven-county area with 10% or 
better Family Coverage pays 7.88% of 
consumers taxes and buys 7.70% of 
the liquor. Thus The Gazette market 
accounts for 37.99% of all retail sales 
and consumes 41% of all liquor. 


HARLESTON is a clearly defined 

market with the nearest major 
city 200 miles distant. Just as the city 
is distribution hub for goods and serv- 
ices, it is shopping mecca for the south 
central half of the state. 

The Gazette has deep penetration in 
this self-contained market. Its coverage 
is virtually tailored to measure to do 
the job. Leading the second paper by 
a daily-Sunday average of 26,523 
copies, The Gazette also far outstrips 
other media. The five leading maga- 
zines have an aggregate coverage of 
less than 10% in the county, and out- 
side hardly ripple the surface. 

Radio and TV are chopped up and 
confused. Five radio and two TV 
stations (soon to be a 3d) compete for 
attention. But 365 days a year The 
Gazette supplies tangible, audited, 
merchandisable coverage devoid of 
conjecture as to who’s listening or 
watching. 

The Gazette alone has the sales 
thump to deliver the Blue Chip Mar- 
ket! 


Quick Facts 


The Gazette 
and Its Market 


CIRCULATION 


MILLINE RATES 


Daily 2.96 
Sunday 2.85 


POPULATION LEADING CITIES 


ABC City Zone 
Charleston 
Huntington 
Wheeling 


126,634 
115,692 
106,650 


COMPARATIVE CIRCULATION 
CHARLESTON’S 2 NEWSPAPERS 


in County and by Zones 


TOTAL NET PAID 


CITY & RTZ 
Gazette....... 
2d Paper...... 


Lead.... 14,354 


DAILY CIRCULATION 
Family Coverage By County 
20% or Better 


Ec ts.ccnacaatos 

GREENBRIER..... 

LOGAN... 

NICHOLAS... 

POCAHONTAS..... 

PUTNAM Te oe 
10% or Better 

BRAXTON 

JACKSON.... 

MASON........ 

RALEIGH...... 

ROANE 

WEBSTER 

WYOMING... 


The Charleston Gazette fxs 


Represented by: SMALL, BREWER & KENT, INC. 
Charleston 390, 


MAY 10, 1954 


Sunday 
88,365 
30,025 


28,172 


30,869 
29,019 


» 1,850 


48.353 
32,047 


16,306 


71,651 
55,948 


15,703 


THE LOGICAL PLACE 
TO START IS 


BECKLEY 


Located 2,500 feet high in the Southeastern 
part of The Mountain State, Beckley is the 
County Seat of Raleigh County and the buy- 
ing center of a trading area comprising more 
than 261,000 people. 

With a diversification of commerce and in- 
dustry, and the principal occupations 
devoted to Agriculture, Manufacturing, and 
Mining, the Rural Development Council— 
sponsored by Beckley business men—is 


WHEN YOU MAKE UP YOUR SCHEDULE FOR WEST VIRGINIA 


Among the newer and most successful de- 
velopments in Beckley’s Progress Program 
are vegetable and fruit growing, broiler and 
egg production, dairying, livestock produc- 
tion, forestry management, and lumber 
production. 


The Beckley Newspapers are faithfully sup- 
porting these progressive programs, and their 
more than 32,000 morning and evening and 


The First City Listed 


Sunday readers are responsive to the adver- 
tising of high-quality, brand name products. 


THE RALEIGH REGISTER 


working to promote community programs for 
better Tiving and economic security. 
B EC KLEY POST ™ H ERALD Story, pray yy Ae Inc. 


The “‘SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


WEST VIRGINIA— (Continued) 


PULATION 
ESTIMATES 
1/1/54 


EFFECTIVE BUYING 


SM INCOME 


ESTIMATES— 1953 


RETAIL SALES 
ESTIMATES—1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


PO 
JM JM 


COUNTIES 


Per 
Fam- 
ily 


Total % 
(thou- of 
sands) | U.S.A. 


Fami- 
lies 


Per 
Cap- 
ita 


} 
General 


Food Mase. 


| 


21.2) 
97.5) 
20.9) 
30.3) 

9.3| 


19,721 
108 ,422 
31,538 
28,494 
11,290 


|3,721 1,115 
4,46 13,435 


30 1,272 
1,112 
1,509/4, 928) 6,042 
940 
1,214 


18,121 


3, . ° 4,070 
3,893 2,893 


11.7 
17.5) 
18.5) 

| 


11,185 
13,653 
16,378 


956|3,389 
780)3,251 
anna 
1,057/3,817 
844|3,214 
983|3,289 


4,528 
6,408 
9,362 


1,243 
1,569 
2,967 


—~_— 


28 832 #83 


W.7) 
9.9) 


18,705) 
8,356) 
9,837) 

| 

18,577) 

a.m 


15,090 


8,600 
5,138 
3,775 


_——s 


968|3,643 
898) 4 , 252) 


9,601 
8, 168 


— 


862'3 593 


1,019/3,744 
724|2,672 
1,333/4,390} 
1,551/4,562 


7,869 


19,471 

3,474 
88 ,677 
62,505 


10,905 

973 
56,742 
48,816 


Parkersburg 10, 146 


1016/4429] 19,026 


802,326 


Wyoming 40,746 


840,323) .3416|1,671'5,397 
| 


3,080 


Total Above Cities 3.8 3144) 155.7, 160,832 174,788} 21,422 


2,008.2| 1.2537; 831.8.710.1 | 2,403,482 .970|1,19814,520) 1,430,283 


VIRGINIA— Metropolitan County Areas 


327.0) .2044 Ea 150.9] 472,306) .1920|1,444/5,313] 299,887; .1743) 3,373 


State Total . 
WEST 
Charleston 
Huntington- 

Ashland 


Wheeling- 
Steubenville 


350,689 281,907) 33,485} 


71,059 18,752} 62,782) 6,803 


| 


254.8) .1582) 72.0) 332,748) 
| 


| 


160.8 -1352|1 ,306|4,622] 207,919) .1208) 2,888) 50,203 11,938} 45,150) 5,841 


18,516} 53,286) 7,007; 


348.7| ae 101.8} 214.6] 525,247) 307,264) 1786] 3,018) 68,833 


‘ 930.5) 8617! 262.7/ 626.31 1,330,301) .5407/1,43015,0641 815,070| .4737) 3.1031 210,096) 49,206) 161,216) 19,6611 


WEST VIRGIN iA— Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 


NET INCOME GROUPS, 1953 


$0-2,499 | $2,500-3,990 | $4,000-6,999 |$7,000 & Over 
fo | fo | 4) 70 

Dole | % Ook | % Dokl % 
fare. | Uae tare |Urbe te | Uche 
23.8 | 31.8 


11.4 | 33.8 
9.9 | 37.9 


} a | Total 
bd $7,000 & Over 
Units % % 


% Dol- 
(8) ube Units lars 
29.9 


21.7 
26.7 
53.1 25.8 | 26.2 18.5 2.2 7.9 
26.8 9.0! 39.3 26.3 7.6 24.6 


Before using these figures, see explanation page 11. 


SALES MANAGEMENT 


sumer 
Units 
(000) % 
Units 
§1.1 
32.0 
9.3 | 27.7 
4.6 | 56.3 28.1 | 25.4 
oe 9.0/ 24.8 7.4 | 23.3 


2 Huntingtor is in Cabell and Wayne Counties. 
74 


11.1 
3.5 
7.2 


32.1 
13.3 
21.0 


23.6 | 3.9 
37.7 | 6.7 
37.3 | 7.4 
29.6 | 2.9 
46.8 | 11.1 


6.0 
10.2 


36.5 | 13.2 
29.8 | 27.5 
33.7 | 27.0 
31.4 | 15.4 
17.2 40.8 


29.6 
12.4 
18.4 


9.2 
33.1 
20.4 


39.3 | 29.4 
62.4 


47.7 


GETTING INTO 
WEST VIRGINIA 


PLUS EASTERN OHIO AND WESTERN PENNSYLVANIA 


RADIO HOMES IS EASY WITH 


WHEELING, W. VA. 
50,000 WATTS 


CBS RADIO 


ATTRACTIVE PROGRAMMING, PRODUCTIVE 
)}SELLING 24 HOURS EVERY DAY 


SERVING THE HEART 
OF INDUSTRIAL AMERICA JOHN 
National Sales Offices: BLAIR 
TOM HARKER & COMPANY 
118 E. 57th, New York 22 


VIRGINIA— Income Breakdown of Consumer Spending Units— (Continued) 


| NET INCOME GROUPS, 1953 NET INCOME GROUPS, 1953 
Total | Total 
Con- Con- 


sumer $2,500-3,999 | $4,000-6,999 '$7,000 & Over | 3 sumer $2,500-3,999 | $4,000-6,999 
Units % % Units % % % 
(000) % % Dol- | % % 2 % % 
Units lars Units Units Units Units 


2.9 | 58. +3 | 27.2 36.0 | 11.7 , : ° | Ohio Al ° 7.8 | 29.9 31.6 
2.4 ° -8 | 25.9 34.9) 8.7 ° . || Pendleton D2 -4 | 63.3 36.7 | 28.2 6.6 
12.1 . «8 | 33.9 32.7 | 21.2 . . Pleasants jet -7 | 45.6 19.1 | 27.4 21.2 
3.6 | &4. -4| 30.8 38.1 | 11.3 . ; | . (D2 -4 | 45.9 22.3 | 39.6 12.4 
11.0 A -8 | 25.4 16.0 | 43.5 . ; D1 -0 | 40.8 17.3 | 35.0 20.4 
2.8 ; -1 | 28.1 36.6 | 10.2 36.3 14.1 | 30.1 28.2 
28.0 A +1} 29.5 23.1 | 31.4 
4.2 : -2 | 25.8 31.1 | 14.3 
5.5 ; -3 | 33.0 34.7 | 19.0 
81.3 ; -O | 26.1 18.5 | 36.1 


26.4 8.8 | 39.7 25.6 
44.6 18.3 | 32.2 18.0 
Ritchie - 49.6 23.0 | 30.3 16.7 
Roane. : -8 | 51.0 24.4 J 17.6 
Summers... . -2| 47.1 20.2 ¥ 21.0 
Taylor. ... -4 | 38.1 14.8 A 28.3 
Tucker -0 | 51.1 26.1 . 13.3 
Tyler ~ ° 48.5 21.8 18.5 
Upshur -5 | 53.9 25.4 15.2 
Wayne...... 41.3 16.5 23.7 
Webster : ° 40.4 17.3 J 16.1 
23.5 . ° 32.7 28.2 | 24.6 Wetzel : le 42.3 17.2 23.0 
6.8 . . 31.5 31.9 | 25.2 ¢ Wirt ° 61.5 34.3 10.2 
13.2 . . 39.2 37.2 | 20.1 ° ° Wood ° 28.8 9.6 ° 31.4 
Wyoming 24.6 8.7 26.0 
23.1 di -6 | 28.5 25.5 | 25.8 ° : . — 
3.6 ‘ -3 | 26.2 31.1 a ‘ Total p -5 | 33.0 11.4 -9 27.4 | 26.7 
2.4 . -9 | 36.0 39.8 J 
7.7 F -1| 37.8 37.2 ° ; U.S. A. 30.3 9.1 | 26.0 19.2 | 30.7 36.4 


Before using these figures, see explanation page 11. 


arama 


5.8 : -7 | 30.1 32.7 | 17.5 
5.7 ; -8 | 31.9 37.7 | 14.3 
22.8 ° -3 | 41.0 32.6 | 26.7 
28.0 . +2) 41.3 34.2 | 25.3 
23.4 ‘ -8 | 31.3 24.9 | 31.6 
11.2 . -6 | 31.4 27.0 | 29.9 
6.9 ‘ -1| 29.9 31.6 | 20.7 
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Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, 
Effective Buying Income, retail sales, buying power index, farm income and value added by 


manufacture are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 


part, may be granted only through written request to SALES MANAGEMENT, INC. 


MAY 10, 1954 


fol Prosperous Green Bay, Wisconsin 


Complete Coverage of Compact, 


. . » With The Press-Gazette! 


170,000 Trading Zone population makes Green Bay 
Wisconsin’s 3rd largest market! 


We're 100% City Zone, 95% Metropolitan Area 


readership in this high-spending market! 


Stable, diversified industry and agriculture assure 


effective buying income! 


annual wholesale-retail sales! 
One-paper saturation of a prosperous, typical population, undisturbed 


by outside media. . 


We're a decisive factor in Green Bay’s $265,000,000 


. adequote spread with positive control . . . plus 
full media co-operation make Green Boy tops as a Test Market! 


For 


full details, contact Phil McClosky, Manager, General Advertising. 


GREEN BAY PRESS-GAZETTE 


WIs co N S | N— Counties and Cities— 


(Other East North Central States: 
IMinois, Indiana, Michigan, GUhio.) 


The “‘SM’’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


Wisconsin state map—page 750 | (in 


City 
Antigo 
Appleton. 
Ashland 
Barbaboo 
Beaver Dam.... 
Beloit. . 
Burlington 
Chippewa Falls.. 
Cudahy 
Eau Claire.... 
Fond Du Lac... 
Green Bay 
Janesville. ... 
Kenosha 
La Crosse 
Madison 
Manitowoc 
Marinette 
Marshfield. . . 
Manasha 
Menomonie. . 
Merrill 
Milwaukee 
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Langlade 


Outagamie.... 
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City 
Monroe 
Neenah. 
Oshkosh... . 
Portage... 
Racine 
Rhinelander. . . 
Rice Lake 


Shawano... 
Sheboygan. ... 
Shorewood..... 
Stevens Point. . 
Sturgeon Bay 
Superior....... 
Two Rivers... . 
Watertown. . 
Waukesha 
Wausau 
Wauwatosa. ... 
West Allis 
West Bend 
Wisconsin 
Rapids. . 


County 


Green..... 


Winnebago 


... Winnebago. .. 
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Oneida. 
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EFFECTIVE BUYING 
SM INCOME 
‘ ESTIMATES— 1953 


RETAIL SALES 


ESTIMATES—1953 


CITIES 


Adams 
Ashiand 
Ashland 
Barroo 
Rice Lake.... 


Bayfield 
Brown. ... 
AGreen Bay. 


Chippewa Falls. 
1Eau Claire 
Clark 


Total 
( 


thou- 
sands) 


2, 


38,370 
9,450 


12,284 
163 435 
90,581 
14,203 


8,737 
23,346 
50,447 
15,238 


32,502 


-0156)1 ,090/3 , 654) 
-0038)1 ,260)4, 


-0132/1,006/3, 


5,524 
22,930 
18,171 
47,874 
20,083 


7,523 
123,444 
93,433 
10,524 


7,826 
22,276 
47,296 
21,295 


33,638 


Coun- 
h/ 
Sales 
Per 
Fam- 
ily 


2,125 
4,169 


4,559 


1,929 


FIVE STORE GROUPS 
(in thousands of dollars—add 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


000) 


General 


Mase. 


Furn.- 
House- 
Radio 


Auto- 
motive 


Buying 
Power 


Qual- 
ity 
In- 
dex 


74 


1 Eau Claire is in Chippewa and Eau Claire Counties. 
A and A See end of state for SM Metropolitan County Areas. 


746 


Before using these figures, see explanation page 11. 
© SM, 1954 


SALES MANAGEMENT 


Some Stations Are 
Never Satisfied 


The sales power of WISN promotion 
can be gauged by this letter from 
Milwaukee's largest food broker. 


WISN 


THE MILWAUKEE ADDRESS OF 


‘Represented by the KATZ AGENCY, INC. 1 
NEW YORK © DETROIT © CHICAGO © KANSAS CITY November- 
DALLAS © SAN FRANCISCO © LOS ANGELES 


MAY 10, 1954 


Even though they have 19 out of 20 top- 
rated programs in their market,* some 
stations insist on increasing the effec- 
tiveness of their advertising messages 
by supplying valuable sales tools to 
their advertisers. In Milwaukee this 
thinking has resulted in— 


The WISN Advertiser 
Dividend Pian 


ADVERTISING SUPPORT 
® Counter display cards 

® Easel cards 

© Newspaper tie-in ads 


Prodact listing in Grocery Briefs mailed monthly 
to 1175 Milwaukee grocers 


® Product listing in Druggist Briefs mailed monthly 
to 400 leading Milwaukee druggists 


® Product publicity in WISN Radic News and 
Views magazine. 


ON THE AIR SUPPORT— 


® Special promotion of advertisers’ programs via 
special recordings of program personalities. 

© Continuing cross-promotion announcements. 

© Advertiser tie-in program announcements. 


MERCHANDISING SUPPORT— 


® Trade mailings of all kinds to Milwaukee's most 
complete listings. 


© Comprehensive production of mailing pieces for 
advertisers. 


® Retail and wholesale trade call system. 


IN-STORE DISPLAY PLANS— 


© WISN Grocery Chain Merchandiser — Makes 
available special displays in A&P and National 
Food Stores. 


© WISN Drug Chain Merchandiser—Moakes availa- 
ble self-service display space in high-volume 
independent drug stores. 


The extent of promotion 
and merchandising aid of- 
fered is based on contract 
scope and product require- 
ments, 


We request your corre- 

spondence or personal visit 

for a discussion of your 

ekbisewn! problems in the 
ilwaukee area. 

*Top Ten Evening and Daytime Shows 


, 1953 — Pulse of 
Milwaukee 


im Wisconsin... 


one medium 
AN DB ONLY ONE! 


covers Macdisom 
SO ECONOMICALLY !? 


96% coverage — city zone 


Combined daily ABC total (3/31/53)—80,439 


70.8% coverage — ABC trade area madison 


Combined daily, publishers’ statements, Jan. ‘54—85,821 


newspapers 


83.7% daily and 99.4% Sunday 


- 
in our 9-county ABC trading area 3 ri? Cc eo 
dealer or home delivered 


on day of publication. 


For additional facts write: 
Research Department or Jann & Kelley, Inc. 


W 1SCONSIN— (Continued) The SM" ay 


ls mark nal, 
sive estimates "by y sates MA isin 


POPULATION EFFECTIVE BUYING RETAIL SALES 
BYP ESTIMATES—1953 BYP ESTIMATES—1953 


FIVE STORE GROUPS 
(in thousands of dollars—add 00") 


& 
Fam- 
ily . Per General | Furn.- | Auto- 
Food Mdse. | House- | motive 


% Per 
of Dollars of | Cap- 
U.S.A. ita 


0217 1,423)4, ° ° 8,164 3,038 ’ 9,007 
-0046 1,705)5,25 ¢ 2,448 2,130) 4,111 
0112 . . ° 1,014)3, . , 3,443 820 2,396 
1123 

0628 

0372 


1365) 1 ,869)6, . 42,000} 22,237 36, 502 
-0920)2 , 251/7 ,938 ° p 29,260) 19,036 27,714 
. -0332|1,370/4, . | 3, 11,936 2,969 8,269) 
.0078 A -0077/1,519/4, 869 . 4,598 1,789 4,834 


-0100}1 , 160)3, . 5,511 1,851 4,877 
-0042/1,328/4, 143 . 2,578 1,110 2,983 


-0285)1 ,492/4, . ° 14,188 5,058 10,191 
-0231)1,617/5, 222 x ‘ 12,761 4,100 10,021 
-0122)1 ,083/3, ° ° 5,074 3,423 734 4,899 
0043) 1,221/4, , 3 226 2,329 3,105 J 
- 0369/1, 591)5, ° ° 14,734 8,506 15,498 0374 
-0266)1 ,728)5, 583 A 12,382 8,020 13,370 . 0280) 


-0012| 788/2, A A 853 84 126 0015 
0429/1, 502/5,1 ° ’ 16,837 6,241 17,178 0452 
- 0207/1, 637|5,359 A 10,095 4,935 11,387) 1,76 0234 
-0035) 959)3,711 6,864) . 1,401 168 1,051 1 0041 


1 Eau Claire is in Chippewa and Eau Claire Counties. © SM, 1954. Before using these figures, see explanation page 11. 
2 Watertown is in Dodge and Jefferson Counties, A and A See end of state for SM Metropolitan County Areas. 


S88 882558 22° 


To be sure that you’re basing your selection of markets and media on all available factors, 


study both the Survey data and the Survey advertisements. 


SALES MANAGEMENT 


rigs \ 


IN MADISON (WIS.) SINCE 1925 


5 fop Station in a Top Market 


e WIBA’s (20-county BMB) 217,800 families . 


e have a total effective buying income of $1,074,658,000 


e They like WIBA more than any other station! 


THE BADGER BROADCASTING COMPANY, MADISON, WIS. 
Represented Nationally by AVERY-KNODEL, INC. 


The 


“SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


e with Sales Management 1953 sales of $836,574,000 


WISCONSIN — (Continued) 


COUNTIES 
CITIES 


TION 
p ESTIMATES 


SM 


JM 


thle J Sens 


ESTIMATES—1953 


JM 


RETAIL SALES 
ESTIMATES—1953 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


Total % 
(thou- of 
sands) | U.S.A. 


Fami- 
lies 
(thou- 
sands) 


Grant... 

Green 
Monroe 

Green Lake 


lowa... 
Iron... 
Jackson. . 


Jefferson 
2Watertown 
Juneau 


-0266 


.0119] 


2 Watertown is in Dodge and Jefferson Counties 
A and A See end of state for SM Metropolitan County Areas. 


Per 
Fam- 


Per 
Cap- 
ita | ily 


Dollars 
(add 
000) 


Coun- 


FIVE STOR! fi GROUPS 
In thousands of 


lars—add 000) 


Sales 
Per 

Fam- 
ity 


Food 


Buying 
Power 


a 


Auto- 
motive 


fi |e 


21,181| 


| 

1,230/4,215) 
1,713|5,521 
1920/5, 606 
1,224)3 , 960 


1,095|3,783 
1,214/4,079 
sh 
1,413/4, 700) 
79| 1, 522/4,871 
1,115|3,851 


3,890 
5,231 


4,503 
2,831 


3,114 
3,094 


8,505 
9,160 
6, 167 
3,939 


3,488 
2,434 
2,309 


11,912) 
5,357) 
4,360) 


P| 


9,640 
6,292 
3,710 
4,489 


—~_— 


2,266 
751 
3,779 ° 75 


$8 338; 


2 
= 
= 


3,967 
2,359 
1,134 


538 Bee ¥SB8 


° 101 
-0092) 115 
-0102| 86 


3,587 
3,944) 


Before using these figures, see explanation page 11. 
© SM, 1954. 


The LEADER & TELEGRAM 


‘ for concentrated coverage in EAU CLAIRE 


Home of 


WISCONSIN'S 
Biggest 


PAYCHECK! 


1954 


MAY 10, 


Shopping Center for Six 
Farm-Rich Counties! 
Two Figures Tell the Story 


$89.44 


Average industrial weekly wage for 
1953 higher than any other Wisconsin 
city, regardless of size. 

Highest in the state for the 4th 
straight year. 


$82,705,000 


Total Farm Income in The Leader and 
Telegram’s six coverage counties! 
$5,850 average farm family income 
+ . « aid growing with the growth 
of the Eau Claire market! 

The Leader and Telegram offer you 
98% coverage in the Eau Claire City 
Zone, and intensive, highly merchan- 
disable sales penetration throughout 
its 50-mile radius, 6-county coverage 
area. 


The EAU CLAIRE LEADER & DAILY TELEGRAM 


(morning) 


® 


(evening) 


National Representatives SHANNON & ASSOCIATES, INC. 


erred 
{CHIPPEWA 


“TEAU CLAIRE 


@ Fou Clowe 


BUFFALO 


TREM 
PEALEAU : 


f MONROE 


RICHLAND 


Swisconsin Rapid 


© mornhfield 


PORTAGE WAUPACA 


1950 Net Effective Buying Income 


me In excess of $150 Million 


$75 Million to $149.9 Million 


5 $40 Million to $74.9 Million 
$15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 


and over 


Scale of Miles 
4 40 60 


One inch Equals Approximately 40 Miles 


Two Rivers 


F | G 


SALES MANAGEMENT 


Only one big city in Wisconsin. 


Only two daily newspapers in Milwaukee. 


Each daily newspaper will give you 20°%/, or more coverage of II 
Wisconsin counties. But put them both together and you 


get merchandisable coverage in 3 times as many counties. | +1=3. 


More and more national advertisers are proving the success of 
this formula. In 1953 they increased their 

linage in the daily Sentinel by 308,408 lines 

over 1952—up 14.6%, 


Investigate for yourself and you'll find: No matter what your 
product or service may be, you need both Milwaukee dailies 


to effectively sell Wisconsin. One of them is... 


The Newspaper Wisconsin Grew Up With 


REPRESENTED NATIONALLY. 


MAY 10, 1954 


eessful advertising in Wisconsin 


THE DAILY SENTINEL alone, pro- 
vides 20% or more coverage in these 
11 counties. 


The other daily alone, provides 20% or 
more coverage in these |! counties. 


TOGETHER, BOTH Milwaukee Dailies 
provide merchandisable coverage in 
these 35 counties. And you get @ 
bonus of 3 important cities besides. 
Of the total in Wisconsin, the shaded 
areas shown account for: 


68.1% Effective Buying Income 
68.0% Total Retail Sales 
69.2% Food Sales 

73.5% Gen. Merchandise Sales 
68.3% Automotive Sales 
67.6% Drug Sales 


Source: 1954 8. M. Survey of Buying Power. 


Report on Five Years of Growth in WISCONSIN'S 4th MARKET 


KENOSHA .. . a market built on the foundation of great industrial payrolls. 


Payrolls that are a mark of the stability of this ie Se ose 


South Wisconsin market . . . that are anchored Population 30.400 15 
4 @) L D in the financial structure of some of the great Total Retail Sales 1% 152,000 
companies of America . . . American Brass Co. Food : 7,141,000 
. Nash-Kelvinator . . . U.S. Standard Products } ~~~ (panne 6,127, ‘000 
and Serviced by . . . Simmons Company . . . Coopers, Inc. . . . 


ppare 
Home Furnishings . . 
Macwhyte Co. . . . Kenosha Full Fashioned Mills Automotive 


A NEWS . . « Dynamatic Corp. . . . Snap-On Tools Corp. Bulldbas Matesiol & 
The KEN OSH More than 50 plants manufacturing nationally E eng y 

and internationally known products keep Dr s 9 
¥& Saturation City Zone Coverage Kenosha’s family income and retail sales fig- 


rug 
Source: 1954 Sales Management (percentages 


ures up at the top level. based on 1948 sales totals from Bureau 
¥%& 93% Metropolitan Area Coverage of Census). 


i tatives: 
* ABC Circulation Metropolitan Area 20,149 The KENOSHA NEWS —? ROmLLEY pane 


W | S CONSIN— (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION rene Spree RETAIL SALES 


ESTIMATES ——— 
JSM BYP ESTIMATES—1953 BY estimates—i9s3 CONTROLS 
COUNTIES jpolitan| — | 


FIVE STORE GROUPS 
CITIES (in thousands of dollars—add 000) 
Net % Dollars a; t 


Buying 


of | Cap- 
(add U.S.A. 000) . Per General | Furn.- Auto- 
000) Food Mdse. _ motive 
jo 


‘ 7 ‘ 142,380} .0579 . ’ 27,141) 6,127 4,567, 20,072 
A Kenosha , ‘ ‘ 103,198} .0419 678). 23,761) 5, 162 4,522) 19,186 


Kewaunee . .8| 6. 18,469} .0075|1,043/3, ? 2,490} 2,152 2,230 
La Crosse AW. .8| 53. 111,615| .0453 j 22,140| 11,718 15,744 

ALa Crosse. . .0| .0306| 14. 79,919] .0325 ‘ : . 17,933} 11,612 ¢ 14,711 
Lafayette ; . P - We 19,645) .0080 . . 3,818) 3,504 


Langlade 9} 1 ’ 25,432} .0104 " : 5,932 5,744 
Antigo | 4 3. 13,251] .0054]1, : 4,825 ,087} 4,226 
Lincoln 4.0140) i : 26,090} .0106 ‘ 6,672 4,545 
Merrill 9.3) . 2. 12,620} .0051|1,357/4, j 3,853 : 2,878} 
Manitowoc .2| 0432! . ’ 103,945} .0422 ‘ 19,530 14,500 
Manitowoc. .. .8|  .0180} 9 49,968} .0203 ; .0237 11,504| ’ ,619| 8,357 
Two Rivers 3). ’ 16,439] .0067 : 3,703 2,562 


Marathon .8| .0518| 22.9 34.7] 108,536) .0441|1,311/4,740 d .925| 17,055) | 4, 22,344 
Wausau A ‘ 7 48,967} .0199)1,535)5, 048) Gol) C087 11,317) 7, 160) 3, 17,682 
Marinette 9} 0224) 10.6) 14. 42,551) .0173|1,185|4,014 ‘ ; 9,041 4,297 
Marinette 4} .0090) , 19,138} .0078)1,329)4,350 21,055) .0122 5, 124| 2,578 
Marquette 0} .0056} 2. | 9,378) .0038|1,042)3,349 . ; 1,602 1,667 


4 | 
Milwaukee . aa .6 875. 1,785,777 .7178 1,944/6,430] 1,211,156). i 279,439) 60,976} 234,850) 31,304 
AMilwaukee 9.5, .4059) 198.5] 1,231,452} .5006|1,896/6,204] 1,038,032). 224, 590| ‘ 57,400} 194,586) 26,037 
West Allis 5) .0284) 13. 92,001] .0374 2,022/6,917] 54,489]. 16,789} 1,885) 15,994) 1,479 
Wauwatos: 8} .0224 9) 107,440} .0437|3,001/9,857] 24,405). 8, 248) 369} 6,962} 1,310 
Cudahy 9} .0081 7 24,252| .0099) 18,014) .0105) 8,460 ‘ 14] 2,524] «171 
Shorewood .7\ .0104 J 58,589, .0238/3, 13,748} .0079) | 5,545 197} 4,859) 1,083 


Monroe 5.0203) 8.7) 11. 33,658). 25,519] .0148| 2,933| 5,491] 948, 4,458,602 
Oconto... 1) 0163) 7.4) ‘5. 25,956, . 23,717| 208) 4,231' 2, wae 1,046 4,946 260 
A and A See end of state for SM i x © SM, 1954. 


Before using these figures, see explanation page 11. 


BUSINESS is big, busy, diversified in 


WAUSAU 


Industrial-Distributive Capital Of North Central Wisconsin 


With no city of comparable size within 92 miles, WAUSAU 
serves Wisconsin's largest trading territory. ABC City Zone 
has just been revised upwards to 37,029; metropolitan area, 
44,925. Sales per capita are among highest of state and 


nation. Quality of market index: 122. Marathon Corporation Plant No. 5 


Wausau and suburbs are the home of Plants No. 1 and 5 of 

= Marathon Corporation, home office of — Corporation, 

. Employers Mutuals, Mosinee Paper, Wausau Paper, Wausau Snow 

Represented Nationally By Burke, Kuipers & Mahoney Piows, Minnesota Mining, Wausau Pistons, Pied Piper Shoes, 
many more. 


SALES MANAGEMENT 


One-Paper Coverage — The Milwaukee 
Journal is read regularly in 92% of all 
homes in a metropolitan area of nearly 
a million people. At one advertising cost 
you get coverage which requires two or 


more newspapers in most large cities. 
. « Veow, Lower Advertising Rates — The 
\ ] ertl Sin. 5 rates per 1,000 readers in The Milwau- 


kee Journal are nearly 20% lower than 
the average for U.S. newspapers of 
comparable size. 


Wooncentrated Market—The Milwau- 
e + ore kee 100-mile zone in rich southeastern 
Wisconsin does 73% of the state’s total 


retail business in less than 30% of the 
state’s area. 


Vie Volume Market — Retail sales in 


Economically ‘the 100-mile zone exceed total sales in 


35 of the 48 states. 


Top Quality Market — Income per fam- 
ily in Milwaukee tops all but three of 
. the 25 largest U. S. metropolitan areas, 
In | Wall ee according to the U.S. Census. Retail 
sales per family are 35% above the na- 

| tional average. 


V viome Readership — Practically all Mil- 
waukee Journal circulation is home- 
read, multiple reader circulation reach- 
ing all members of the family. 


World Leader in Advertising — In each 
of the past four years The Journal pub- 
lished more advertising than any other 
newspaper in America. 


The 


Milwaukee Journal 


MAY 10,°1954 753 


a - 


omm The famous FOX CITIES focus 
their shopping attention HERE 


1. Guaranteed tie-ins every time your ad appears 


a Locks ff " EXCLUSIVE 2. Twice weekly dealer contacts 
PLUS 


geapeney 3. Annual Consumer Buying Habit Study 


VALUES: 


LITTLE CHUTE 


4. Complete grocery-meat, drug and liquor route lists 
; PROOF. 


2nd in total ad linage in 


6. Largest A.B.C. City Zone market north of Milé#aukee  '*e Stete- 
; 95% City Zone coverage 
MENASHA 93.2% carrier delivered 


zc. NPPERTON Post-CRESCENT 


Appleton, Wisconsin 


5. Dealer display contest 
APPLETON 


WISCONSIN — (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION rare f irra RETAIL SALES ADVERTIS- 


ESTIMATES ING 
JM SVD estimares—1953 BYP ESTIMATES—1953 CONTROLS 


FIVE pep GROUPS 

Coun- (in thousands of dollars—add 000) 
Per % ty Buying |Qual- 
Fam-| (add 0 Sales Power | ity 
ily ) .S. Per General | Furn.- Auto- Index | In- 
Fam- Mdse. | House- | motive dex 
ily Radio 


COUNTIES 
CITIES 


4,154] 26,681) . 4,105 1,935} 1,097) 4,958 j 97 
Rhinelander. . 0056) 1 2,834) .0052]1,442/4,753 16,154). ’ 1,752 923] 3,171 : 116 
Outagamie. .... .7| 0542! .5| 54. : .0533 5, 100,757) . 4,113 . 10,551 5,409} 17,208) 1,991) . 101 

AAppleton 3) .0239| : ,914| .0268 5,586] 61,781] . ,538} 9,113) 4,578] 10,383) 1,34 F 121 
Ozaukee .2| .0157 4) 8. .115|  .0175)1,711|5,826) 28,320) . 3,827 . 765) 943 1,012} 6,535) 84 .0169} 108 


-0047 . : -0031) 1 ,037|3, 702 7,878) . 3,751 - 238 183 2,054 0038) 81 
-0135) ls le . -0105/1,192)4, 21,575). 3,425 ‘ 875 794 4,961 .0117| 87 
.0155 ‘ -0110'1,086'3, 28,937' . 3,858 341; 1,814 332 5,974 762} .0137| 88 
A and \ See end of state for SM Metropolitan “ware Areas. © SM, 1954. 


Before using these figures, see explanation page 11. 


LITTLE CHUTE 


COMBINED LOCKS 


NOW A METROPOLITAN MARKET 


SWING A RING ONLY 6 MILES IN RADIUS and you've got 
ok the fabulous Fox Cities*. All 95,000 folks, in tune with 
F- modern living, keep tuned to‘ WNAM and WNAM-TV 
listening and looking for your call. Today, why not call... 


: 
| KIMBERLY 


y wnam o> wnam-fyv 


‘ - 4 Business Address: RADIO AND TELEVISION PARK Neenah, Wisconsin 
rs Don C. Wirth, General Manager 
Representatives: George W. Clark Inc., Chicago *« New York City ¢ Minneapolis 


Lee F. O'Connell Co., Los Angeles 
Regional Radio Representatives, Milwaukee 


SALES MANAGEMENT 


The RACINE JOURNAL-TIMES 


nd in Wisconsin . . . 
in per capita income 


($116,000,000. RETAIL MARKET) 


Represented by 
The Allen-Klapp Co. 


Tie ealitater ty SALES MANAGEMENT, Leelee — (Continued) 


cereal SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
laten. 


—- ING 
» GD + JM ESTIMATES- 1953 JM ESTIMATES—1953 CONTROLS 


COUNTIES jpolitan| | | | | | FIVE STORE GROUPS | 
CITIES Ar | |Urban- | | Coun- | (in thousands of dollars add 000) | 
Total | & Fami- | % %, = cae Stes, Buying Qual- 
(thou- ee lies | Popu- of Sales | | | Power | ity 
sands) . . lation S.A. ) U.S.A. | | General Furn.- Auto- | index | In- 
nds) | (thou- " | dex 
sands) | i | Radio | | 


Portage -1) 0219) 9.4. 17.0 -281|  .0188)1, 3194, 924 . 0187) 3, 416 364) .755| 1,673) 4,842 .0194 
Stevens Point 8) -0105} 4.6 26, 575 -0108) 1 ,582)5,778 2,548) .0131| 491) ,901! ,638) 2,998) f O14 
Price. . . 8.0009} 4.7) 2.9 ; 0064) 1 ,009|3,392 $62) 0090) 3,311) 2, | ,659) 0078 
Racine... . -0726; 35.1) 87.5 224) .0887 1,880/6,217 J -0876) 4,292 ° -0852 
ARacine 76.3) .0477) 23.6) 3,022) .0602) 1,940)6, 272 ,525| 0666 | 29,448) 419) ; 21,870) 3,539] .0596 
Burlington : a 1.6 8,3 -0034)1,696/5, 194 503 ae —r 393 .0050 

| 


Richland . 10} .0118) 5.4) 4,7 ; .0083 1,075:3,781 ,096) 0134) 4,277 729| 4,540, 497] .0105 
Richland Center ‘ .0029) 1.4 5, 966 | -0024 1,270 4,264 16,684) . 0097) | , 843) 7§ 78 3,435 394 .0047| 162 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


WRJN-AM plus FM 


ABC Network — Wisconsin Network 


SERVING ale! largest oe % 


WISCONSIN’S 
—_— ‘industrial market 


ae 3 DAY and NIGHT 


The Walker Representation Co. 


Careful reading of the explanatory introduction, starting on page 11, will help you make 
the best possible use of the data and features in this Survey. 
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YOU NEED THE Sanesville GAZETTE = 


TO COVER THIS RICH SOUTHERN WISCONSIN “ 
FOUR COUNTY Phas Market 


——" HEBRON 
ONLY THIS NEWSPAPER : ccc 
offers coverage of this market of: EDGERTON UMA CENTER 
% 120,000 consumers * 8,580 highly productive farms 
% $163,318,000 total market retail sales* 
% 63 important industries 

* 1953 Sales Management’s Survey of Buying Power 

% Home of Parker Pen. Other big plants: Chevrolet As- 
sembly; George W. Borg Corp.; Gibbs Mfg. and Research 


Corp.; Gilman Eng. & Mfg. Corp.; Rock River Woolen 
Mills 


Write for Detailed Information. 


THE JANESVILLE DAILY GAZETTE 


JANESVILLE, WISCONSIN. . GEORGE W. GRESSMAN, ADV. DIR. 


W 1s CON SIN swe (Continued) The SM" symbols mark original, exclu- 


ae ae sive es imates by SALES MANAGEMENT. 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
Sy7p ESTIMATES 577) INCOME GD ING 

1/1/84 ESTIMATES—1953 ESTIMATES—1953 CONTROLS 
COUNTIES a7 wer Ss be 
CITIES Area 


FIVE STORE GROUPS 
Urban-' (in thousands of dollars—add 000) 
% | Fami- | ized Net a; | Per | Per ¢ Buying |Qual- 
of lies | Popu-} Dollars of | Cap-| Fam- Power | ity 
) | U.S.A. | (thou- | lation} (add | U.S.A.| ita | ily .S. General . Auto- 
| | sands) | (thou-} 000) ea Mase. 


| motive 
S eee Os 


Rock 1} .0613} 30.2} 68.6] 171,516} .0698)1,748/5,679 a ; t , : : 24,889 


Beloit 780|5,79 ‘ , t , 11,539 

Janesville § F ‘ , 59 J , 891/16, 000 J J \, ‘ 8,093 
Rusk .6}  .0104) , . ,096| .0073/1,090)3,934 ’ ; t . 1 3,396 
St. Croix ,227/4,215 ‘ d t ‘ é 5,557 
Sauk ,321/4,419 x ; i t y ; 9,874 

Baraboo ; |1,51414, 602 ,239| | 3%, y ¢ 4,504 
Sawyer YS Rs 754). 966|3,251 Y .297) y r 1,422 
Shawano x d | y z y F 1,115/4,039) y P . é 5,221 

Shawano 5.0) .0037 71 7 ‘ 1,409'4,97 . é ali 2,785 
Sheboygan . - -4) 52. ,242) . 1,619)5, 16,851 

ASheboygan. 1,741|5, 488) , : 3, 4 é 13,299 
945/3,51 i ; : ’ 5 | 2,667) 
; 944 3,296 ‘ J ’ : ' 2,736| 
| .0113|1,006 3,459 j . ‘ , .714| 3,386 
3.0)..... ,340| .0038| 964/3,1 ; ; ‘ | 1,338) «67 
Walworth ; 14.1| 18.0 103! .0265/1,447/4,617 7 .0339} 4,142 | , 2,065 11,679 1,465 
A and A See end of state for SM Metropolitan County Areas. © SM, 19M. 


a 


$8 


~ 
ca 


_ 
oo 
w 


np 
es 
oo 


$& 


Before using these figures, see explanation page 11. 


WCLO—JANESVILLE WGEZ—BELOIT, WIS. 


o GM ‘53 Payroll Hits New Peak 
Here; OVER $14,000,000 EXPANDING INDUSTRY 
. HIGH WAGES 
MILWAUKEE BRAVES Parker Pen Stock Jumps $6.00 Chevrolet — Fairbanks Morse 
GREEN BAY PACKERS : Pm a Shoe 
yoRLb SERIES 14% MORE EMPLOYMENT ies on enitton 


U.w, FOOTBALL-BASKETBALL THAN YEAR AGO road = Works 


Warner Electric Brake 
Things Are Really Cooking Jamesway Farm Equip, 
in the Adams Korn Kurls 


Garden Spot of Midwest 


Geo. W. Clark, Inc. Rep. NEW YORK—CHICACGO 


756 SALES MANAGEMENT 


SSSA 
WIS.NET 


LOCAL COLLEGE AND 
HIGH SCHOOL FOOTBALL 


@ 53 counties 
$3.4 billion in income 
(61% of state total) 
$2.7 billion in retail sales 
(63% of state total} 
664,500 radio homes 


155,120 radio farm homes 
$7,123 av. income per farm 


$2 10 counties 


$857 million in income 
$640 million in retail sales 
$5400 per family net income 


% MADISON, WISCONSIN 


Ranking 12th in the nation in INCOME PER FAMILY 
$152 million in retail sales 
136 in quality of market index 

$7938 per family net income ($2765 over av. U.S.A.) 


$226 million in net income 


ZS 7 
Represented by Headley-Reed 


CBS Affiliates 


The “‘SM’’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


WISCONSIN— (Continued) 


PULATION 


PO 
ESTIMATES 


1/1/54 


EFFECTIVE BUYING 


INCOME 
BY, M ESTIMATES—1953 


Metro- 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 


RETAIL SALES 
ESTIMATES—1953 


COUNTIES 


politan 
CITIES 


ea 
Per 


FIVE STORE GROUPS = 
(in thousands of dollars—add 000) 


Buying | 
Power 


General Index 


Washburn 
Washington. .. 
West Bend 


Waukesha 
Waukesha 
Waupaca...... 

Waushara 


Winnebago. . 
AOshkosh 
Neenah- 

Menasha 
Neenah 
Menasha. 
Marshfield 
Wisconsin 

Rapids 


.0194|1,814 

.0102|1, 907 

.0092|1,722 

.0301|1,392 

.0077|1,420 
| 


23,630) .0096)1,641/5,495 


-0168 


-0347 


0106 
-0062 


-0141 


-0138 


3,423 
9,051 
3,105 


1,936 
6,611 
3,320 


23,298 
9,395 
8,736 
2,255 


16,099 
9,664 
9,828 
2,926 


29,639 
16,611 


24,765 
19,710 


9,187 
5,604 
3,583 
13,459 
4,405 


1,836 
995 
340 

5,674 

3,158 


4,148 
2,404 
1,744 
12,266 
6,010 


5,552 2,370 5,416 


1,705.3] 1.0656] 518.5 3,147,028| 1.2704|1,845/6, 069 


Total Above Cities 


State Total. .... 


3,564.1 2.227311 ,080.7 2109.0 


2,697,735| 1.5680 


5,542,841) 2.2530)1,555 5,275) 4,207,784! 2.4457) 4,005 


614,752 361, 005 141,670) 549,265) 71,153 


928,400 448, 220| 182,637} 802,389) 97,687] 2.3056 


WISCONSIN— Metropolitan County Areas 


Duluth- Superior 
Green Bay 

Kenosha 
Madison 179.6 


259.6 
104.4 
80.4 


.1622| 
0653. 
0502 
“11281 


81.0/ 198.2 
29.0) 75.6 
2.8 59.1} 142,380 
123.9) 


51.4 335,747) 


392, 767| 
163,435 


1597/1 ,513/4,849 
-0664 1,566)6,636) 
-0579/1 ,771/5, 788 


- 1365|1 , 869 6 , 532! 


286 ,807 
123,444 
103, 152 
214,616 


-1667| 3,541 
-0717| 4,257 
-0600) 4,193 


+1248) 4,175 


73,925 
25,410 


31,207 
16,112 


13,570 
7,865 


62,490 
22,250) 3,1 
27,141 6,127 4,567; 20,072) 2,541)  .0560| 113 
42,000} 22,237 8,875} 36,602) 7, 1281) 114 


7,046] .1623) 100 


-0678) 104 


A and A See end of state for SM 
MAY 10, 1954 


Metropolitan County Areas. 


© SM, 


1954. 


Before using these figures, see explanation page 11. 
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Wwicce CIN... & : . The “SM? symbols mark original, exclu- 
WISCONSIN — 6% Metropolitan County Areas — (Continued) The estimates by SALES MANAGEMENT. 
SALES AND 
POPULATION =e EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
ESTIMAT 
1/1/54 SM ) ESTIMATES—1953 BYD Estimates—1953 CONTROLS 
p Sek EC ae ee ~~ z FIVE STORE GROUPS 
Area | (in thousands of dollars—add 000) 
Total %, i- | i Net % Per | Per | Dollars % Qual- 
thou- of i Dollars of | Cap- Fam- | | | | ity 
sands) U.S.A. | i (add =| U.S.A.| ita | ily 000) U.S.A.| Per | General | Furn.- | Auto- | | In- 
000) | |" Food | Mase. | — | motive | Drug | dex 
} | | 10 } 


Metro- 


Milwaukee ° ° 274.6| 875.6] 1,765,777, .7178)1,944 6,430] 1,211,156 .7040 4,411) 279,439, 190,528, 60,976) 234,850) 31,304 
Racine : . ¢ 35.1) 87.5] 218,224) es 150,646) 0076) 4,292) 37,545) 9,565) 8,657; 27,962) 4,003) 
| | | 
Appleton ° A 24.5, 54.8] 131,039) .0533/1,511/5,349) 100,757 0586) 4,113) 20,441) = 10,551) 5,409 17,208 1,991 
La Crosse ; < 20.8} 53.5) 111,615 .0453,1,570 5,366 92,352) .0536) 4,440) 22,140} 11,718 = 4,719 15,744) 1,886 
\Oshkosh . ° 28.8 70.4) 151,725) .0617)1,584/5,268] 116,160 .0675| 4,033) 29,639 8, 165) 5,714; 24,765) 2,646 
| | 
| | 


| | | | 
\ Sheboygan 82.9 . 25.4) 52.7 134,242) -0546 1,619/5,285 96,728} .0562| 3,808) 19,864) 15,435 4,025 ani 1,953 
| ee al a 


| 
’ ' — = = 
1,984.9) 1.2406, 695.2/1651.3] 3,546,951) 1.4419|1,787/5,959 2,495, 818| 1.4507) 4,193| 577,544) 321,645, 124,377 478,694| 64.076) 1.4041 


WISCONSIN— @% Income Breakdown of Consumer Spending Units 


NET INCOME GROUPS, 1953 i} a NET INCOME GROUPS, 1953 
; ees ota 
Con- 


Total of Areas 


COUNTY n $0-2,499 | $2,500-3,999 $4,000-6,999 $7,000 & Over COUNTY sumer $2,500-3,999 $4,000-6,999 |$7,000 & Over 
’ Z / 


€ q 0 G Units % % 0 
%  Dol- Dol- | % Dol-| % (000) % 
Units lars i lars | Units lars | Units Units 


Marquette... . 3.3 | 
Milwaukee 


s~ 
s 


Nw ® oO; 


15.0 
43.4 


Adams ; 5 3 21.0 | 27. 4) 34.6 | 
Ashland ; \ 2. F.8 ‘ p 

Barron 6 | 38.3 15.3 | : 
Bayfield ° " 20.4 
GG ovatus J 33. 6.4 
Buffalo , A 3. 19.6 
Burnett. .... . f 25.3 
Calumet ; 0 | 29 10.2 | 
Chippewa. ... isa f 10.9 
Gin. seasaus . 2. 17.3 


| 23. 
' 21. 
| 31. 
34. 
41. 
21. 
19. 
22. 
28. 
20.2 | 33. 7 | 16. 


~s to bo im 


= 
wowwnson 


a 


su ew td @ 


uN @ 


ow 


Columbia... . J 30.3 9.8 
Crawford. ... 


NUanreanrnae a& 
Nuoepmoereausd 


8.8 | 2% 
8.1 | 3.8 
16.8 
6.0 
15.4 
11.8 
11.6 
24.9 
13.3 
5.7 
18.4 | 


ae 
La 


9.3 | 


7.8 | 


SSLLB 


> ow 
—-Smeaece owe 
esomawsnonwud 


to b> @ me ®t 


ne * « 


Fond Du Lac. 9.0 


NOwanus 


— 
— 


Ss 


, cixcnas 
Grant 
Green... 
Green Lake 
lowa 
ae 
Jackson 
Jefferson 
Juneau. . 
Kenosha 


_ 
ewoeowomoeqa., @ © 


os 


n 
a & to 
K“SeeoneHeooe 
Na @ bo & & Oo im to 


= 
— 
i 


19.1 
18.3 
16.4 
9.4 
20.0 
6.4 
5.0 
13.2 
24.9 
6.3 


a im im & & - 


9.0 7 24.4 
29.5 28.6 
3.9 | 22.4 14.2 


woHrnonwneo 
Seseaaans 8S Sm 
—— b> & 
Nwdv ows 
ee 
Bweartenbana 
NoSOaDeH De 


ome w 


Kewaunee... 
La Crosse. . 
Lafayette. ... 
Langlade 
Lincoin on 
Manitowoc. . . 


La im 


12.8 | 38.3 36.4 
7.5 0 19.1 
14.7 1 30.8 | 

12.3 5 2.1) 3 

12.2 6 29.0 | 

7.8 3 22.3 | 35.0 41.3 


— 
— 
ao 
oo 


25.6 7.7 


Ie & & & 


1,217.1 | 26.5 7.8 | 26.0 18.9 | 34.7 39.3 
Marathon . 8.7 | 32.4 25.4 | 30.9 37.5 amid, Prodsre’ Pee Sree ee 


Marinette... . 10.9 . 27.5 | 28.8 38.0 }55,059.3 | 30.3 9.1) 26.0 19.2 | 30.7 36.4 
W Y OMI N G— Counties and Cities—(2t"", Mountain States: Arizona, Colorado, 


Idaho,» Montana, Nevada, New Mexico, Utah.) 


- 
Nooo mono 


ee ee 


— 8 = 


NuMBER OF OUTLETS | ; NUMBER OF OUTLETS 


County 'thous.)| F |GM|FHR) A | City County s)] F |GM|FHR| A | D 


6 Rawlins i 
Rock Springs. . . .Sweetwater 


! 
$f . 
2 | Sheridan........ Sheridan 7 _ 23 
5 


A and A See end of state for SM Metropolitan County Areas. © SM, 1954. Before using these figures, see explanation page 11. 


For setting quotas on a territorial basis, see cross index to states in the same geographical 
areas, at the beginning of each state table alongside the state name. 


SALES MANAGEMENT 


See 


ere nr nr ae  - - - - - 


1950 Net Effective Buying Income 
tthe In excess of $150 Million 


Hel $75 Million to $149.9 Million Cities shown are those having net Scole of Miles 


. . a 1s 30 60 75 
$40 Million to $74.9 Million Effective Buying Income of $15 million 
and over 


One Inch Equals Approximotely 60 Miles 
$15 Million to $39.9 Million 


The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. WYOMIN G — (Continued) 


SALES AND 
POPULATION EFFECTIVE BUYING RETAIL SALES ADVERTIS- 
BYP 1/1/54 BY LD ESTIMATES—1953 BYP ESTIMATES—1953 

COUNTIES 


p FIVE STORE GROUPS 
CITIES Urban-; Coun- (in thousands of dollars—add 000) 
Fami- % Per % yy Buying 
lies | P Fam- f | Sales Power 
(thou 8. ily t Per General | Furn.- Index 
Fam- Mdse. | House- 

ily Radio 
ee ae 2 . é d ; 6,702 d 3,773 1,345 992 
Laramie " pe J m P 4 7,349 1,345 992 
Big Horn WH J A A 4,559 ° 3,552 749 
Campbell ° ° e el 4,733) ° 5,123 391 


ING 
CONTROLS 


6,570 .0108| 3,676 
(7,608 
4,808 .0046| 4,601 
4,809 .0029| 3,885 


4,317 


d m ¢ 4,857 
Hot Springs... . 6. e ° . j 4,607 


Johnson . p ¢ ° : ° ° . . ° 4,384 
© SM, 1954, 


MAY 10, 1954 


Before using these figures, see explanation page 11. 


759 


WYO M | N G — (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


POPULATION EFFECTIVE BUYING RETAIL SALES 
1/1/84 BYP ESTIMATES—1953 ESTIMATES—1983 


FIVE STORE GROUPS 
(in thousands of dollars—add 000) 


Furn.- Auto- 
House- | motive 


18,727 
17,761 
2,841 


18,513 
17,482 
1,623 
8,882 
16,915) .0098 ’ 6,554 


10,879 
28,654 
25,326 

2,444 


-0140 ° ° A 32,421 
-0071 . p A 25,147 
Teton -6) .0016 Miby «xan ° 4,883 
Uinta +1) 0045 ° . 10,061 


Washakie . -0048 . ¢ - 13,086 

Weston ° 0048) y A d 7,525 

Yellowstone 
National Park 
(Part) P -0003 Serene é , ’ 2,646) . 546 


Total Above Cities 87.0) -0732 | 252,359) . 2, 155/673! 221,77 ° 41,618) 18,862 ,857| " , - 1045) 143 


State Total 310. 141 94. _ 2 553,111) . 1,784\5,878] 422,565 4,491, 82,921) 35,129 19,134) 107,789 2250) 116 


WYOMING— Income Breakdown of Caamnee Spending Units 


NET INCOME GROUPS, 1953 


| NET INCOME GROUPS, 1953 
ra Tota 
COUNTY $2,500-3,999 $7,000 & Over sumer $4,000-6,999 |$7,000 & Over 
Units oy % %, % Units 
Dol- | % % (000) 


ge 


‘0 

uche ‘are | Uchs 
22.8 17.2 | 32. : y 5.9 | 21. : ; 7/1 41.0 41.9 | 

27.3 21. g Y oe | 2.9 | 27. . 9 | 30.7 38.3 
33.9 26. y oT 6.8 | 27. y ’ 7 36.3 
20.7 13. ‘ 6 | eee .9 | 34. . Y 8 33.4 
27.4 e . ‘ . Ww ay 8.2 . e a ~ . 49.3 
36.0 28. : : ee 9 | 25. 5 | 36. . 3 28.0 
25.0 19. ’ : ~waeat 2.3 | 21. ’ : 1 41.8 
30.2 22. : ' 2.6 | 21. : .1| 37.7 39.8 


25.8 ° ‘ A . : } 2.7 : ° . ° -1 33.9 
26.9 


or 
Units 


w 
og 


SBeSSB 
wenn + © @ 


2| 3.4 .8| 40.3 
21.9 16. . . : t — —— —_'|— 


35.0 ° . . ; ° | eke 2 | 26.3 7.5 | 23.9 17.0 
18.1 ccetecnaen 


24.6 > . 9] 9. s . S$. ; F 059. 30.3 9.1 | 26.0 19.2 
Before using these figures, see explanation page 11. 


COPYRIGHT 


Copyright Notice and Rights te Further Reproduction. The exclusive estimates of population, Effec- 


tive Buying Income, retail sales, buying power index, farm income and value added by manufacture 


are fully protected by copyright. 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in part, may 


be granted only through written request to the copyright owner, SALES MANAGEMENT, INC. 


SALES MANAGEMENT 


HAWAII, U.S.A. 


THE TREASURE 
ISCANDS 


In Honolulu, it takes two newspapers to cover the weekday 
market. The Honolulu Advertiser does the job effectively, 
economically and alone on Sunday. Advertiser circulation is 


Net Paid Readership in Honolulu - on a “full return” basis. 


TheFonglulu CF Advertiser 


ss 


{Hawaii's “Territorial Newspaper }— 


Hawaii's Only Morning & Sunday Newspaper 


THE HAWAII STORY: 


Ask our representatives for this important market analy- 
sis. Call the nearest office of The Katz Agency, Inc. 


New York @ Chicago @ Detroit © San Francisco @ Los Angeles @ Atlanta @ Dallas 


Economic and Market Highlights 
Of Hawaii, Alaska and Puerto Rico 


The territories of Alaska, Puerto Rico, and Hawaii 
have one important marketing characteristic in common: 
they are all almost completely dependent on the United 
States mainland for the supply of commodities entering 
into their retail trade. In this respect they represent 
favored markets for United States manufacturers seeking 
overseas markets without running into customs barriers. 
However, in all other respects the marketing character- 
istics of each territory are uniquely different from each 
other, and from the mainland. Americans interested in 
new markets here must understand the problems that 
are peculiar to each of these places. 


HAWAII 


The Hawaiian Islands are situated about midway be- 
tween America and Asia, with Honolulu about 2,400 
miles from San Francisco. This enormous distance from 
the mainland has nowadays been narrowed by regular 
airline traffic, but this fact is still a dominant market 
characteristic of the territory. Thus, the relatively high 
freight cost on mainland goods gives rise to a high 
price and wage structure. Indeed, it will be noted that 
Hawaiian per family income and per family sales ratios 
rank favorably with those of the mainland. 
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Another explanation for the high per family income 
and sales ratios is to be found in the extremely high 
ratio of persons per family. Non-Caucasians, making up 
about five-sixths of the total population, have an average 
family size of about five persons. The climate is ex- 
tremely mild, with a temperature ranging between 58 
and 74 degrees in the winter, and between 64 and 80 
degrees in the summer. 

The climate and the Oriental origin of the bulk of 
the population encourage a native mode of dress running 
to straw slippers and light-weight cotton garments, and a 
diet which emphasizes fish and marine products and 
vegetables. The Japanese, who are the largest single 
ethnic group (about 185,000), constitute a large mar- 
ket, for example, for the sale in grocery stores and 
super marfets of a wide tange of specialized canned 
goods and vegetables, fishcakes, beancakes (Topu), etc. 

The Hawaiian economy is predominantly agricultural, 
with intensive cultivation possible because of the ex- 
cellent water supply and climate. In addition to the 
rapidly fluctuating civilian payroll of the armed forces, 
(over 125 million in 1953), the largest industries are 
sugar production, pineapple production, and _ tourism. 
With the help of the airlines, the last is the most rapidly 
growing industry; nearly 100,000 vacationers visited the 
islands in 1953, as compared with 25,000 in 1940. The 
result is a continuing construction boom, particularly 
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THAT'S WHY 


KGMB } a 


is first choice in 
prosperous* Hawaii 


AUDIENCE LEADERS 
America’s first network 
and Hawaii's foremost local shows 


SALES LEADERS 

Community confidence in the 
KGMB stations wins acceptance 
for your sales story 


SERVICE LEADERS 
Consistent merchandising and 
promotion support for your products 


ASK FREE & PETERS 


KGMB i RADIO 


HONOLULU 


KHBC 


HILO 


CBS IN HAWAII 


*Honolulu average family income $7,198 (Sales Management May 10, 1953) 


in the Waikiki district of Honolulu, with a rapid increase 
in hotel and other tourist facilities. 

Population, which boomed tremendously during the 
war, is now declining somewhat, reflecting some out- 
migration in excess of the extremely high birth rate. 
Economic activity in 1953, however, reached record 
levels with respect to both sales and income. The income 
of Hawaii is now greater than that of five of the states, 
thereby underlining the Hawaiian bid for statehood. In- 
deed, the sheer dollar magnitude of Hawaiian trade 
justifies the growing practice of considering Hawaii as 
part of our domestic market, to be serviced from a district 
headquarters on the Pacific coast rather than the Export 
Department. While the prospects for Hawaii winning 
admission as a state depend on political considerations, 


there is no question that as its income nears the billion 
mark within the next five years, Hawaii's economic 
importance will no longer be ignored. (Note: A wealth 
of data has been recently assembled by Charles F. 
Schwartz of the Department of Commerce and published 
under the title, “Income of Hawaii”. Copies may be 
ordered from the Superintendent of Documents, Wash- 


ington, D. C. for 55¢.) 


ALASKA 


The magnitude of Alaskan expansion during the war 
and post-war years has exceeded the expectations of the 


H A W Al | — Counties and Cities 


“SM” symbols mark original, exclu- 
} 4 estimates by SALES MANAGEMENT. 
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MUST Men in Your '54 picture 


Selling . . . including advertising, pub- 
lic relations and other tools that will 
help sell hardest and best . . . is man- 
agement’s top job today. That’s why 
the trend is to SALEs MANAGEMENT. 


In all periods of difficult business con- 
ditions, you can spot the key men... 
the men you must sell . . . by noting 
the business paper whose subscrip- 
tions and readership are up—the busi- 
ness paper that’s HOT. 


More than any other magazine in the 
sales or advertising fields, Saves 
MANAGEMENT has kept pace with the 
national growth in sales volume and 
sales capacity since the war. Gross 
national product has soared 71% in 


The INSIDE TRACK to Management 
for companies selling such 
products and services as: 


TRAVEL and COMMUNICATION 
PACKAGING MATERIALS 
AND PRODUCTS 
PLANT and BRANCH LOCATIONS 


INSTITUTIONAL and 
PUBLIC RELATIONS OBJECTIVES 


AUDIO-VISUAL SALES AIDS 
BUSINESS GIFTS 
OFFICE EQUIPMENT and SYSTEMS 


Renewals are scraping the ceiling— 


81.95%. 


These records are unmatched 
in the sales or advertising field. 


Today . .. more than ever before . 
your ‘market is the sales management 
executive, the pivot man in today’s 
adjusting economy—your magazine 
for selling this market Sates MAn- 
AGEMENT—the magazine that’s hot 
with the men whom the heat’s on 
today. 


Sales Management 


386 Fourth Avenue, 


the past eight years, national income 
68%, personal effective buying in- 
come 64%, retail sales 121%. At the 
same time, SALES MANAGEMENT total 
circulation gained 89% . . . 88% in 


the A.B.C. No. 1 Classification (Man- 
ufacturers, etc.) . 
management executive subscriptions. 


. 100.3% in sales 


New York 16, N. Y. 


333 N. Michigan Avenue, Chicago 1, Ill 


15 East de la Guerra, P. O. Box 419 
Senta Barbara, Calif. 


most ardent of the local Alaskan boosters. Recently 
released Census of Population reports have established 
that the population gain since 1950 is over 50 percent, 
far greater than that of any other state or U. S. territory. 

A large proportion of this population gain is accounted 
for by military and naval personnel, now estimated to 
total nearly 100,000. However, in relation to Alaska’s 
vast geographical spread (about one-fifth of the size 
of the U. S.), this huge percentage gain in population 
merely brings its population density up to 33 persons 
per 100 square miles, as against an average for the 
U. S. of about 5,000 persons per 100 square miles. 

Active military operations and defense construction 
of great magnitude continue to maintain income and 
sales in Alaska at extraordinarily high levels. Military 
expenditures in Alaska are not publicized, although the 
U. S. Army Corps of Engineers listed about $240 millions 
worth of military construction to be expended in 1953, 
mostly in the Anchorage, Fairbanks, Kodiak and Big 
Delta areas. It is clear, however, that most of the mili- 
tary construction program has been completed. The 
territory is now ringed by radar stations and protected 
by large Army and Navy installations. 

Per capita income and per capita sales levels are far 
greater than those of the United States, in part because 
of high transport charges on imports. Freight rates to 
Alaska are particularly high because of the lack of south- 
bound cargo during the greater part of the year. Yet 
Alaska has a favorable balance of trade with the United 
States in that its exports consistently exceed the value 
of its imports. 

The character of Alaskan retail trade can be best 
indicated by comparison (at the right) with the U. S. 
based on the 1948 Census of Business. 
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As can be expected from the high proportion of un- 
married males in the Alaskan labor force, receipts of 
eating and drinking places in comparison with U. S. 
standards are of far more relative importance than sales 
of food store outlets. The greater emphasis on general 
merchandise in Alaska reflects the importance of general 
stores and trading posts which handle the entire range 
of retail commodities. The smaller emphasis on hard 
goods is also easily understandable. A large proportion 
of Alaskan dwelling units are of an institutional char- 
acter—hotels, boarding houses, labor construction camps, 
barracks, etc., which accounts for the small percentage of 
sales of home furnishings and appliances. In general, 
too, Alaska would be a far greater consumer of hard 
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goods if it were not for the problem of maintenance of 
service for such items as cars, stoves, washing machines, 
etc. Manufacturers who are willing to consider the spe- 
cial problems of Alaskan consumption and can furnish 
such hard goods geared to the climate and requiring 
little servicing, can easily dominate the Alaskan market, 
for the price of a product is of relatively little importance 
here. 

It must be noted, however, that at present a large 
part of Alaskan sales are handled through a small num- 
ber of Seattle wholesalers and also through direct mail 
orders. Since income levels and savings are very high, 
Alaskans are good prospects for consumer goods of 
sufficient value to bear the cost of transport. 

Marketing men should rid themselves of the wide- 
spread notion that Alaska is a vast frozen waste, offer- 
ing only the most rigorous of living conditions. 

The average January temperature in Anchorage, Alas- 
ka’s largest city, is 11 degrees above zero. Except for 
Fairbanks, almost all other towns have even milder 
winters. Tourists going to Southeastern Alaska require 
the same type of clothing worn in New York or Seattle. 

Population growth in Alaska has been so rapid that 
1950 Census data for cities has been completely out- 
moded. Anchorage, the largest city, now has close to 
60,000 persons, including the population of adjacent 
military installations. The Fairbanks area now has a 
population of 38,000. 

Most economic activity in Alaska is heavily seasonal, 
which is today almost wholly confined to the months 
of April through October. But this is due to the nature 
of its principal industries, rather than to climatological 
factors. Thus, Alaska normally derives about $140 mil- 
lion in annual proceeds from its extensive fish canning 
and processing industry, in which salmon canning is 
most important. However, the 1953 salmon season proved 
to be the poorest in history, and the Fish and Wildlife 
Service has been unable to account for the sudden 
failure of the salmon runs. 

Since the other major industries—farming and mining— 
are also highly seasonal, Alaska’s labor requirements reach 
a very marked peak in the summer months. A small 
proportion of its labor force is in fact made up by single 
transients, many of whom may not even be included 
in the population total, and who return to the United 
States periodically. The high proportion of single men 
(some are brought up in connection with short-term 
construction projects), accounts for the very small average 
size of family in Alaska. And, of course, aside from the 
native Eskimos and Indians, who make up about one-fifth 
of the population, the proportion of women to men re- 
mains low (38 to 62 as compared with the 50-50 ratio 
in the U. S.), but is increasing steadily, with the de- 
velopment of “family” life and the rise in the number of 
permanent residents. 


PUERTO RICO 


In contrast to Alaska, Puerto Rico, with 66,000 in- 
habitants per 100 square miles, is one of the most densely 
populated agricultural areas of the world. This population 
density makes the Puerto Rican market quite, attractive 
in terms of quantity, but far less so with regard to 
quality. Indeed, its rapidly growing population represents 
Puerto Rico’s most important economic problem, for the 
Island’s present level of industralization and natural re- 
sources are not sufficient to support so large a population 
at a standard of living comparable to that of the mainland. 

Our beneficial influence on the Island is discernible 
in many ways, particularly in progress made in education 
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ECONOMIC AND MARKET HIGHLIGHTS FOR 
ALASKA AND PUERTO RICO, 1953 


Alaska Puerto Rico 
Population, January 1, 1954 (thous.) 
% of U. S.A. 
Families, January 1, 1954 (thous.) 
Net Effective Buying Income (mil. $) 
% of U.S. A. 
Per Capita Income 
Per Family Income 
Retail Sales (mil. $) 
% of U.S. A. 
Per Family Sales _.. 
Food Store Sales (mil. $) 
General Mdse. Store Sales (mil. $) .... hak 
Furniture, House-Radio Store Sales, (mil. $) 
Automotive Store Sales (mil. $) 
Drug Store Sales (mil. $) 
Buying Power Index ee 
Quality of Market Index 


and public health. Literacy has increased from 23 percent 
in 1900 to 75 percent in 1950, surpassing standards set 
for almost all of Latin America. (Note that 26 percent 
of all Puerto Ricans speak English.) Similarly, the death 
rate has been reduced from 31 per thousand in 1900 
to about 10 per thousand today, equal to that of the 
United States. But since the birth rate (41 per thousand) 
still ranks among the world’s highest, the rate of natural 
increase is particularly rapid, although in recent years, 
it has been offset by a heavy annual emigration of about 
50,000 persons to the United States. However, the bulk 
of this emigration has consisted of men in the most 
productive age groups, and an indefinite continuation of 
such a trend can create future serious shortages in the 
Puerto Rican labor force. 

Puerto Rico’s lack of industrial self-sufficiency makes 
the Island a favored market for the entire range of 
American goods, from food to automobiles. However, 
a disproportionate share of the Island’s imports go for 
food, which makes up 34 percent of the retail trade total. 

The great weight given to food in the Puerto Rican 
budget is, of course, related to its low per capita income 
of $364, which is less than half that of Mississippi, our 
lowest-income state, though far higher than most of its 
Caribbean neighbors. 

The government drive to attract new industries in 
order to lessen its dependence on sugar production is 
beginning to show results. The need for industrialization 
is underscored by the fact’ that Hawaii produces as 
much sugar as Puerto Rico, (1,000,000 tons) with only 
one-fifth as many sugar workers. 

Puerto Rico offers American manufacturers a ready 
supply of government trained workers with a unique 
exemption from tax payments to either Puerto Rico, or 
the United States, for a period of ten years. Accordingly, 
in recent years, over 300 U. S. plants have been estab- 
lished here to take advantage of the favorable tax and 
labor situation, including, for example: 

Sylvania Electric (electronics), Textron (textiles), 
Charms, Inc. (candy), Papermate, Inc. (ball-point pens), 
and Univis Lens Co. (optics). In order to qualify as 
a tax-free industry, a c.mpany must be in a field which 
did not exist on the i$land on a commercial scale in 
1947 or fit into one of thirty-four special categories 
(ranging from hotel operation to cigar manufacture), 
which the government wishes to encourage. Interested 
manufacturers looking for new plant sites should consult 
with the Puerto Rico Economic Development Adminis- 
tration at 600 Fifth Avenue, New York 19, N. Y. 
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The Canadian “Survey of Buying Power” enters its eighth year with a 
status comparable to its 25-year-old U. S. partner as the “accepted COCKPIGLD BROWN 6 COMPANY INTFED 
guide to market potentials.” With the spotlight swinging more and emer eunecsseones (Bjoce cvevesnves oneg 
more towards Canada, the need for up-to-date, accurate data on the — 
Canadian market has become increasingly important. rare nn, 08 
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Abed Yai Limited Publication Date — May 10 
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and key sales and advertising execu- 
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see Sarees Please be sure that your associates interested in Canadian Markets see 
this study. Reprints of the 1954 Canadian “Survey of Buying Power” 
may be obtained while the supply lasts from the New York office of 
SALES MANAGEMENT at $1.00 a copy. For additional quantities 
bulk rates at a reduced price are available on request. Complete copies 
including all U. S. and Canadian data are available for a limited 
period at a cost of $4.00. 
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The Financial Post 
Bus and Truck Transport 
SEMI-ANNUALS Canadian Advertising 
Canadian Bride Canadian Aviation 
Book of Homes and Canadian Automotwe Trade 
Home Decoration Canadian Grocer 
Canadian Hotel Review and Restaurant 
Canadian Machinery and Manufacturing News 
BUSINESS ANNUALS Canadian Paint and Varnish Magazine 
Canadian Packaging 
Canadian Printer and Publisher 
Survey of Mines Canadian Shipping and Marine 
Survey of Oils Engineering News 
Directory of Directors Canadian Stationer and 


The National List of Advertisers Office Equipment Buyer 
Canadian Trade Abroad 


Civic Administration 
Drug Merchandising 
Electrical Contractor of Canada 
Fountains in Canada 
General Merchant of Canada 
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Le Prix Courant 
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vertisers. Reach Canadians through publications Modern Power and Engineering 
edited for and produced by Canadians. Painting and Decorating Contractor 
Plant Administration 
Sanitary Engineer, Plumber and Steamfitter 
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SALES MANAGEMENT 


The year 1953 was by far the best 
year for Canada in a post-war period 
which has smashed all records and 
raised Canada to the status of a major 
industrial power. Canadian activity 
again paralleled that of the U. S., as 
it has for so many years, but now the 
parallel is so close that there is no 
longer any question of a six-month lag. 
Particularly noteworthy is the fact that 
the tapering off in employment and 
retail sales that characterized the 
closing months of 1953 for the U. S. 
was duplicated in Canada. It is now 
clear that the Canadian market is very 
closely related to that of the U. S. 
and will share the fortunes of the 
U. S. economy, for better or for worse. 

Here is a comparison of Canada’s 
1953 gains over 1952, with those of 
the United States. 


Percentage Change 
1953 over 1952 


Gross National Product 

Disposable Income 

Cost of Living 

Industrial Production 

Retail Sales 

Food Store Sales 

General Merchandise Sales 

Furniture, Radio and Appliance 
Sales 

Automotive Sales 

Drug Store Sales 


Canada 


woe 4 


N 
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The Capital Investment Boom 


An extraordinarily high level of 
capital investment has been and con- 
tinues to be the key to the post-war 
Canadian boom. In the past seven 
years, Canadians have set aside $28 
billion, or 20 percent of total output 
for new investment, and in 1953 
alone, investment again totaled over 
$5 billion. Americans account for a 
sizable portion of Canadian invest- 
ment, averaging over one billion dol- 
lars per year. While the main empha- 
sis is still on the development of 
natural resources, industry also comes 
in for a handsome share. American 
investment interest centers chiefly on 
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THE CANADIAN MARKET SECTION 


oil, iron ore, newsprint, aluminum, 
lumber, cobalt, lead, zinc, copper, etc. 

As basic as the capital development 
program is the fact that Canadian 
population is growing at the rate of 3 
percent per year (about twice the 
U. S. rate), and went over the 15 
million mark last year. This underlines 
the growing interest on the part of 
American business in Canada as a 
market, not only for investment, but 
as a source of demand for the entire 
range of consumer goods and services 
required by a rapidly growing country 
enjoying high income and_ living 
standards. 

That American marketing men are 
becoming increasingly interested in 
Canada can be judged from the grow- 
ing number of inquiries on Canada re- 
ceived by our Research Department. 
We have, therefore, taken great pains 
to make our special Canadian Section 
as useful as possible to our American 
subscribers now operating in Canada 
(with or without a Canadian manu- 
facturing or assembling plant), and to 
our Canadian subscribers who wish to 
apply the same yardsticks of market 
measurement which SALEs MANAGE- 
MENT has developed for the States 
since 1929. 

The same methods and techniques 
which have made it possible to meas- 
ure changes in U. S. A. potential re- 
tail sales and income with a degree 
of accuracy exceeding 95 percent have 
been applied to Canada by our Re- 
search Department, the staffs of Mar- 
ket Statistics, Inc., and International 
Business Machines Corpuration. 


This year, as in the past, we have 


enjoyed the benefit of consulting with 


various statisticians and officials of the 
Dominion Bureau of Statistics on the 
accuracy of our estimates for all of 
Canada and the provinces particularly, 
and in some instances on our esti- 
mates for county and metropolitan 
areas. In this connection, our special 


thanks go to J. L. Forsyth, Acting Di- 
rector of the Census Division; F. H. 
McCoy, Information Services Division; 
J. C. Brearley, Asst. Chief, Merchan- 
dising and Services Section; and S. A. 
Goldberg, Director of the Research 
and Development Division, all of the 
Dominion Bureau of Statistics. 


Population Estimates 


Our estimates of “families” for 
Canada follow the United States 
Census Bureau definition of the family 
as a “private household.” It thus in- 
cludes all the persons who occupy a 
house, an apartment, or other group of 
rooms, or a room that constitutes 
“separate living quarters.” It includes 
the related family members, and also 
the unrelated persons, if any, such as 
lodgers, servants or hired hands, who 
share the living quarters. A person liv- 
ing alone, or a group of unrelated 
persons sharing the same living ac- 
commodations as partners, is counted 
as a household. 

With one exception, the civil units 
in Canada are the same as those in the 
U. S. A., the exception being in 
Manitoba, Saskatchewan, Alberta and 
British Columbia, where there are no 
county names. Instead, each province 
is divided into divisions, which are 
synonymous with counties, and read- 
ers who wish to prepare market maps 
of these provinces should request de- 
tailed outline maps from the Domin- 
ion Bureau of Statistics, Ottawa, On- 
tario. 

Among the cities for which data 
are offered on the Canadian Survey 
are 31 new cities never before listed, 
but which proved to have over $10 
million of retail sales in the 1951 
Canadian Census of Retail Trade. The 
new cities include: 

Quebec Province—Levis, Rimouski, 
St. Jerome, St. Laurent, Thetford 
Mines, Val-D’Or, Victoriaville. 

Ontario Province—Brampton, Ken- 
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ora, Leamington, Leaside, Oakville, 
Port Colborne, Smiths Falls, Tillson- 
burg, Weston. 

Manitoba Province—Dauphin, Port- 
age La Prairie, St. Boniface. 

Saskatchewan Province—North Bat- 
tleford, Weyburn, Yorkton. 

Alberta Province—Camrose, Weta- 
skiwin. 

British Columbia Province—Chilli- 
wack, Kamloops, Kelowna, Penticton, 
Port Alberni, Prince George, Vernon. 

Canada, despite its vast geographic 
size, has a far more concentrated 
population than the U. S. A., and this 
cuts the cost of sales and advertising. 

Sales organizations which want to 
do an intensive local advertising and 
promotion job can concentrate in 
Canada’s 88 largest cities, which ac- 
count for 70 percent of the retail sales 
volume; whereas in the U. S. A. the 
502 largest cities account for only 62 
percent of the retail sales. 

Counties are listed in alphabetical 
order in provinces, and cities are in- 
dented under the counties of which 
they are a part, with city figures shown 
in contrasting light-face type. Because 
part of Canada is French-speaking, a 
column is provided under “Popula- 
tion” for the percentage of population 
(according to the,1951 Census) which 
is French-speaking, i.e., persons speak- 
ing French only, or French and Eng- 


lish. Many marketing authorities agree 
that the two groups should be added 
together and considered as the seg- 
ment of the population which can be 
reached most effectively by use of the 
French language. 


The Sharp Contrasts 


Last year, the results of the 1951 
Canadian Census of Population and 
Retail Sales were released, allowing 
for the first opportunity in ten years 
to check the accuracy of Survey data. 
The Census results underlined two 
points: 

First, the magnitude and rapidity 
of Canadian expansion since 1941, 
which SALEs MANAGEMENT has taken 
great pains to emphasize, has ex- 
ceeded that of the United States in 
the same years. 

Second, despite the lack in Canada 
of the complete and detailed statisti- 
cal reporting available for the states, 
counties and cities of the United 
States, the Survey of Buying Power 
estimates of population and retail 
sales for Canadian areas have proved 
to be sufficiently accurate to allow 
marketing men both here and in 
Canada to appraise intelligently the 
potentials of many new and rapidly 
growing markets. 

In the period 1941-1951, a decade 
of unprecedented advance for the 
United States economy, when popula- 
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tion rose 15% and retail sales in- 
creased by 177%, the corresponding 
Canadian population gain was 22% 
and the gain in retail sales 210%. See 
Table 1, “Population and Retail Sales 
Changes.” 

In 1947 SALES MANAGEMENT began 
its Canadian Survey of Buying Power 
in response to a growing need for 
current marketing data on Canada 
that had become increasingly empha- 
sized by the tremendous economic 
strides made by Canada during 
WW II. The last Canadian Census 
had been taken in 1941, and the next 
one was not to be taken until 1952, 
covering the year 1951, but with no 
results available until 1953. The pau- 
city of postwar benchmarks presented 
a challenge to SALES MANAGEMENT, 
but the know-how and techniques de- 
veloped on the U. S. A. section were 
applied to Canada. 

How close to the truth were the 
SALES MANAGEMENT estimates for 
Canada? Over three years ago, in the 
May, 1951 Survey of Buying Power, 
Canadian population (including the 
newly added province of Newfound- 
land), as of January 1, 1951, was esti- 
mated at 14.0 million. The Census 
figure was the same but was released 
two years later. 

In the May, 1952 Survey, total 
Canadian retail sales for the year 1951 
were estimated at $10,425 million. 
This proved to be within 2 percent of 
the Census figure released 18 months 
later. The correspondence is actually 
closer, for the Dominion Bureau of 
Statistics’ definition of retail sales dif- 
fers slightly from that of the United 
States Bureau of the Census, to which 
all Survey estimates are geared, in that 
garages are included, although the 
United States practice is to regard 
garages as belonging to the service 
trades. Deducting $136 million for 
such outlets brings the Canadian 
Census figure down to $10,518 mil- 
lion, giving the Survey estimate an 
“error” of nine-tenths of one percent! 
Readers may recall a similar instance 
in 1951 when the 1948 United States 
Retail Trade Census reported a na- 
tional total of $130,527.3 million, as 
against the SALES MANAGEMENT esti- 
mate, published over two years pre- 
viously, of $130,557.3 million, an 
“error” of two-hundredths of one per- 
cent! SALES MANAGEMENT'S research 
men disclaim all pretensions to “black 
magic.” They would have been more 
than satisfied to come within three 
percent of the truth. 


How to Verify Accuracy 


Actually, the best way to evaluate 
the accuracy of the Survey estimates, 
which are annual projections from a 
previous Census benchmark, is to di- 


vide the total error by the number of 
years between Censuses, for each suc- 
ceeding year introduces an opportu- 
nity for error, which cumulates over 
the entire period. By and large, the 
Survey estimators hope to keep within 
a one percent average annual error on 
all estimates, both for the United 
States and for Canada. If we maintain 
an average annual error of one per- 
cent, the estimates in this Survey of- 
fering 1953 data would be two years 
removed from the Census base, and 
therefore subject to a 2 percent error. 

The change in the structure of retail 
trade in the period 1941-51 showed 
some, but not all, of the type of de- 
velopments reflected in the United 
States in the same years. As in the 
United States, the rate of gain for 
general merchandise stores lagged far 
behind total retail store sales gains, 
but, unlike the United States, so did 
food store sales. General merchandise 
sales in 1951 accounted for 16.8 per- 
cent of the Canadian total, as against 
only 11.9 percent in the United States. 
The explanation in part reflects the 
somewhat greater importance, in Can- 
ada, of the general country store, in- 
cluded in general merchandise. This 
is borne out by the fact that the 
Canadian food store group only ac- 
counts for 21.6 percent of total sales, 
as against 24.1 percent in the United 
States. 


Greater Gains in West 


Regional changes in the structure 
of retail trade in Canada showed the 
same westward shift that character- 
ized the United States. Thus, British 
Columbia and the Prairie Provinces 
enjoyed the greatest gains (over 
250%), with the Maritime Provinces 
lagging behind, gaining only 150%. 
Again, as in the United States, retail 
sales gains in the major metropolitan 
areas lagged somewhat behind the 
national gain, with by far the largest 
gains occurring outside of the central 
cities. All of these basic changes had 
been anticipated in the 1952 SaLes 
MANAGEMENT Canadian Survey, with, 
however, the following exceptions: 

The Survey underestimated certain 
individual components of retail sales, 
particularly furniture, household fur- 
nishings and radio sales, despite over- 
all accuracy on total sales. See Table 
2, “Comparison of Components of 
Retail Sales, 1951.” 

On the other hand, there was an 
overestimation of the retail sales of 
the large metropolitan areas. 

Defining the latter along county 
lines, as indicated in Table 3, “1951 
Canadian Census of Retail Trade vs. 
SALES MANAGEMENT Estimates,” Sur- 
vey estimates for nine of the leading 
ten areas proved to be somewhat on 
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Wauen FRIENDS JOIN TOGETHER in a credit 
union, the advantages to them are quickly 
apparent—low-cost loans in emergencies, ease 
in saving, profit in investment, self help. 

But for the 100-year-old Credit Union 
movement to be able to go ahead and offer 
even more benefits to its members, more groups 
were needed—a strengthening of the move- 
ment as a whole. 

Most fruitful ground was obviously busi- 
ness and industry. But the formation of Credit 
Unions in offices and factories called for the 
goodwill and co-operation of top management 
people who could not themselves participate. 

How could the idea of Credit Unions be 
sold to those who would not benefit direct? 


Our clients, the Credit Union National Asso- 


ciation, enlisted the power of mass education. © 


In business publications, over the air, 
CUNA told of the advantages in productivity, 
safety, and better employee relations of workers 
freed from the strain of worry over money 
matters . . . of the steadying influence of 
groups of people pooling their savings to help 
each other. 
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Today, management in Canada is alive to 
the morale-building benefits of Credit Unions. 
As a result, after only two years of advertising, 
the number of new groups formed has been 
dramatically increased. 

Can the benefits of mass education be better 
utilized in a solution of your problem? We'd 
be glad to talk to you about it. 


J. WALTER THOMPSON COMPANY LIMITED 


Dominion Square Building, Montreal 


and 


600 University Ave., Toronto 


Montreal « Toronto « London « Sydney « Melbourne « Cape Town « Johannesburg ¢ Bombay « Calcutta « New York « Chicago 
Detroit *« Hollywood « Los Angeles « San Francisco « Buenos Aires « Rio De Janeiro « Sao Paulo « Santiago « Mexico City 
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Table 1 
Canada vs U.$.A.—Population and Retail Sales Changes 


POPULATION (Millions RETAIL SALES (Millions of $) 


United States 


Canada 


Table 2 


Comparison of Components of Retail Sales, 1951 
(Canadian Census vs. Sales Management Estimates) 


Census Sales Management | Index of Accuracy | Average Annual 
(Million $) | (Million $) | Percent Error 


General Merchandise 1,744 
Furniture, Household Furnishings, Radio 394 
Automotive 1,731 
Drug 257 


—0.5 
—2.6 
—0.3 
—1.3 


Food 2,356 : P —0.6 


Table 3 


1951 Canadian Census of Retail Trade vs Sales Management Estimates 
(For Canada, Provinces and the Large Metropolitan Trading Areas) 


CANADIAN CENSUS 
(000 $) SALES 
| MANAGEMENT 
1951 (000 $) 


CANADA 10,653,946 3,440,902 A 10,425,527 


Ontario 4,114,191 1,406,977 ? 4,010,744 

Quebec 2,438,113 818,671 4 2,345,490 

British Columbia* 1,093,001 309,573 } . } 1,154,654 

Prairie Provinces 2,116,779 618,790 2,080,081 
Manitoba ; 608 , 180 210,833 
Saskatchewan 653,816 186 ,886 
Alberta...... 854 , 783 221,071 

Maritime Provinces. .... 732,455 282,813 
Prince Edward Island 54,118 


Nova Scotia. . . 392,523 
New Brunswick 285,814 
Newfoundland 159,407 


122,414 


Toronto (York, Ont.).............2200ee000: , 1,288,110 1,351,601 
Montreal (Montreal, Jesus Island and Chambly, Que.) 1,229,847 ° , | 1,330,649 
Vancouver (Div. 4, B. C.) : 648 ,479 | le 702 , 866 
Winnipeg (Div. 6, 9, Man.).... 384,107 | 7, 498,713 
Hamilton (Wentworth, Ont.)..... 253,831 263,422 
Ottawa (Cariton, Ont., Hull, Que.) .. 252 982 265,691 
Edmonton (Div. 11, Alb.) 241,714 | ° 252,092 
Calgary (Div. 6, Alb.) 224,391 é } | 257,792 
Windsor (Essex, Ont. 189,764 180,251 
Victoria (Div. 5, B. C) 187,681 231,152 


TOTAL, ALL METROPOLITAN AREA 


* Including Yukon and Northwest Territories. 
Biggest sales gains in the 1941-51 decade were in the western area(same was true in the U. S.A.) and in areas outside the major central cities. 
Major error in SM’s Canadian SURVEY of 1951 retail sales was underestimation of rural areas and of the store classifications of furniture, household furnishings and radio. 
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work hand-in-hand when you use 


“STAR WEERLY 


@ WHEREVER SALESMEN GO in 
Canada, the Star Weekly goes 
too! Every week—52 times a 
year — its huge circulation 
pours into the large cities and 
the thickly-populated major 
markets . . . spreads out into 
the smaller towns . . . pene- 
trates right down to the tiny 
villages. In every English- 
speaking centre of 60 families 
or more, the Star Weekly is 
home-delivered by carrier boy. 
THE STAR WEEKLY, with 961,000 
average weekly circulation of- 
fers you the largest A.B.C. 
audited paid circulation in 
Canada. This circulation is 
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not only verified —it is 
unduplicated circulation. 


CANADA'S LARGEST READING 
AUDIENCE is yours in the Star 
Weekly*. And you get more 
adult readers than with any 
other publication in Canada. 


IT’S CANADA'S MOST INTEREST- 
ED AUDIENCE! 99.3% of Star 
Weekly circulation is bought 
by readers every week on a 
cash basis, only !3 of one per 
cent by subscription. 

YOU'RE IN GOOD COMPANY 
wnen you base your campaign 
on the Star Weekly. The Star 
Weekly carries more advertising 


for more advertisers than any 
other magazine or week-end 
newspaper in Canada. Results 
are the reason! If results are your 
No. | advertising objective... it 
pays to put the Star Weekly 
No. 1 on your media list. 


*Write for interesting “‘ Audience 
Study of Canadian Week-end 
Newspapers and Magazines” 


The STAR 
WEEKLY 


Published at 80 King St. West, Toronto « Montreal Advertising Office: University Tower » U.S. Representatives: Ward-Griffith Company Inc. 
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Parlez-vous francais? 


If your background and associations are 
English-speaking, it’s probable that you 
don’t speak French . . . and do not really 


media; and not effectively or economically 


realize that hundreds of thousands of mem- 


bers of Eastern Canada farm families speak, 
read, and think ‘francais’. 

These French farm people form a very im- 
portant market—an important proportion 
of the whole Canadian market. They take 
in $1 in every $5 of the total farm income 
of that great agricultural country. 

You can’t reach them through English 


through urban French media. 
French, and they're farm. The logical, eco- 
nomical, and effective way to tell them your 
story is through a widely circulated, re- 
spected, effective French farm medium. 
May we tell you more about this market, 
and this medium? 


f2 FERME 


1236 C 


They’ re 


MM 


t St. t 
UNiversity 6-7321 


Expert translation of ads for La FERME, free. 
Equally expert translation of folders, catalogues, 
direct mail, at reasonable rates. 


the high side. However, the Census 
results are themselves sometimes 
puzzling. Winnipeg, for instance, the 
central marketing area for a rich farm- 
ing region, is reported by the Census 
to have had a degree of gain far below 
that of the Prairie Provinces and of 
Canada. 

The Survey can at best point in the 
right direction and indicate approxi- 
mate size of target. 

The techniques employed to adjust 
DBS Census data on retail sales to a 
current basis, duplicate in general the 
methods discussed in detail in the in- 
troduction to the U. S. Survey data. 
Local data on bank debit movement 
are related to corresponding data on 
retail trade change. One added ad- 
vantage not available for the U. S. is 
the fact that the DBS estimates retail 
sales for Canadian provinces on a 
current basis, whereas in the U. S. 
the Department of Commerce is not 
required to maintain current retail 
sales data on a state level. 

The groupings of the five store 
types are those used by the Dominion 
Bureau of Statistics and are precisely 
the same as those used by the Bureau 
of the Census in Washington. Food 
includes all stores selling food prima- 
rily (groceries, meat markets, delica- 
tessens, candy and dairy stores); the 
Furniture-Household-Radio includes 
furniture, drapery, curtain and house- 
hold furniture stoves, household appli- 
ance dealers, radio and musical instru- 
ment stores. A 

Drugs include sales of drug stores 
only. Automotive sales cover outlets 
classed as “vehicle dealers,” handling 
used and new cars, plus parts. 
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Net Effective Buying Income 


The first column under this heading 
shows in thousands of dollars the Net 
Effective Buying Income (after pay- 
ment of income taxes), from all 
sources such as salaries, wages, divi- 
dends and entrepeneurial income, in- 
cluding farm income. 

The Dominion Bureau of Statistics 
provided SALES MANAGEMENT with 
estimates of personal income (before 
taxes), for Canada and the provinces 
(including Newfoundland) for 1952, 
which were then projected to 1953, 
and distributed among the various 
counties and cities according to a 
formula devised for estimating income 
for similar U. S. A. civil divisions. 
(See page 22.) 

The county and city figures—just as 
in the case of similar figures for popu- 
lation and retail sales—are further re- 
fined to show percent of Canada. Still 
further refinements are the per capita 
and per family income figures, straight 
arithmetical computations derived by 
dividing total net Effective Buying 
Income by the number of inhabitants 
and the number of families. 


Sales-Advertising Controls 


The next to the last column, “Buy- 
ing Power Index,” is based upon a 
comparable column in the U. S. A. 
section which is widely used in setting 
sales quotas and allocating advertis- 
ing apprupriations. 

The last column, “Quality of Mar- 
ket Index,” is a measure of the pur- 
chasing ability of each county and 
city, as compared with the Dominion. 
It is constructed by dividing the per- 


cent of Canada potential by the per- 
cent of Canada population. The Do- 
minion is the base, 100. This column 
is designed especially for sales and 
advertising executives who are con- 
sidering intensive campaigns in a se- 
lected list of above-average counties 
arid cities. Those counties and cities 
which have an index figure markedly 
higher than the Dominion (100) are 
likely to be the ones where intensified 
promotional campaigns should bring 
the greatest returns, provided, of 
course, that the percent of Canada 
potential column shows that they are 
important also from the standpoint of 
quantity. 


Metropolitan Area 
Definitions for Canada 


Marketing men have long been seek- 
ing a workable metropolitan area con- 
cept for Canada that would help focus 
attention on the relatively small num- 
ber of urban areas that account for the 
bulk of Canada’s marketing activity. 
In connection with the 1951 Canadian 
Census of Population, the Dominion 
Bureau of Statistics has taken a step 
in this direction by issuing population 
data for thirty-one officially designated 
“Census Metropolitan Areas.” 

The Bureau confined itself initially 
to fourteen of the larger cities of Can- 
ada which have‘ well-defined satellite 
communities in close economic, geo- 
graphic and social relationship to the 
city proper. Population data are avail- 
able for these areas not only for 1951 
but also for 1941. 

In connection with the new Census 
of 1951, however, the D. B. S. estab- 
lished analogous “metropolitan” area 
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WEEKEND Picture Magazine: Montreal, 
Toronto; O’Mara & Ormsbee, Inc. in New 
York, San Francisco, Los \Angeles; in| Chicago} 
John E. Lutz Co. \ 
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WEEKEND 


PICTURE MAGAZINE 


67% of Canada’s Retail Sales are made in 
cities of 10,000 population and over. The 
circulation of WEEKEND Picture Magazine: 
in these cities totals 800,000 (175,000 


more than the next largest publication). 


70% of Canada’s Retail Sales are made in 
the provinces of Ontario, Quebec and British 
Columbia. The circulation of WEEKEND 
Picture Magazine in these three provinces 


totals 875,000 (250,000 more than the 


next largest publication). 


WEEKEND Picture Magazine has by far the largest circulation of any publication 
jn Canada. A complete encyclopaedia With retail Sora figures and circulation 


‘analyses of WEEKEND Pictuge Magazine and comparable national publications — \. 


by provinces, counties, cities and dopulation groups is \available' from any one of 


\ our offices. 


THE BIGGEST SINGLE SELLING. FORCE IN CANADA s- WEEKEND 


WITH A NET PAID CIRCULATION OF OVER 1,075,000 EVERY WEEK PICTURE MAGAZINE 


cisco. 


Office. 


ONTREAL 


Write to any of the O’Mara and Ormsbee offices 
for facts and figures on the Montreal Star or 
write direct to the Advertising Director at Head 


e Canada’s largest city and seventh 
largest on the Continent. 


e A two-language metropolitan mar- 
ket of over 1,500,000 population. 


ONE paper does your coverage job in English Montreal! 


The Star gives you single-paper, single-cost coverage of Montreal’s fast growing English market — (90% 
Monday to Friday — 98% every Saturday) plus evening, home readership that pays off at point-of-sale. In 
addition, the Star backs up your advertising with a useful and effective merchandising program. During 
1953, the Montreal Star led all six day papers on the Continent in General advertising linage. 


The Montreal Star is represented in the United 
States by O’Mara and Ormsbee Inc., 420 Lexing- 
ton Avenue, New York City, with branch offices 
at Detroit, Chicago, Los Angeles and San Fran- 


Montreal 


e More homes — more consumers — 
more retail outlets than any other 
Canadian city. 


The Montreal Star 


“Canada’s Greatest Newspaper” 
Head Office: 245 St. James St. W. 


| 
| — 


Canada. 


definitions for an additional seventeen 
cities for which “there are adjacent 
areas with urban characteristics and 
in which the population of the central 
city is over 25,000.” Unfortunately, 
the D. B. S. omitted from its designa- 
tion of these additional urban areas 
the cities of Regina and Saskatoon, 
both of which have populations over 
50,000, on the grounds that these 
cities “did not have well-defined satel- 
lite communities.” Nevertheless, any 
listing of Canadian metropolitan areas 
would certainly be incomplete with- 
out these two cities, so we have in- 
cluded them in our tabulations. 

We show on page 776 a tabulation 
of Survey market data for 1953 for 
fifteen of the Canadian metropolitan 
areas, as defined by the D. B. S. In 
this table, the 1951 Census bench- 
mark data for population, families, 
sales and income are projected to 1953 
on the basis of trends in counties and 
cities involved. 

There is, however, one fundamental 
difficulty impeding the use of these 
metropolitan area definitions, which 
American marketing men can com- 
ment upon out of their own experi- 
ence. And the difficulty is simply this: 
the definition of the boundaries of the 
satellite areas follow a population 
density contour, and therefore cut 
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across corporate, municipal, and coun- 
ty lines. These definitions are similar 
in concept to the “metropolitan dis- 
tricts” of the 1940 United States 
Census, which were composed of 
minor civil divisions in and around 
cities of more than 50,000 inhabitants, 
having a population density of 150 
persons per square mile. In making up 
these districts, it was sometimes de- 
cided to include a few less densely 
populated civil divisions on the basis 
of special qualifications, and in other 
cases, only a portion of a minor civil 
division was included if the division 
had a large area and the principal con- 
centration of population was in a small 
section in or near the central city, 
with the more remote sections being 
sparsely settled. In such cases, the 
unit considered was not the minor 
civil division, but component enumer- 
ation districts. A metropolitan district 
was thus not a political unit, but 
rather an area including all of the 
thickly settled territory in or around a 
city or group of cities, and tended to 


be a more or less integrated area with - 


common economic, social and often 
administrative interests. 

However, it was this lack of admin- 
istrative interests that proved to be 
the Achilles heel of the definition. In 
the years since the 1940 metropolitan 


districts were established, there has 
been very little, if any, major market- 
ing use made of these district defini- 
tions. The reason is that the boundary 
definitions were so complicated and 
detailed that it proved impossible to 
secure sales data for these areas with- 
out investing a huge research effort. 
Consequently, these essentially un- 
workable metropolitan district defini- 
tions were soon scrapped and replaced 
by a metropolitan county area con- 
cept, which, in the United States, has 
proved to be quite successful. 

The general concept adopted is one 
of an integrated economic unit with a 
large volume of daily travel and com- 
munication between the central city 
and the outlying parts of the area. 

The application of these principles 
has finally yielded 165 metropolitan 
areas in the U. S., defined along 
county lines, which have been en- 
thusiastically and universally accepted 
by marketing experts, distributors, ad- 
vertising agencies, manufacturers, etc. 
. . . for the comparison of sales per- 
formance in the key markets of the 
United States. 

Now, in passing over from the 
metropolitan district concept to the 
metropolitan county concept, it was 
frequently found necessary to include 

(Continued on page 778) 
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Summary of Data for Metropolitan County Areas 
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Summary of Data for Metropolitan County Areas 
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SALES MANAGEMENT 


YOU'LL FIND 
PLENTY 

OF PEOPLE 
LOOKING 


In Canada there are 4,285,714 families to be housed, fed 
and clothed. There are over 4 million wage earners with 
effective annual net buying incomes averaging $4336. per 
family. These wage earners, seeking to supply the neces- 
sities and fuxuries the Canadian standard of living de- 
mands, are the potential prospects for the goods and 
services you have to sell. 


Canada’s population is rapidly growing. The Dominion 
Bureau of Statistics estimates that at the end of 1953 
there has been an increase since the 1951 census of over 
990,000. Advertisers would do well to take advantage of 
this rapid growth. 


There are over 1,500,000 Canadians who read one or an- 
other of the Southam newspapers each publishing day. 
Reach them through the columns of their favorite paper. 
Be sure to include the Seven Southam newspapers in your 
Canadian schedule. 


THE SOUTHAM NEWSPAPERS 
The Ottawa Citizen 
The Hamilton Spectator 
The Winnipeg Tribune 
Vike Histidine Hat Mews For full market data about these fast growing com- 
The Calgary Herald munities please communicate with Conklin and Wood- 
The Gteeetten Skieeel ward, 99 Park Avenue, New York 16, N. Y., or any of 
Tin: Winetnenny Meeetiene their branches at Detroit, Chicago, Atlanta, Los Angeles 

and San Francisco. 


THE SOUTHAM NEW PAPERS OF CANADA 


~- 


REACH OVER 1,500,000 CANADIANS EACH PUBLISHING DAY ; 
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The only 

Montreal newspaper 
to show an increase 
in department store 


“Main Store” lineage 
in 1953 


Up 508,933 lines in 1953, 
The Gazette led all Montreal news- 
papers in “Main Store” lineage. 
Department Store lineage in 
The Gazette has increased 107% in 
the past 6 years, from 2,398,789 
lines in 1948 to 4,981,577 lines in 
1953. Sales-wise department stores 
recognize the tremendous value 
of The Gazette in covering the 
richest buying areas of Canada’s 
second largest English-speaking 
market. National advertisers, too, 
are realizing more and more that 
The Gazette is a vital part of any 
selling program aimed at basic 
coverage of the Montreal city 
zone billion dollar market. 
For best returns per advertising 
dollar in 1954 use The Gazette, 
Montfeal’s only English 
morning daily newspaper. 


*Media Records Inc. 


R.O.p. color: Add to the selling 
force of your advertising in The Gazette 
with R.O.P. color. One color and 
black available at slight extra cost. 
Minimum, 600 lines. 


The Gazette 


Montreal 


Canada's Best Newspaper 
Established 1778 


large land areas, frequently sparsely 


| settled, which would not really be re- 


garded as urban in character. Yet, it 


_ was felt that the distortions introduced 


in the final data were not great enough 
to outweigh the advantages growing 
out of the use of the simple county 
definition. 

Over the past two years, the SALEs 


| MANAGEMENT research staff has been 
| consulting with various Canadian mar- 


keting experts on the advisability of 
establishing metropolitan area defini- 
tions for Canada that would follow 
county lines. Enough interest (along 


_ with some skepticism) was expressed 


for us to decide to go ahead. Accord- 
ingly, we present on page 775 our 
definitions of 33 major Canadian 
metropolitan areas, defined on county 
lines. 

In only four areas (Montreal, Que- 
bec, Ottawa and Winnipeg), was it 
necessary to include counties other 
than the parent county. By and large, 
with the exception of St. John, N. B., 
the population totals included in the 
metropolitan county areas are greater 
than those of the metropolitan areas 
as defined by the D. B. S. 

The largest divergence occurs with 
respect to Victoria, for which the 
county definition (Division 5 in B. C.) 
covers about twice as many people as 
are in the D. B. S. definition of the 
Victoria metropolitan area. 

It must be noted that these county 


| definitions are offered with great cau- 
| tion, for there are some difficulties 
| involved in their use. County lines in 
| Canada are in some cases drawn in a 


rather perverse way, from the stand- 


| point of their use as_ self-contained 
| market areas. For example, county 


lines in Quebec on the north shore of 
the St. Lawrence River are long nar- 


| row strips, running north of the river. 
| Thus, the county of St. Maurice in- 
| cludes the two 
| Shawinigan Falls and Trois Rivieres. 
| Much of the trade in the latter city is 


separate areas of 


associated with part of Champlain 


| County and Nicolet County across the 
| St. Lawrence. Subsequent examina- 
| tion by Canadian marketing experts 


might result in the inclusion of Nicolet 
County along with St. Maurice County 


| as the metropolitan area for the multi- 
| ple city market of Shawinigan Falls- 


Trois Rivieres. 

Another difficulty is found in the 
definition of the Winnipeg market as 
including all of Division 6 (Mani- 
toba), which means the inclusion of 


| nearly 30,000 persons in the rich farm- 
| ing areas of the Portage Plains and the 


Red River Valley. Similar difficulties 
affect other metropolitan areas where 
the use of county lines requires de- 


| parture from a strictly urban concept. 


Whether or not these departures are 
considered too large can be ultimately 


answered only by Canadian marketing 
experts. We offer these defintions prin- 
cipally to stimulate thinking on the 
part of Canadians on a vital marketing 
problem. We can say this, however, 
that these Canadian county definitions 
will probably be used by Americans 
familiar with the usefulness of the 
concept and who wish to assemble 
Canadian data comparable to what is 
available for the U. S. 

In addition, however, and in defer- 
ence to the desires of most Canadian 
marketing experts, we also present 
market data tabulations for 15 large 
metropolitan areas using the D. B. S: 
“population density” definitions. While 
we feel these definitions have limited 
usefulness, we must concede that most 
Canadians appear to prefer them. Un- 
fortunately, however, the D. B. S. has 
only tabulated.retail sales in 1951 for 
15 of the larger metropolitan areas, 
and not for the remaining smaller 
areas. Therefore, we show two metro- 
politan tabulations: one for 15 areas 
using D. B. S. definitions, the other 
for all 33 areas, using the SALES Man- 
AGEMENT county definitions. 


Typical Applications 
of the Canada Survey 


The specific uses to which the 
Canadian Survey are put run parallel 
to those reported in a recent survey 
of nearly 800 companies who were 
asked to tell us how they use the 
SALES MANAGEMENT Survey of Buying 
Power. 

In the order of importance, these 
various uses are: 

1. Choosing city markets for more 

intensive cultivation. 

. Fixing quotas of salesmen. 

3. Allocation of advertising funds 
between markets. 

4. Changing the size of the adver- 
tising budget according to the 
task to be accomplished. 

5. Deciding whether or not mar- 
ket potentials justify introduc- 
ing a new item. 

. Dealer promotion—to show them 
their potentials. 

. Deciding on the number of 
salesmen to be employed. 

. Choice of specific advertising 
media (new). 

. Deciding on location of new 
sales branches, retail outlets, or 
factories. 

10. Changing amounts to be allo- 

cated to media previously used. 

For Canada, as in the U. S., the 
most widely used single factor is the 
Buying Power Index. In this index 
a weight of two is given to the per- 
centage of total Canadian population, 
a weight of three to the percentage 
total of Canadian retail sales, and a 
weight of five given to the percentage 

(Continued on page 782) 
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*1,368,000,000" 
_ RETAIL SALES! 


Retail sales in the Canadian communities served by Thomson 
Newspapers are greater than those of either Toronto or Montreal; greater 
than those of Winnipeg, Calgary, Edmonton, Regina and Saskatoon com- 
bined; much greater than those of any one province other than Ontario 
and Quebec. These comparisons are drawn from figures supplied by 
“Sales Management Survey of Buying Power”. 


Do These Retailers Purposely “Hide Your 
Products ... or Want to Sell Them?” 


Does your advertising concentrate on the so- 
called “major” markets and, thus, work against 
your products in the rest of Canada? Much 
ill-will is created when advertisers miss the 
secondary centres entirely or treat them super- 
ficially. A city-by-city check of your sales will 
tell the story. If your “national” advertising 


has earned the enmity of the local merchant, 
chances are he’s “hiding” your products and 
featuring aggressively the products that are 
advertised in his own paper. Remember, the 
advertising that counts with the Chatham 
retailer is the advertising in the Chatham 
Daily News. 


Ask the Thomson man how to stop this purposeful neglect of your products 
... and ask about Thomson Newspapers plus services too. 


Thomson [fowspapor 


THOMSON NEWSPAPER ADVERTISING SERVICE OFFICES: 


MONTREAL 
225 University Tower Building 


TORONTO 
44 King St. West 


NEW YORK 
141 East 44th St., New York 17 


LONDON, ENGLAND 
63 Fleet Street, London, E.C. 4 


Nanaimo Free Press » Vancouver News-Herald » Moose Jaw Times Herald + Prince Albert Daily Herald + Brampton Conservator « Chatham Daily News + Galt Evening Reporter + 
Guelph Daily Mercury + Kirkland Lake Northern Daily News + Orillia Packet and Times + Oshawa Daily Times Gazette + Port Arthur News Chronicle + Sarnia Canadian Observer 
¢ Timmins Daily Press + Welland-Port Colborne Evening Tribune + Woodstock Sentinel Review + Quebec Chronicle Telegraph + Charl: Guardian + St. Petersburg Independent 
St. Petersburg, Floride « The Canadian Review, London, England « The Scot « The Weekly Scotsman + The Evening Dispatch, Edinburgh, Scotiend. 


MAY 10, 1954 779 


REAR NE cent 


GNVISI 
auvMa3 al GNVIGNNOJ MIN la MIN VILODS VAON 3383ND OWVLNO 


686'7$ 1£9'2$ 


po9'zs WStS cco oor'zs 
, anes LISS 
6b6'bS 


NVMGHDIVNSVS VIGWN10) HSIN 


g ¥ 
98h 


HE'ES 
622'bS 
$80'S$ 


Qa sad S315 1094 AIIWV4 Yad S21VS ONY 3JWODNI 


VaOLINVW 


260'E$ 
v80'bS 


Viuialy 


xs 


SLb'eS 
Z9b'bS 


vs-OL-s 


Tpipuaborny Fm 


A@ HdV¥DOLIId 


'SIUs BHI] YOO] pjnom dow ayy ‘sans 
9E16'9 j!D4a4 JO BUINJOA ays OF Bulp10920 pauoly 
NYMIHOIWysys -aoddp 319M DaiD puDd| UDIPHNUD? au) 4} 


SI1VS TVLIY-S.VaVNV) 


ONVISI 
QYVMQI JNIUd 


enh Aen ni 


Last year was the biggest in the history of magazine advertising 
in Canada. National magazines made large gains in linage, in 
advertising pages and in revenue. Advertisers judge the success 
and growth of magazines in Canada in these same terms. 


Here’s the record for TIME in Canada: 


Again in 1953 


TIME was FIRST in advertising pages 
among all magazines in Canada. 


Again in 1953 


TIME was FIRST in advertising linage 
among all magazines in Canada. 


And in 1953 


TIME circulation was at a new high— 
158,462 (2nd half ABC, 1953) ... 

an increase of 247% over 

TIME’s first ABC circulation figure in 1943. 


Among the magazines in Canada, TIME in 1953 
was first in advertising revenue in eight important 
classifications of advertising . .. second in eight other 
important classifications. 


TIME ce reach canada 


growing audience of best customers 


ADVERTISING OFFICES: Montreal, 910 Sun Life Building * Toronto, Bank of Nova Scotia Building 
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of total Canadian Net Effective Buy- 
ing Income. This index measures the 
potential demand for a wide range of 
goods and services that are neither 
low-priced, staple goods on the one 
hand, nor high-value goods with a 
luxury appeal on the other. For the 
low-value goods with mass appeal, 
population or families would be the 
preferred indicator of marketing po- 
tential, for there would be little change 
in per capita consumption of such 
goods from area to area. However, for 
most commodities, income plays an 
important role in the determination of 
demand, and for such goods Net 
Effective Buying Income would be 
the preferred factor. However, the 
availability of retail outlets is also an 
important factor in marketing; hence 
the inclusion of retail sales in the 
weighted index of Buying Power 
Index. 

The weights employed in the con- 
struction of the B. P. I. can be 
varied of course to suit the product 
under consideration. In the sale of 
appliances, for instance, families 
should be substituted for population, 
since the product is sold on a house- 
hold basis, and sale of furniture-home 
furnishings and appliances substituted 
for total retail sales. Again a large 
food company assigns a weight of 4 to 
population, 4 to food sales, and 2 to 
income. 

The following extracts from sub- 
scribers’ correspondence give some 
indication of specific uses to which the 
Canadian Survey is regularly put: 

1. Cockfield, Brown and Co., Ltd.: 
“Your Surveys are most helpful in de- 
termining advertising allocations, from 
the standpoint of both the potential, 


and the actual performance of mar- 
kets.” 

2. R. C. A. Victor Co., Ltd.;: “We 
have been using the data very success- 
fully in allocating our advertising dol- 
lars so that they will be most efficient- 
ly spent right across the board.” 


3. Firestone Tire and Rubber Co.: 
“The 10 copies of the Canadian Sur- 
vey of Buying Power were distributed 
to our district managers across Can- 
ada. They have found this Survey very 
effective in establishing new retail 
store locations in the more important 
Canadian Markets.” 

4. J. J. Gibbons, Ltd.: “This Survey 
of Buying Power, which you issue year 
by year, should be used by every sales 
and advertising executive in the 
Dominion, and I know that many of 
our own clients regard this Survey as 
a high-hand power when they are pre- 
paring their respective budgets and 
find themselves up against a sales or 
market problem.” 

5. The F. H. Hayhurst Co., Ltd.: 
“We have been using the Survey for 
several years now, and have found it 
a very. great help in setting up bud- 
gets for advertising and merchandising 
programs. We have found the Survey 
particularly helpful for selecting com- 
parable cities for test advertising.” 

6. Canadian Advertising Agency, 
Ltd.: “We find your manual very valu- 
able in helping to iron out many of our 
clients’ advertising and merchandising 
problems. More specifically, your Sur- 
vey of Buying power makes an excel- 
lent statistical yardstick against which 
can be measured the sales potentials 
of any market area in Canada with a 
high degree of accuracy.” 


7. H. J. Heinz Company of Canada, 
Ltd.: “Most of the information con- 
tained therein will be placed along to 
various Branch Managers across Can- 
ada, who, in turn, will be requested 
to use it in determining increased sales 
potentials territory-wise, also in study- 
ing their per-capita sales by cities, 
town and area.” 

8. Fine Foods, Ltd.: “Our immedi- 
ate use of the Survey was in the allot- 
ing of sales territories. Post-war con- 
ditions made some revisions necessary, 
and the information provided by the 
Survey was most helpful.” 

9. General Foods, Ltd.: “This com- 
pany uses the IBM cards carrying the 
Canadian Survey data in order to com- 
pare actual company sales perform- 
ance with potentials on a county 
basis.” 

10. Canadian Westinghouse Supply 
Co.: “I was pleased to have the May 
Canadian edition of Sales Manage- 
ment’s Survey of Buying Power. It 
gave me some conception of industrial 
potentials, as well as general purchas- 
ing power, and this is quite helpful.” 

11. Argus Cameras, Inc.: “We are 
giving consideration to the possibility 
of establishing a small manufacturing 
plant in Canada. It occurred to us that 
perhaps your organization would have 
market information available that 
would help us ascertain the demand 
in Canada for our product.” 

12. Kraft Foods, Ltd.: “We would 
very much like to receive a copy of 
your 1953 Canadian edition just as 
soon as it is off the press. We are hold- 
ing up an analysis until receiving your 
latest figures, and would like to say 
that past editions have been extremely 


helpful.” 
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‘Summary of All Canadian Data by Provinces 


~T SALES AND 
LATION wer errecrive ne RETAIL SALES—1953 ADVERTIS- 
ESTIMATES UYING IN 
W7) 1/1/54 SH ESTIMATES-—1953 BYLD Estimates CONTROLS 
PROVINCES ) aaa <3 eth SET TTT Re Pee eee ae -- : GROUPS 
y Per | Per (in thousands of dollare—add 000) 


% am-| Net % P 


er ae 
(thou- lars of =| Fam- | | General | Furn.- | Auto- | 
sands) | Canada sands) i 000 Canada) | | (add 000) 1 ily | Food | Mase. "Radio |" motive 
| ace io 


Prince Edward | } | 
island 107.8 7195 24.9) 15. 836} .3012) 60112, 62,777| .6158| 2,821| 11, 19,885] 899 12,1411 
Nova Scotia .] 668.3, 4.4611) 166.6] 11.5] 535,891] 3.2321| 801|3,215| 444,090) 3.6488| 2,685| 107, 86,028, 12,633, 90,342| 
New Brunswick | 541.9) 3.6173, 127.1) 38.3] 382,492) 2.3081] oa 009] 316,350) 2. 9902 2, 08 ‘ al 9,750| 67,200) 
| | 

Quebec 4,344.4 29.0000, 990.2! 82.0 | 3,887,188'23.4575| 695|3,926] 2,803,700|23.0363) 2, 831, 749,164) 408,010) ‘ici 490,784) 57,470] 24.4396 
Ontario 4,975.4|33.2121 1,319.4| 10.4 | 6,529,456 39.40231,312|4,949] 4,632,364/38.0613, 3,510| 976,155, 583,200, 249,480| 978,912|119,769] 37.7619| 114 
Manitoba ---] 818.8) 8.4496) 220. | 5] 899,003) 6. am ,103/4,084] 681, 072 8.5960) 3, 091] 112,396) 158,595! 20,608, ss 17,616] §.4825| 101 

| | 

Saskatchewan _...] e7t.s| 8.8162 241.4) 6.2 | 1,227,492 7.40731, oie 085] 841,441| 6.9136, 3,485, | 182,957) 15,515, 207,044) 16,741 dal 119 
Alberta...........|.....| 1,018.0] 6.7954 283.9| 6.0 | 1.266.692, 7.6439 1,244\4,462| 986.670| 8.1068) 3.475| 141 oy) 186,080 31,455 237,882 20,523] 7.6130! 112 
British Columbia. .|.... | 1,249.7| 8.3421, 368.9} 3.6 | 1,560,181 9.4150 1,248/4,279| 1,219,481 10.0198 3,305, 236, " 231,387| 47,085| 280,176| 28,509] 9.3819| 112 


oe | 
Newfoundland pa f a ‘ a 217, 788 1.3127 sol 855 182, 0 5 att 2, 308) 44,622 76,700) 2,877 17,459; 1,903 1.6267! 63 


= A CR: ATA Se ae PERI SS CE eR CREE 2 a 
Total All ane | 
Provinces .]14,980.7) (100) (3,818.9) 30.8 [16,571,246 (100) me 12,170,795) (100) 3,187 2,547,302|1,963,202; 531, 767 2,527 037/279, 417] (100) 100 
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Province by Province the Reader's Digest Parallels Buying Power in Canada 


RD RD 

% Canadian Reader's Digest 
PROVINCES % Canadian Effective % Reader's Digest Circulation (ABC 
OF CANADA Retail Sales Buying Income Circulation Sept. '53) 


Newfoundland 
Prince Edward Island 
Nova Scotia 

New Brunswick 
Quebec 

Ontario 

Manitoba 
Saskatchewan 
Alberta 

British Columbia 
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Total—all provinces 100.0 


5 
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* INCLUDES 1% DR 1023 COPIES IN TERRITORIES 


only the Reader's Digest parallels Canadian purchasing power so 
completely in both English and French Markets. 


lives longer and is read more per copy. Reader’s Digest 


costs less per page per thousand. Se 
Advertising Director, 
44 King St. W., Toronto. 


CARL M. DETTMAN, 


ane Eastern Advertising Megr., 
2 million readers. 1015 Beaver Hall Hill, 
Montreal, P.Q. 


enjoys the confidence of more than 
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NEWFOUNDLAND, PRINCE EDWARD ISLAND, 
NOVA SCOTIA and NEW BRUNSWICK 


1950 Net Effective Buying Income 
| <a In excess of $150 Million 
FEBS 375 mitiion 10 $149.9 Million 

*5*] $40 Million to $74.9 Million 
$15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 
ond over 


Scole of Mies 
60 1 15 


Inch Equols Approximately | 40 Miles 


3. CUMBERLAND 32 LUNENBURG 
24. COLCHESTER 33. DIGBY 

25 PICTOU 34. QUEENS 

26 ANTIGONISH 


35. YARMOUTH 
27. GUYSBOROUGH 36. SHELBURNE 


F 


P RINCE ED Ww ARD ISLAND Pee aed The SM" symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


~ Ci ity and Population — ; o County ~ City ity and Population “County 
in thousands) (in thousands) 
Charlottetown : 87.3... Queens Summerside _ 7 2. T . . Prince 


a SALES AND 
NET EFFECTIVE RETAIL SALES—1953 ADVERTIS- 


PULATION 
ESTIMATES BUYING INCOME ING 
JM 1/1/54 JM ESTIMATES— 1953 JM ESTIMATES CONTROLS 


| FIVE STORE GROUPS its 


PROVINCES | 

| (in thousands of dollars—add 000) 
Dollars % i Net % Per f serene aS nia 
(a |. @ Dollars of Fam-| | Furn.- 
Canada} sands) | ing 000) Canada (add 000) |Canada| ily | Food | General | House- Auto- Drug 
| | bad | Mdse. | Radio | motive 


Kings i 1301) 4.7, 7.4 y F y 8,245) 9677 1,754 1,243 3,716 106, 1,608 1 

Prince... wie : ie .5) 26. P 23,003) .1890| 2,421) 3,308, 9, 505) 43) 4,616 
Summerside. . H . 7 yj d 7 13,145. 1080) 1,310 4,535) 31} 3,613 29 

Queens 8) .3124) 7) 9. 921). 31,529) .2501) 2,946) 6,637 ' 450) 5,917 
Charlottetown. 5) . ‘ ; : 24,272) .1994 4,649 3, 435| 4,800 580) 


Total Above Cities 24.7; .1649) 5.7 90,3811 cL 823): 37,417) .3074 | 5,959 , 233} 5 8,413] 878 


Province Total 107.8, .7195) 24.9 15.7 64,836 .3912 601/2,604) 62,777 5188 2, 521 11,188 ’ 599 12,141, 1, 


Per Capita Sales. 
Per Family Sales. . 
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104 113 1 
449 739 24 488 


Before using these figures, see explanation page 767. 


To be sure that you’re basing your selection of markets and media on all available factors, 


study both the Survey data and the Survey advertisements. 


SALES MANAGEMENT 


HALIFAX is one of the 6 Major Cities in 
Canada With Newspapers Over 100,000 A.B.C. 


In planning your schedules you will want to have this market on your 

\ | “A” list. The Halifax combination gives you complete coverage of the 

\ metropolitan area, and majority coverage of the whole retail trading area 

\ vas (N. S. Mainland). Cover this market effectively . . . economically . . . with 
N 


THE HALIFAX CHRONICLE-HERALD 
Halifax and THE HALIFAX MAIL-STAR 


Representatives: cA wee ei ones A. B. sl 105, 957 Daily 


NOVA SCOTIA 


The “SM” symbols mark Original, exclu- 
sive estimates by SALES MANAGEMENT. 


City and Population County ae City and Population ~ County City and Population c County 

in thousands) in thousands) (in thousands) 

Amherst. ... 10.2........Cumberland Halifax.... 1... si Halifax Sydney.... ..... Cape Breton 

Dartmouth. ee Te .. Halifax Kentville. 44 Kings Truro... oa ; .... Colchester 

OO ee Cape Breton _ New Glasgow... 10.3... Pictou _—‘ Yarmouth.  B.S..40 . Yarmouth 

Ls j f : i eee a ; SALES AND 

ee aan wut mere 
1 

GD 1/1/54 BY) ESTIMATES—1953 ESTIMATES CONTROLS 


PROVINCES 


| (in thousands of dollars—add 000) 
Dollars Net 


% Sree ranean 2: OS 
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| se 


| . | Radio | motive 


1542) 6.1) 5. 19,073} .1151) 8263, 10,285). | 1,985 
0821; 2.6| 22. 7,340 .0443) 597) 8,771| . 803 
-8318| 6) 9. 108,885) .6571) 874 84,296) . ’ 27,257 
.1736| 19,589] .1182) 753/3, 17,766). 5,689 
. 2336 3} 34,802} .2100) 994 38,184]. 9,854 
2168 .7| 3. 27,046, 1632 25,625) . 4,880 
0734) .0| 10,499) .0634 18,341). 2,470 
2717) -1) 10. 27,495). 1659 26,254) . 6,242 
0681 .6) 7,666, .0463 13,500) . 2,662 
15,008) . 11,609). 2,215 


| 
pred 4,185) . 1,265 
163,856). 147,762) 1. 33,862 
Dartmouth , * 28) ‘ 15,912 18,264) . 5,385 
Halifax ¥ s 6) 95, 185) 114,725) . 21,795 
18,031| 13,776) . 2,693 

| 
9,308) 
| 25,461 
Kentville , -0294) a 3,437 
Lunenburg...... i ‘ | " J 27,002 


8,414) . 1,324 
20,001) . 4,142 
7,198) . 1,416 
19,728) . 3,993 


48 32 


~~ 
wo 


Pictou... . ° U6. 34,171 

New Glasgow : é , 9,144 
10,011 
6,096 


29,697) . 8,429) 
16,571). 3,053 
7,738 2,059 
3,852 859 


8,574) .0518 
F ° J 4,482) .0270 
1562 ° 14,225) .0859 
Yarmouth. ... ‘ 0554 J 6,622) .0400 


6,101) . 1,447 
2,953 690 
13,043) . 2,885 2,567) 

10,289) . 1,889 7 2,310) 22 


883 #322 2 


es) 


Total Above Cities) 7) 1.4065 A 202,856) 1.2242 963/4,148 254,838) 2.0938 54,213 ? 51,803} 5,416 
a | 


— | 


° | a | 
Province Total. 668.3! 4.4611) 166.6, 11.5 535,591) 3.2321 


801/3,215) 444,090) 3.5488 | 86,028 12,633 


Per Capita Sales. Boke hE | 685 Re 129 19 
Per Family Sales | |. Ce, ere Pee 2,666 516) 76 
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The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


City and Population 


NEW BRUNSWICK 


County 


City and Population 
(in thousands) 


City and Population County 


(in thousands) 


County 


Fredericton 


PROVINCES 


Total 
(thou- 


Albert 
Carleton 
Charlotte 


Gloucester 
Kent 
Kings 


Madawaska 
Northumberland 
Queens 


Restigouche 

Saint John 
Saint John 

Sunbury 


Victoria. .... 
Westmoreland 
Moncton 

York 


Fredericton 


Total Above Cities 


Province Total 541.9) 


Per Capita Sales. 
Per Family Sales 


6595 


3.6173, 127.1) 38.3 


7p ESTIMATES 
1/54 
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sands) | Canada| sands) | ing 


2523 
5153) 
3451) 
.0654 


.1302) 
.5714 
.2003| 
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York 


(thou- Speak- 


14.0) 
2.3) 21.8 


4.6) 38.8 
20.3| 42.8 
7.5) 

7 4.8 


Moncton 


NET EFFECTIVE 
SM BUYING INCOME 
ESTIMATES— 1953 


| Per | Per 
| | Cap- | Fam-; 
Dollars % | ita | ily 
(add of | In- | In- 
0090 Canada come come 
| 


.0422| 673/2,500 
.0817| 586/2,184 
.0936} 587/2,067 


oo Westmoreland 


St. John... St. John 


Net e | Per 
Dollars of | Fam- 
(add 000) Canada| ily 
} 


529 2, 
449 2, 
644 2,240 


1935 
0754 
0906 


713 3,860 
506 2,329) 
5872, 158) 


. 1583 
-1378 
0481 


813/4,098 
914/3, 442 
946|3, 492 

568|2,410} 
-0619) 


sr. 
4688) 907|3, 


- 1935) 1, 069) 4, 276) 
2114) 780) 2 , 995 


“1028! 996|3, 549 


97,995) 5913} 992|3,726 


. 1855 
4258 | 
. 2950 
.0335| 


382,492) 2.3081 706 “| 


.0211| 1,116 
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RETAIL SALES—1953 
BY LD estimates 


SALES AND 
ADVERTIS- 
ING 
CONTROLS 
FIVE STORE GROUPS a 
(in thousands of dollars—add 000) 


2,616 
3,215 
| 


7,867 
3,018 


2,065) 
5,274 
1,766 


3,470) 


7,774 


430 


0880) 2,327 
-5356) 3,211 
.3949 

-2915) 3,032 
2260 


136,718] 1.1234) | 


2,356! 
12,464 
7,054 


1,851) 
16,437) 
13, 488| 


9,016) 


1,341 
1,044 
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731 
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a 


9,750, 67,200 
18 
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27,092, 3,854 


7,004) 


13 
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NEWFOU 


Newfoundland F3 


NDLAND 


388.4! 2.5927 76.2 2.7 


217,515 1.3127 560/2,855] 182,850 1.5024, 2,399 


44,622 75,790 


2,877, 17,459, 1,903) 1.6257 63 


Province Total 


Per Capita Sales 
Per Family Sales 


QUEBEC 


City and Population 
in thousands) 


Chicoutimi 
Drummondville 
Granby... 
Hull 
Joliette.... 
Janquiéres 
Lachine. 


388.4 2.5927 


76.2 2.7 


217,515 1.3127 560)2,855) 


. County 


. .Chicoutimi 


. Drummond 


Shefford 
Hull 
Joliette 


. Chicoutimi 


Montreal & 


Jesus Islands 


Lévis... 
Montreal 


Montreal & 
Jesus Islands 


182,850 1.5024 2,399 


44,622 75,790 17,459 


1,993 


471 
2,400 


2,877 1.6257 63 


-opulation 


County 


(in thousands) 


Outremont 


Quebec. .. 
Rimouski... 
Rouyn 

St. Hyacinthe. . 
St. Jean.... 

St. Jérdme... 
St. Laurent... 


Shawinigan Falls. 


» TM. 


ae Montreal & 
Jesus Islands 


..... Rimouski 

. .Témiskaming 

.. .St. Hyacinthe 

St. Jean 

... Terrebonne 

......Montreal & 
Jesus Islands 


n 
om UN hm OF 


. St. Maurice 


City and Population County 
‘in thousands) 
Shetrenhe «... 0s... s0«, SUH. o-s 
ere fe 
Thetford Mines. . 5 eer 
Trois Riviéres....... 53.6........ 
Valleyfield. . : 
Val-D’Or..... 8.9. 
Verdun....... a 1 


. Sherbrooke 
.....Richelieu 
chee Mégantic 
.St. Maurice 
. .Beauharnois 
......- Abitibi 
.......++-Montreal & 

Jesus Islands 
Victoriaville. . . ee ee Arthabaska 
Westmount......... a ae Montreal & 
Jesus Islands 
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In Quebec--- 
The nearest office of Henry De Clerque Inc. will 


everything revolves about the home ... be happy to answer inquiries as to the aill- 
That explains the tremendous success of Le Petit important French market which makes up one-third 
Journal and Photo Journal, which reach the family of Canada’s population, yet is concentrated mainly 
during the traditional French-Canadian week-end. in the Province of Quebec. 
NEW YORK— CHICAGO— SEATTLE— 


12 East 41st St. 1529 Tribune Tower. 914 Second Ave. 
LExington 2-3739. SUperior 7-2290. ELliott 1769. 


Latest A.B.C. Circulation for 


a wy 
LE PETIT = JOURNAL (irate 
Au Service du Public Our Circulation for issue of 


March 14th, 1954—280,085 


Latest A.B.C. Circulation for 


12 months Ending March 31st, 1953 oe 
for PHOTO-JOURNAL—109,708. p H (] T [} if a] ] LI i N AL 
Our Circulation for issue of 
March 20th, 1954: 127,266. TOUT PAR LIMAGE 


Copyright by 


Sas Mocageeal 


> ABITIBI 


Cities shown are those having net 
Effective Buying Income of $15 million 
and over 


1. HUNTINGDON 22. ST.HYACINTHE ‘ 
s y 2. ST.JEAN 23. RICHELIEU 1950 Net Effective Buying income 
TIMISKAMING xy 7 3. NAPIERVILLE 


4. LA PRAIRIE 
S CHATEAUGUAY ; A In excess of $150 Million 
. BEUHAR' 27. SH anaes 


3F eitiktere ESE] $15 Million to $39.9 Million 
35, MEGANTIC 


BEAUCE 
37. DORCHESTER 
38. LEVIS 
39. BELLECHASSE Scale of 
40. 40 80 
41. LISLET 
42. KAMOURASKA 
43. TEMISCOUATA 


One Inch Equals Appro: 
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I french liste 
k | « j Vv ee es this ie eg 


‘10 Quesec $ 250 000,000.00? 


IN CANADA 
Representatives 


1N CANADA 
TORONTO-MONTREAL 


OMER RENAUD & CO 


QUEBEC— meet 2 uw The ects Gales waRnae NT 


’ a SALES AND 
TION - NET EFFECTIVE RETAIL SALES—1953 ADVERTIS- 
PUESTIMAT ING IN 
W 1/1/54 BYLD ESTIMATES -1953 BY LD estimates CONTROLS 
M : ; aioe aR Yi eae : 
PROVINCES F j Por FIVE STORE GROUPS 
F; Cap- (in thousands of dollars—add 000) 


Furn.- | | 
Food | General | House- | Auto- | Drug 
Mdse. | Radio | motive | 


13,649] 7,430 1,897, 13,636) 
15,815}. 3,819 5,675 
17,463, 4,499) 2, 4,562 
ry ’ = 18,607; . * 6,291 F 5,486 
Victoriaville 3.4]. ’ d, 0647| 13,037]. 3,217 5,003 


Bagot ee : ‘ j 6,292) . 1,105 926 
Beauce... eo . . { ; 23,034) . 4,225 2 5,864 
Beauharnois oO}. . : : 25,795) . . 8,588 4,901 
Valleyfield 23.9). ’ : p 17,895). 6, 252 


Bellechasse .7| .1782| .2| 99. .759) 5,826) . 1,143 


Berthier 7 : y 275) 8,856) . 2,419 
Bonaventure... Y - . ' ’ ; ‘ 13,167) . 3,297 


Brome. . ot] ° ° 879). 4,366) . 1,269 
Chambly . " 7 ° . : ’ 35,023) . 17,577 
Champlain . . ° | 33,755) . 13,285 


Charlevoix le ° | . . y e 7,567, . 1,751 
Chateauguay ve | . . 612). 1,016 7,055) . 1,666 
Chicoutimi > ¢ s . e 970 68,473; . 23,020 
Chicoutimi . Y 113) 1455) 953/5, 29,648) . 5,599 
Jonquieres 8.5. 2 | ,1451/1,014 17,130 


S838 883 S86 


- 


| 
Compton... ® .9) 76. | .1441) 922) 7,291 
Deaux Montagnes y ‘ . . 1304! 956 8,011 
Dorchest 


‘er oH -9| 97. ’ -0844) 396 8,776 


Drummond . ‘ J . | 2814) 789)3, 33,062 
Drummondville 5.5 : 3. : 0872! 93314, 016) 19,908 
© SM, 1954. 


Before using these figures, see explanation page 767. 


CBS Outlet in Montreal 


In French Canada ies 


TRANS-QUEBEC radio group 


It takes CKAC to Sell! | GR AG 
1. Huge cover- 2. Huadreds of 3. Selling pow- 


age — 2 out of thousands of faith- er second to MONTREAL 
3 French radio ful listeners day and none — 6,300,- 720 on the Ade 10 Mewes 


ntati 
homes in Que- night as reported by 000 box tops peeves alee ee 
bec. B.B.M. last year. Adom 3. Young Jr. 


SALES MANAGEMENT 


*“ 88% of Quebec Province 


32% of Canada's 


ENTIRE Population 
ENTIRE Population 


“Can be 
reached 
most 
effectively 
by use of 


French 
language!’’ 


Source Sales 


Management 
BIG, SEPARATE 
SECTIONS: 
Colorgravure 
Color Comics 
Color Magazine 


Survey of 
Buying Power 
and 0.B.S 


1961 Census 
Representatives 


U.S.A.: Ralph R. Mulligan, New York, Chicago, Detroit 
° Toronto: Hugh Rose and Dean Vaughan, 19 Melinda St. 


The “SM” symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


QUEBEC — (Continued) 
mt “ SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES—1953 ADVERTIS- 


PROVINCES 


Frontenac 
Gaspe 


Hull 

Hull 
Huntingdon 
Iberville 


Joliette 
Joliette 

Kamouraska 

Labelle 


Lac St. Jean 
La Prairie 
L’Assomption 


Levis 
Levis 

L' Islet 

Lotbiniere 


D4 
cs 


ESTIMATES 
BY LD 1/1/54 
mT 


Fami- % 

% lies (French 
of (thou- | Speak- 

— sands) | ing 


Total 

(thou- 

sands) 
| 


32.5 
66.2) 


-2170 
-4419 


29.7) 
46.6 
14.2) 
14.7) 


39.7/ 


0901) 
.1629 


BUYING INCOME 
ESTIMATES— 1953 


l | Per | Per 
Dollars | % |i 
of | 


| Canada| come! come 
| | 


15,740} .0950, 484 2,349 
32,961). 498 2,724 
— , 761)3,448 
38, 489) 826|3, 737 
13, 203) | 930/3,568 
14,838 ,009|4 , 496 


680|3,216 
808 3,840 
491/2,604 
521|2,571 


27,011| 
13,825 
13,800 
15, 167 
76 ,529) 
14,469) 
24,118) 


868 5, 206 
716|3,216 
965/4 ,231 


| 
41,432) eorla.cnn 


| | 
Net % | Per 
Dollars of | Fam- 
(add 000) | Canada) ily 


12,074). 
i 
49,685 
29, 950 


} 1,802) 
| teas 


1,330) 
2,068 


2,472! 
1,678) 
2,091 


.1753} a 
| 


12,704) 


| | 941/4,886 
11,770) 


482|2,452) 


- 1963) 


13,611 463/2, 


.0495| 1,255 
7,764) .0636\ 1,291) 


JM 


ESTIMATES 


~ FIVE STORE GROUPS 
(in thousands of dollars- add 000 


Food | 


2,920| 
4,691) 


16,803 
11,230 
1,165 
1,049 


5,453 
3,935) 
1,123 
2,008 


9,875 
1,203 
3,262 


6,652 
2,902) 
1,177) 

845! 


| Furn, 
General 
Mdse. | Radio | 
2.799) 
8, 140| 
5,189) 
785| 
1,660) 


Before using these figures, see explanation page 767. 


ING 
CONTROLS 


Index 


.1207 
2410 


4382) 
-0882| 
- 1356) 
. 2393) 
0851) 
.0828) 
.0995 


For data on Canadian Metropolitan Areas, see introduction to 


Canadian section, starting page 767. 


MAY 10, 


1954 


IF YOU HAVE SOMETHING TO SELL 


REMEMBER THIS: AND THIS: 

in CANADA — in MONTREAL — 

Montreal is the largest city CFCF is Canada’s First Station. 

Montreal is the 7th largest city in North CFCF gives you complete coverage of this 
America. ; rich market. 

Montreal is the greatest inland port in the CFCF has 34 years of listener loyalty. 
world CFCF sells! Local ro Ty up 424% in five 

y Feb. ’49-Feb. 54). 
And The total retail sales for Montreal —— 

island alone are estimated at $1,- CONTACT OUR REPS: Weed & Co. in U.S.A. 
393,033,000. All-Canada in Canada. 


7? en pat Pi , Re Seer The “SM” symbols mark original, exclu- 
UE! JEBEC — (Continued) u- ___sive estimates by SALES MANAGEMENT. 
= —- —— ae — ee | ~ — SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES—1953 ADVERTS. 
SavenarEs BUYING INCOME 
JM JM ESTIMATES—1953 @D ESTIMATES CONTROLS 
PROVINCES br oe | ie || Per) Per} — «ho ”6 =". eee eer! fe 
| Fami- | % | Cap- | Fam- a. (in thousands of dollars—add 000) Qual- 
Total % | ties Irreten Dollars % | ita | ily Net | % Per _} Buying | ity 
on om A fae i = vad 000 ants 1 ¥ Food | General i Aut Drug | index + 
) da} sands) | | 000) Canada ( | jenera jouse- '0- 
om | ” “ got ~ “| 4 Mdse. | Radio | motive 
Maskinonge B4 20.5 .1368) ~ 4.3) 96.5 15,479| .0934 755 3,600 7,105} .0584) 1, 1,781 900 614 ss4) 1 .0915| 67 
Matane E3 68.2 .4553 12.2 98.6 38,325) .2312) 562|3,141 23,658} .1944| 1,939) 7,301 4,224) 1,515) 4,736) 1 -2650| 58 
Megantic C5 48.1; .3210, 10.2, 95.7 55,881, .3373 1,1625,479} 20,802) .1709) 2 5,687} 2,817 1,079} 3,696 -2841| 89 
Thetford Mines 15.4) 1028) 3.5 14,414 .0870| 936 4,118 13,643) 1121 3,729 1,184 7| 3,037 75] .0977] 95 
| | 
Mississquoi C5 26.4| .1763, 6.3) 76.9 20,089) .1212) 761/3,189] 16,131] .1326| 2,860) 4,464) 1,247 739} 3,474) 1 .1357| 77 
Montcalm ...1B4 18.5, .1234) 4.3) 93.2 11,132} .0672| 602/2, 5,147| .0422| 1,196} 1,559) 1,405 175 356 .0709| 57 
Montmagny D4 26.1 .1743| 5.3) 99.6 18,213} .1099| 698 3,436 9,819} .0807| 1,852) 1,938) 1,759 277| += 2,924 1140) 65 
| | | 
Montmorency C4 22.8 .1522) 4.5) 98.3 23,390] .1411|. 02615, 198 4,851} .0399| 1,078} 2,153 705 110 462 1130} 74 
Montreal & | 
Jesus Islands...| © 5 | 1,446.3) 9.6544) 380.4) 64.5 | 1,566,543 9.45341, 083 4,118] 1,393,033/11.4457| 3,662) 361,056] 198,994) 73,179) 213,075) 35,472] 10.0913) 105 
Montreal... . 1,055.1) 7.0431] 268.2) 1,064,993} 6. 4268] 1, 009/3,971] 1,177,219] 9.6725 281,777} 191,935} 62,233] 171,568] 28,578] 7.5238] 107 
Lachine 31.4) .2006) 7.5) 36,052] .217611,148/4,807] 22,395] . 1840 9, 162 1,440} 1,403} 3,428} 547] .2059] 98 
Outremont... . 30.4 2056 7.9 51,147 30861, 6616, 474 17,238] .1416 7,266 159 352 684] 644] .2379) 116 
Verdun ; 81.1) .5414) 21.7) 90,204) .5443)1, 11214, 157] 65,376) + .5372 23,667} 3,137) 4,265) 14,896) 2,251)  .5416) 100 
Westmount 28.0} . 1869 7.5) 56,607 ana) 022)7 , 548} 19,705} .1619 9,062 2,231 2,584) 1, - 2568] 137 
St. Laurent 20.8} 1388} 5.3 23,566) .1422)1,133/4,446 16,888} .1388 4,902 476 645, 1,725 -1405] 101 
Napierville. . cs 9.7 a 2.2) 98.5 5,969) .0360 0260) 615\2,713 4,484) .0368) 2,038 666 791 158} = 1,139 61} .0420) 65 
| 
Nicolet cs 32.0, .2136 6.3 99.1 14,349] .0866 448 2,2 10,064) .0827| 1,597) 1,751 2,547 278) = 1,115 61} .1108) 52 
Papineau BS 31.0) .2070 = 7.1| 85.1 28,673| .1730| 925 4,038 13,141) .1080| 1,850) 3,297) 2,194 513} 2,703 -1603| 77 
Pontiac... B4 ne -1448) = 5.2, 48.0 15,733! .0950' 725 3,026 7,632| .0627| 1,467) 1,105 2,871 149) = 1, 796)...... .0953| 66 
Portneuf 164] 46.0) .3071 9.7 97.0 45,717 2759 9944,713] 15.414! .1266 1,589] 4,501 2,617 679} 3,449 .2373| 77 
© SM, 1954 Tne, Ce ee 


Before using these figures, see explanation page 767. 


THE LARGEST MONTREAL 
FRENCH MORNING DAILY 31,442 
c ntrated in th 
3 2,9 3 a : mecnaranp ct nt 
(ABC Stat. 6 Mos. Ending Sept. 30, 1953—Daily net paid Monday to Friday) ei 


Advertising Manager 
= N 1124 Marie Anne St., East 
Montreal 34. 


Montreal's Second French Daily 


SALES MANAGEMENT 


=>. 


Here are vital FACTS 


QUALATX 
N RAKET 


AERTER | \ 
QRERTER \ 


You will reap far more sales at a lower cost through concentration in 


f 


LA PRESSE 


onto Office 


Head Offic 


Coverage: 250,000 


French radio homes. 


For availabilities and 
rates, write, phone or 


CANADA: Jos. A. Hardy 


& Co., Ltd. 
TOP FRENCH RADIO 


VOICE IN QUEBEC AREA 


U. S. A.: Adam J. Young 
Jr., Inc. 


Q UEBEC— (Continued) + The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 
POPULATION NET EFFECTIVE RETAIL SALES 1953 
@D ESTIMATES SM BUYING INCOME 
- 1/1/54 ESTIMATES—-1953 
PROVINCES iat 2 


BY.) estimates 
i ine FIVE STORE GROUPS — 
% | | (in thousands of dollars—-add 000) 
Total Doliars % . 


(thou- Speak-| (add | of "HM Maes, © 0 4% 
ing 000) wee Food General | House 


58.5 93.6 | 249,009) 1.5026 206, 152 55,708 
41.4] 176,057) 1.0624 3] 185, 123 44,148) 

28,021] . 16,745 4,435 
14,151) . \ 12,270) . 2,785 


. ° . ° ° 31,458) . 19,074) . 5,760) 

Rimouski . 41,712) . 26,923 6,039 
Rimouski ‘ ‘ : 8,850) . 13,927 2,695 
Rouville ‘ ’ 0 20,632 9,639) . 1,761 


Saguenay ...... . ° . y 42,646) . 18,782) . 2,221 
Sheftord 3) . 32,181 27,691 7,467 
Granby ‘ 9} . 18,023) . k 20,501) . 5,649 
Sherbrooke... ... ” : ' 61,156). 49,736 14,077 
Sherbrooke. . . oO}. k 51,414). 47,151 13,234 


SSRN BSI28 BASS 


xs 
an 


Soulanges 6) .0641 j ‘ j 0341 470 
Stanstead . .2| 2483 y . ; .1747 6,374 
St. Hyacinthe t -2703 s A 2372 6,284 
| 24,519] .2015 5,087 


St. Hyacinthe 21.2) .1415 


St. Jean 8) .2123| 7.3) 87.8 24,331 
St. Jean 23.5] 1560) 5.6 ,824|  .1257 21,789] 1790 5,436 
St. Maurice... -9} .6669) 21.8) 95.1 .5453) 905 80,361| .6602| 3,686) 20,419 
Shawinigan Falls 28. 1909 6.3 - 1826) 1,058 x 26,289) .2160) 7,552 


Trois Rivieres 3. 3578 11.5) 50,181 4123) 11,899 
Temiscaming - 3978 


Rouyn -2) .1081 


-2000 6,224 


| 12.1) 81.8 62,588, . 35,107 2885, 2,901 a 
| 3.5 17,751) F 17,724) .1456| 5,044 


| 

| 
4653) 12.8, 98.9 43,227, . | 23,527; .1933| 1,838 6,279) 
- 5020) 


| 17.7/ 92.3] 49,048). | 43,426) .3868| 2,453} 14,170) 
18.1} .1208! 4.1 13,050 


Temiscouata 


14, 661 1205 7, 256 762 1, 199) 1, 64 


Before using these figures, see explanation page 


For PROFITABLE Selection of Markets 


Since a market is only as good as your chances of selling it, its basic market dataishould be “weight- 
ed” \by such factors as available coverage and the ‘local media’s command on the interest of readers, 
listeners and viewers. That’s why a study of the advertisements in this issue should be a must. 
They not only show the net worth of the market . . . in terms of your selling chances . . . but they 
frequently bring to light significant and helpful comparisons that might otherwise remain hidden 
in the basic Survey data. And they also spotlight local developments that emphasize the market's 
continuing growth. 


For a realistic appraisal . . . and profitable selections 


. . . be sure to study both the Survey data and the 
advertisements. 


SALES MANAGEMENT 


ZONE 2 
list. 
U. 


DAILIES belong on your 
Full details from our 
S. Representatives: 


GILMAN, NICOLL & RUTHMAN, 
19 W. 44th. St., New York 36, N. Y. 
73 Tremont St., Boston 8, Mass. 

400 N. Michigan Ave., Chicago 11, Ill. 
Old Newton Rd., Philadelphia 15, Pa. 
Russ Bldg., San Francisco 4, Calif. 


2700 W. 3rd St., Los Angeles 57, 


Calif. 


ZONE 2 is HEALTHY— 


VERY HEALTHY! 


The total retail sales as shown in this issue of Sales Management 


for ZONE 2 are UP 16% over last year. 


This compares with an increase of 4.2% for the entire Province 


of Quebec. 


Only the three daily newspapers of ZONE 2 can give coverage of 
this vast market. Outside infiltration of circulation is negligible. 
Effective Buying Income of over one and a half billion dollars, 
combined with such brisk sales activity—all add up to make this 


market highly attractive. 


ZONE TWO DAILIES 


LE NOUVELLISTE 


Trois-Rivieres 


27,535 & 


LE SOLEIL 
L’Evenement-Journal 
Quebec City 
119,813 *& 


LA TRIBUNE 
Sherbrooke 


23,853 *& 


% 171,201 Combined Net Paid Circulation, A.B.C. 3rd Quarter, 1953 


The ‘ 


“SM” symbols mark original, exclu- 


sive | estimates by SALES MANAGEMENT. 


LATION 
) EsTiN MATES 


W7) 


M. 
PROVINCES | 


| | Fami- | % 
Total % 
(thou- of 


) | Canada| sands) | ing 


| lies |French 
| (thou- |Speak- 


NET EFFECTIVE 
BUYING INCOME 
ESTIMATES—1953 


| Canada| come} come 
| 


(add 000) Canada 


Q U EB B E c. — (Continued) 


RETAIL SALES—1953 
JM ESTIMATES 


Net 


i £ 
Dollars | 


of | 
ily | 


FIVE STORE GROUPS 
in thousands of dollars—add 000) 


Radio | 


SALES "AND 
ADVERTIS- 


ING 
CONTROLS 


Auto- | Drug 
motive 


Vaudreuil 1254 4.6, 80.3 -0875, 771/3,149) 8,607 


452 
174 
195) 


| | | 
= 4.3) 92.9 , 120810544. 887 7,163). | 1,665) 2,088) 
1275 4. a 96.3 12,679, .0765) 664/3,092 4,492) 1,294) 
1121) 3. 7 97.9 11,838) .0715) 705/3,1 4,581) 1,966) 


13. ones 103 


24.4396) 84 


109,950} 326, 075| 46,603 


141,768) 


Total Above Cities 462.4 1,913,806) 11.5493/1,006/4, 130] 1,939,999) 15.9397 498 520 


Province Total. . 


Per Capita Sales. 
Per Family Sales 


© SM, 1954. 


1,902.4) 12.6989 


490,784) 57,470) 


ier 
1 | 
J... 


4,344.4/29.0000 990.2) 82.0 | 3,887, 188/23.4575, 895/3,926] 2,803, 700\23.0363 2,831 
645 


2,831 


113) 
496) 


25 Years of Service 


With this issue the Survey of Buying Power is 25 years old, but frankly, we're not interested 
in birthday cakes and candles and silver trimmings. Instead, we're mighty proud of our rec- 
ord of service during those years. Mighty proud, too, of that quarter-century of priceless ex- 
perience . . . They were years of growth. Of testing, improving, foolproofing our techniques. 
Of increasing acceptance by companies, people and groups who depend on reliable population, 
income and sales data to get their campaigns and projects off the ground. Of steadily com- 
pounding prestige as the country’s No. 1 source of market data. 


MAY 10, 1954 


METROPOLITAN OTTAWA IS. 43.2% FRENCH 


Can you afford to ignore a market of $102,000,000? 


Over four hundred national advertisers sell the rich, Ottawa French-speaking market through “Le Droit”. 
When a budget allows for only two papers in Ottawa, they wisely reconcile a two paper budget with a two 
language market. 


* 1951 Census, Federal Bureau of Statistics (Breakdown on Request) 


Head Office & Plant Toronto Branch Office 
368 DALHOUSIE ST., OTTAWA LE DROIT 112 YONGE ST. 
H. E. LEMIEUX EMPIRE 3-9903 
Director of Advertising DAILY CIRCULATION OVER 26,500 VERN B. MOORE, Manager 


U.S. Representatives—SHANNON AND ASSOCIATES, INC. 


O N T A R | :@) are i ; The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


County City and Population County 


City and Population County City and Population 
in thousands) (in thousands) 

Barrie 3.4 Simcoe Lindsay Victoria St. Catherines. ... 40 
Belleville 9, Hastings London. . . .Middlesex 
Brampton ee New Toronto. : ney icon cee 
Brantford : Brant Niagara Falls 5.0. Welland 
Brockville ; : . Leeds North Bay 
Chatham. ; rere Oakville 
Cornwall 8.. Stormont Oshawa 
Fort William : : Thunder Bay Orillia. ... 
Galt . .Waterloo Ottawa 
Guelph 2 . . Wellington Owen Sound 
Hamilton 2: Wentworth Parry Sound 
Kenora... f . .Kenora Pembroke. . . , Renfrew Trenton Hastings 
Kingston 35 Frontenac Peterborough ; Peterborough Welland § .. Welland 
Kitchener 52.§ Waterloo Port Arthur... ‘ . Thunder Bay Weston ae |. Tee ery 
Leamington... . . Essex Port Colborne &.: .. Welland Windsor Essex 


Leaside - .. York Woodstock 7 Oxford 


in thousands 


Lincoln 
St. Thomas 18 ‘ Elgin 
Sarnia Lambton 
Sault Ste. Marie..... : Algoma 
. Nipissing Simcoe. ; Norfolk 
Halton Smiths Falls Lanark 

. .Ontario Stratford Perth 
Simcoe Sudbury 
Carleton Tillsonburg Oxford 

... Grey Timmins Cochrane 
Parry Sound Toronto 3.0. York 


Sudbury 


) ETAIL 8 a 
POPULATION NET EFFECTIVE RETAIL SALES—1953 
ESTIMATES BUYING INCOME GD ING 
GD 1/1/54 BYP ESTIMATES 1953 ESTIMATES CONTROLS 
PROVINCES eR Sa) ea Sy a Rf FIVE STORE GROUPS | | 
| Per Per in thousands of dollars —add 000 |Qual- 
Total | % Dollars | % |Cap-|Fam-| Net % . mar j ‘ i ity 
(thou- of | (thou- |Speak-| (add of ita | ily | Dollars of General Furn.- Auto- In- 
sands) | Canada sands)| ing 000) | Canada in- | In- | (add 000) Canada| i Food Mdse. | House- | motive dex 
| | come) come | Radio 


Algoma 69.7. 16.9 16.8 86,008 .5190 1,234 5,089 55,990) . | 3, 17,380 6,404 1,868 9,994 
Sault Ste. Marie 36 5 9.1 54,369 3281)1,502 5,975 40,719) .3346 12,426 2,814 1,689 7,651) 
Brant ° . 21.9 2.4 94,441 .5699 1,192.4,312 68,979. 149; 13,869 5,306| 4,619 14,879) 
Brantford : j 10.8 50,606, .3054 1,294.4, 686 04,208) ‘ } 11,118 3,853) 3,982 11,648) 1, 3385 130 
Bruce ° ‘ 13.0 ° 34,962 -2110) 802 2,689 31,640). 5,109 4,110) 1,317) 6,044) . 7 83 


} | | 
Carleton “ . , ° 413,512, 2.4954/1,5936,391] 244,706 2. , 55,798 40,277 38, 369) 2.1975) 127 


Ottawa 218 379 ‘ 354,181) 2.1373 1,644/6,475§ 228,333, 1. 51,219, 37,123 | 36,204 1.9191) 133 
Cochrane fC 4) 47. 125,991, .7603|1,432.5,887) 66,173, .5437| 3, 19,362) 7,978 ,998| 13,023) 6607) 112 
Timmins 28.6 g 4| 44,538] .2688/1,557/6,019 29,250) . 9,445 1,917] | 6,118] .2447| 128 
Dufferin > 6 11,161). 10,909). i 965 1,307) 2,78 0812) 79 
| 
Dundas ' = 7| 9. 12,774. 15,146. ; 2.678 3,433| .0983| 88 
Durham -7| .2182! . F 33,141). 22,613). , 5,466 | 673) 1994) 91. 
Elgin | . 9} 2. 74,275| . 47,431| . y 9,605 13 ,060| A211) 105 


St. Thomas 9) .126% 30,778, .1857|1,628|5,130) 27,727, 6,085 5 Rit 1044 148 
| | 

Essex 4) 1. : F 359,260) 2. ; 211,435) 1. , 48,921 ,674) 1.9208) 122 
Windsor 26.5). 204,876) 1.23631, : 145,395, 1. 34,082 ; ; 1.1454) 136 
Leamington... , = 7,973} .0481'1 ,123)3, 14,629 2,967| .0696 ‘147 
Frontenac. . 6. ; ‘ 83,068} 5013) £7,238} .4702| 3,233) 13,055) 2 -4871| 102 
Kingston ‘ 2343 5 45,985] .2775|1,310/4,841 4%,997| .4026| |} 11,307 821} 5 -3064) 131 
Glengarry se : . 10,669; .0644) sl 8.498) . J 1,653) | | ee 63 
| -1080) 951/3, 12,258). 2,679) | +1071) 88 
Grey..... = . J 56,916) . 46,763) . 9,202) -3705 bed 
Owen Sound ta - . 20,306) 122 - i 23,086; . 5,474) -1411} 123 
| 1667) 97 

Haldimand 8.1722) 7.4) 2. en haat ; 23,553). . 4,364 . - 1667) 


Greenville ' P } . d 17,408 


| 


| 
Haliburton... .. 2. .3| 3. 5,521 5.250. 1,591 
Halton....... re 0} 2. 60,045). 203 4, 38,149, . 10,387 
Oakville. . 9,212) . ,316/4, 845 12,505]. 3,354 
Hastings... | 8] 6. 82,897, . ,036'3, 70,625, .8803! 15,879) 
Belleville. 28,703} .1732'1,373/4,705] 33,082) 7,155 
Trenton. ’ 11,960! .0722'1,196 3,858! 13,779]. 3,753| 
© SM, 1954. 


g 


-0405, 74 
-3418| 103 
.0682| 146 
5310) 99 
- 1960) 141 
0834) 125 
Before using these figures, see explanation page 767. 
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The First Newspaper In 
Canada's Fifth Market 


The Citizen is the only newspaper ST 
€ 


that completely dominates the rich 


s s 
buying power of Canada’s Capital. Total Advertising 
With an ever increasing number of H H e 

fey gi Mi Aig City Circulation 
highly paid Government employees. 
Ottawa is a steady market that must Home Delivered 
be included in your advertising sched- . . 
Circulation 


ules for profitable sales. 


; THE OTTAWA CITIZEN =: 


Ottawa’s Greatest Newspaper 


For complete information on this market consult: Conklin & Woodward: New York, Detroit, Chicago, San Francisco, Los Angeles, Atlanta. 
Southam Newspapers: Montreal & Toronto. F. A. Smyth, London, England. 


sive estimates ‘by SALES: MANAGEMENT. ONTARIO — (Continued) 


SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES—1953 ADVERTIS- 
JM ESTIMATES SM BUYING INCOME JM ING 
1/1/54 ESTIMATES— 1953 ESTIMATES CONTROLS 
PROVINCES 7 | | FIVE STORE GROUPS 
Fami- | % | | in thousands of dollars—add 000) 
Total % lies (French ; % | Net % Pe a ae Buying 
(thou- of (thou- |Speak- | ita | i Dollars of Fam- | General . Power 


sands) | Canada) sands) | Canada| In- | (add 000) |Canada) ily | Food | Mdse. | i Index 
| come! come | i 


Gia... > 4) 3. ‘ 2487, 782/2,676] 40,033, .3289, 2,699, 5,137, 4,891, 1, 10, 2934) 
Kenora 3) . 3} 7. .3271/1,281,4,797] 31,885! .2620| 2,821) 7,651 6,368 
Kenora ' 9} .0594) 2. | -0806)1,501/5,566] 12,108} .0905 | 3,723) 737| 
Kent... |. 5} 12. | .6218|1,007/3,529) 83,439] .6856] 3,405, 14, 7,888) 
Chatham 2.7] 1515] 6. .1804)1,317]4,462] 41,447) .3405 | 7,093) 3,902) 
| | | | | 

Lambton .3| .5494) 23.4) 6. ' .6167/1,242)4,368] 65,753 .5402| 2,809 15,172) 6,675, : 
Sarnia 1] .2677| | .3852/1,592/5,649] 41,475, + .3408 ‘ 3,503 355} , 3484 
Lanark 2. : . ,303| .2553/1,107/3,954] 32,405) .2€63/ 3,028 997, 3,169) 493) .2585 
Smith's Falls 6] 0574) 2.3) 2,788) .0772/1,487|5,560] 14,275) .1173) 747| 0853 
Leeds .5| .2770| 11.4) 6. 455) .2622/1,047'3,812] 35,067, .2881/ 3,076) 7,083, 4,004) 3,446) .2730 
Brockville 9]. 5,862} .1018|1,307|4,557] 18,701, .1537| | 3,736] 1,833 2, 1142) 


Lenox & Addington 8} .1388) 6.0) 3. . me 708/2,454] 14.881| .1223| 2,480| 2, ee 1089) 
Lincoin oO. 6 4.3 Pete 88,884 .7303, 3,220, 20,595, 7, 7488) 113 


St. Catherines 4) 97) 4 2 3633) 1 ,491/5, 238 
Manitoulin . i 3.1) 4.64 ° -0530! 720 2,833 


® SM, 1954. 


63,407, .5210 3,810) 457 .041| 14,599 1,407] .3920) 145 
6.424 .0532\ 2,091 ? 


Before using these figures, see explanation page 11. 
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Before you stake your precious sales budgets on a new 
advertising and sales campaign, why not test it first in 
Peterborough—Canada’s top test city. For a fraction of 
your budget, find out in advance if your campaign actually 
does the things you hope it will. 

In Peterborough you'll find every sales problem you’re 
likely to meet in Centra] Canada. For this growing indus- 
trial and distribution centre provides an accurate cross- 
section of the buying habits, likes and dislikes of all your 
customers. 


You’ll find, too, that Peterborough’s 352 retail outlets 


Peterborough 


YOU KNOW IT WORKS WHEN YOU TEST IT FIRST! 


The Peterborough Examiner 


CIRCULATION—over 17,500 copies daily. 


are alert, aggressive merchandisers, anxious to work with 
you to test new sales ideas. And you'll get outstanding co- 
operation from the Peterborough Examiner, the one news- 
paper that gives you complete coverage of this rich, year- 
round market. 

Many of Canada’s leading advertisers have found Peter- 
borough to be one of the most sensitive test cities in 
Canada. Ask us how leaders like H. J. Heinz Company, 
Milko, Lyons Tea, Dominion Foils, Red Rose and Blue 
Ribbon proved their campaigns by testing them first— 
in Peterborough. 


Ontario 


ONTARIO— (Continued) _ 


The “SM” symbols mark original, exclu- 


PROVINCES 


Middlesex 
London 

Muskoka 

Nipissing 
North Bay 


Brampton 


Perth 
Stratford. 

Peterborough 
Peterborough 

Prescott 


Prince Edward 

Rainy River 

Renfrew. . 
Pembroke 


Russell 


© SM, 1954. 


POPULATION 
JH, _— 


| Fami- |< A 
lies Sai 
(thou- |Speak 


0894 


NET EFFECTIVE 
SM BUYING INCOME 
ESTIMATES—1953 


-8940)1, 
-1397 


5,939} 


2,931 


1 198), 31 
939)3, 


0798) 987 4,007 


-0647' 5732, 


Dollars 


(add 000) 
173,532 
143,277 
24,370 
45,853 
29,519 


36, 106 
17 ,906 
22,778 
80,524 
52,071 


58,669 
21,676 
13,372 
17,505 

8,927 
38,714 
12,743 


52,010 
26 ,082 
56,776 
48,037 
15,911 


14,350 
19,136 


51,484| 
17,537 


7,238 


ee 


1.1772| 
| 3,206 


-1307 


-1179 
- 1872 


4230) 
-1441) 


-0595' 1,723, 


a 
ily 


3,610 


2,161 


2,277 


3,210 
3,207 
2,566) 


2,432 


3,037 
2,975) 


sive estimates by SALES MANAGEMENT. 


RETAIL SALES— 1953 
BYLD estimates 


33,917 
27 ,564 
6,446 
10,801 
6,479 


7,263 
3,649 
4,979 
18,885) 
12,639 


10,246 
4,466 
2,636 
4,298 
2,393 
8,733 
3,025 


8,321 
4,314 
12,883 
11,271 
2,507 


2,727 
4,708 


11,268) 
3,963) 
} 


1,001 


~ FIVE STORE G OWS 
housands of 


17,716 
14,787 
2,991 
5,523 
2,914 


3,190 


2,651 141 


SALES AND 
ADVERTIS- 


ING 
CONTROLS 


9351) 139 
94 
100 
145 


Before using these * see explanation | page 767. 


COVERAGE 


That's easy 


In U. S. A. — Weed & Co. 


IN TH 


LONDON Market? 


CFPL-radio 


an audience of over 90% of radio homes 


CFPL-Television 


a 100% audience of TV homes within 30 miles radius 


In Canada All-Canada Radio or Television 


SALES MANAGEMENT 


LONDON STEPS OUT 


Free Press Circulation 
Exceeds 90,000 Mark; 
Largest Outside Toronto 


The London Free Press daily average circulation is 
now more than 90,000. 


With circulation almost triple the figures of the 
early ‘thirties, The Free Press is the largest daily 
newspaper in Ontario, outside of Toronto. 


Every day, more than 300,000 persons read this 
growing newspaper, based on the accepted ratio of 3.4 


persons per family. 


IN CANADA, A MUST ON EVERY 
ADVERTISER’S MEDIA LIST! Che London Afi ve t Press 


Westaorin Cnutairio's Pores 


The “SM’’ symbols mark original, exclu: ie ila : 

sive estimates ts by SALES MANAGEMENT. 6) N TA RI o— (Continued ) 
any ae eae oi ‘s 3 SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES—1953 ADVERTIS- 


ESTIMATES BUYING INCOME ING 
1/1/54 JM ESTIMATES—1953 JSM ESTIMATES CONTROLS 


M. 
PROVINCES | | | | FIVE STORE GROUPS | 
Per | Per (in thousands of dollars—add 000 |Qual- 
% Cap- | Fam- ek Sb OP ee eee SSF , Buying | ity 
of ita | ily | Dollars | of | Fam-| | General | Furn.- Auto- Power | In- 
Canada) In- | In- | (add 000) | Canada ily | Food | Mds>. —— | motive Index dex 
| | | | adio | 


Simcoe 8). 3) 10. ,239) ~ 100,686) 8273) 3, 627} 9,146) 3,408) 26,389 2, T3r| 96 
Barrie. 4). ; “1107/1, 368)4, 702) 27,611| 2 | | 5,079) 1, 325) 817] 8,700 2} 1413) 158 
Orillia.......... |. ,413) | .0870/1,117|3,793] 19,780] 1626) 931) 1,858 957] 4,652 9] 1095) 127 
Stormont [G3 5). 9} 48. .3603|1,137'4, 42,438| .3487) 3, ,668} 4,039) 1,977, 9,007 .3549) 101 
Cornwall... 8}. 23, 80 -1403|1,306/5,167] 28,665] 2: | 6, 2,439) 1,665] 6,234) 522]. 1646) 139 
| 
Sudbury..........] £2 4) 8037) 27.6) 40.8] 173,212! s.04eahs cael, 96,793| 506) 26, 14,213; 5,151) 19,728. 1, an 115 
Sudbury 9} .3131 ‘ 71,182) .4296'1,518 6,471 66 ,327| 2 6,23 4,869 16,706 3 4409) 141 


Before using these figures, see explanation page 767. SM. 1954. 


MARKETS ARE PEOPLE WITH PURCHASING POWER 

THE MARKET HAS WELL OVER 100,000 \PEOPLE 

THE MARKET HAS CANADA’S HIGHEST AVERAGE WAGE 
THE MARKET IS A PRIMARY MARKET 


Maximum penetration and maximum results in this PRIMARY market 
can be achieved best with the “near as dammit’ saturate circulation of 


Che Sudbury Baily Star 
NORTHERN ONTARIO'S LARGEST NEwSPapeR *& J. R. MEAKES, Publisher 


@ TORONT AND MONTREA R.W. PEARSON Advt Mar 


MAY 10, 1954 


In the Hamilton Retail Trading Zone... 


83,303 Households 
84,634 Spectators 


Hamilton is the only one of Canada’s five Key City Markets that is completely 
covered by a single daily newspaper . . . without gaps, without duplication! 

The Hamilton A.B.C. Retail Trading Zone includes not only Canada’s most highly 
industrialized city, but also rich slices of some of the nation’s wealthiest farming 
area —- among them the famous Niagara Fruitlands and Norfolk Tobacco country. 
Buying-power indicators show the Hamilton Market to be the richest, man for man, 
of a Canadian Key City market. Through the Spectator you sell the Hamilton Mar- 
ket, man for man, at the lowest cost of any Canadian Key City Market. 

Sources of Figures: Number of households is estimated from 1951 Census. Circula- 


tion figure is “publ li isher’s 3-month average for last quarter of 1953 for A.B.C. Retail 
Trading Zone only. Total average for the quarter was 86,198. 98.2% of the 


r 


Spectator’s Circulation is within the Hamilton A.B.C. Retail Trading Zone. 


The aneteen Spectator 


UNITED STATES REPRESENTATIVES— 
CONKLIN & WOODWARD Inc.—New York, Detroit, Chicago, San Francisco, Los Angeles, Atlanta 


ONTARIO— (Continued) Te mate Sal AMEE 
Soren cap pa , mech SALES AND 


TION NET hh hs RETAIL SALES—1953 — 
PU STIMATES BUYIN 

W 1/1/54 BYLD ESTIMATES 1953 BYD estimates CONTROLS 

PROVINCES a <p yor ane mm) ys teem: pes RY) <> ~ ; ) "FIVE STORE GROUPS — ] 
| Fi Per | Per (in thousands of dollars—add 000) Qual- 
Total | % | French | % |Cap-|Fam-] Net | % | BS. 2: a as SE auving |% ity 
(thou- | of | (thou- |Speak- of ita | ily | Dollars | of | General | Furn.- | Auto- | Power | In- 
sands) | Canada) sands) | ing Canada, In- | In- | (add 000) | Canada) i Mdse. | House- | motive | Index | dex 
| | | come, come Radio | | 


Thunder Bay... . 113.9) .7803| : ; : .8543/1,243 ee : } 2,703 
Fort William... 37.2] .2483] Y : ' ‘ ,061) , 1,694 
Port Arthur 34.0} .2270| . ’ .2664)1, ‘ ,114]  .3296 1,041 
Timiskaming. .... 52.8} .3524 . 3 ‘ ‘ ; 980). , . 1,139 


1,211 
1,119 
8,992 
1,984 
5,291 
9,712 
3,755 
2,689 
1,308 


Victoria. .... 8 = .1929) 
| .0681/ 
.9219 
1375) 
3525) 
.9072 
1669 
1101) 
-0567 | 


we eBiaBes 
wwoe--Soo@® 


4806 
1942! E 

291.1| 1. 9432) 3.1 ’ 282, 819) 2.3238) 3,653 | 3 15,278 
223.7) 1.4933} 61.5 339, 517) 2. sel 518)5,521 254,419) 2. 0904) 14,919 
1,268.3 3.4662) 328.7' 2.8 | 1,991, 401/12. 0172/1, -570'6, 053] 1, 481, 245'12.1705' 4,506 . , 78,049 


Before using these figures, see explanation page 


~ 
@ 


-2921 2,254 


1.9 ? F : | .5074| 3,134 3,211 


Ys 
aow 


Not a REview ... but a PREview 


of next month’s retail sales volume in more than 200 cities. In every first-of-the-month issue SALES MANAGE- 
MENT forecasts what the month’s retail sales will be in leading U.S. and Canadian Cities. We give the sales vol- 
ume, the percentage of change from the same month last year and its relation to the national change for the same 
period. The Survey of Buying Power gives you sales for the latest complete year. In between Surveys, “High- 
Spot Cities” alerts you to changes in the making . . . each month. 


SALES MANAGEMENT 


NO. 4 IN A SERIES __ 


SS RS 


There are only 8 U.S. cities 
with a greater retail sales 

do you know? volume than Toronto, 
Canada (source: Sales 
Management) 


222,000 buyers in every walk 
of life read THE TELEGRAM as aa 
their only daily newspaper 


A recent *survey of Metropolitan Toronto and 
retail trading zone shows that 222,000 people, 
over 15 years of age, read The Telegram as their 
only daily newspaper. 

The Telegram alone can reach this exclusive 
number of prospects (more than the entire popu- 
lation of Des Moines, Iowa.) For maximum 
results in your Canadian advertising, be sure to 
use The Telegram. 


S THE TELEGRAM 


DAILY PLUS WEEKEND 
TORONTO 1, CANADA 


O'Mara & Ormsbee, Inc., 420 Lexington Ave., New York, N. Y. 


640 New Centre Bidg., Detroit, Michigan. 
Wacker building, 221 North LaSalle Street, Chicago, Ill. 


612 South Flower Street, Los Angeles, California. 
Russ Building, 235 Montgomery Street, San Francisco, California. 
W. E. Browning, 1106 Dominion Sq. Building Montreal, Que. 


*Daniel Starch and Staff (Represented in Canada by Gruneau Research Ltd.) 


_ . - — ose sue renenureree 


MORE THAN. 500,000 PEOPLE IN CANADA’S RICHEST MARKET READ THE TELEGRAM 
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1950 Net Effective Buying Income 
we In excess of $150 Million 
FEB 875 mition 10 $1499 Million 
$40 Million to $74.9 Million 
$15 Million to $39.9 Million 
Cities shown are those having net 


Effective Buying Income of $15 million 
and over 


Scole of Mies 
' 


7 300 


One inch Equals Approsmotely 270Miles 


17 PEEL 
18 WELLINGTON 
19 BRUCE 


20 GRLY 
21 DUFFERIN 
22 SIMCOE 


38. CARLETON 
39. DUNDAS 
40 RUSSELL 
41. SIORMONT 
42. GLENGARRY 
43. PRESCOTT 


i! E G 


PROVINCES 


sands) | 


New Toronto. .. 
Leaside 
Weston.... 


174.6! 
2.6 
4.9) 
2.5) 


4. s20a] 
.0774| 
1101) 
0594) 


723.0 
11.6 
16.5 

8.9 


Total Above Cities} 


2,289 4)15.2821) 601.9 


Province Total. . 


4,975.4)33.2121 1,319.4 


The “SM"’ symbols mark original, exclu- 
sive estimates by SALES MANAGEMENT. 


NET EFFECTIVE 


JM 


ESTIMATES 


1,673 
1,628 


1,793 


BUYING INCOME 


|2,670/8 ,991 


6,928 
7, 


6,383 


SALES AND 
RETAIL SALES—1953 ADVERTIS- 


ESTIMATES 
FIVE STORE GROUPS 
(in thousands of dollars—add 000 


ING 
CONTROLS 


) 


of 


1,151,047 
20,841 
17,247 
16,133 


Canada 


Food 


General 
Mase. 


Auto- | 
motive 


9.4575 
-1712 
1417 
- 1326 


173,269 
4,988 
4,426 
3,007 


228 ,988 
304 
306 
213 


202 ,507 
5,618 
4,910 
5,823 


10.4 


Per Capita Sales. 
PorFemty Seles. | 
MANITO 

~ City and Population _ 


(in thousands) 
/— * ee 


County 


....Division 7 
. .Division 13 


Brandon... . 
Dauphin. ... 


3,521, 289/21 .2494 


1, 538)5 , 850) 


3,152,428 25.9017 


38.4023 cae 4,632, 364'38.0613 


620,750 


419,525 


629, 856 


21.4516 


976,155 


978 ,912 


37.7619 


117 
442 


197) 


~ 
+ 742 


189 


: 
9il...... 


6.1.. 


City and Population 


Portage la Prairie 


(in thousands 


County 


Division 6 


City and Population 


St. Boniface 


(in thousands) 


Winnipeg........... 


County 


Division 6 
. .Division 6 


24.2) 


- 1615) 


5.8| 20.8 


-0947 


649/2, 


40.1 9.7 


-1212| 2,541! 


1,810 


3,959 


4,891 


-1160| 72 


15,702 
27,533 
22,203| 


-2677) 
- 1555) 


14.7 
6.5) 13.3 


-1662) 687|2, 
-1340| + 953/3,41 


.2124| 2,665 
-1127| 2,110) 


2,386 
1,708 


2004) 75 
1319) 85 


4,794 
2,856 


23.3 3,552 


13,716 


20,519, .1238|1,324|4, 
53,403, .3223) 978)3, 


15.5 
54.6 


1035 
3645| 


4.5) 2.9 
15.0) 6.5 


12,098 
18,617) 


-0994) 2,688 
-1530| 1,241 


1,627 1,344 161 2,942 -1124) 1098 
5,663 3,951 114 3,979 -2799| 77 


Before using these figures, see explanation page 767. 


The New Look in Quota-Setting—page 40 


SALES MANAGEMENT 


Canada's Second Largest 


Daily Newspaper Circulation 
in Canada’s “Richest Market” 


The Globe and Mail 


TORONTO CANADA 


239,692 Daily 


*TORONTARIO ... o A. B. C. Publisher's Statement, six months ending September 30, 1953 
market where 1/3 of all 


a Soe oe Montreal Office—544 Canada Cement Bidg. 
U. S. Representatives—Shannon & Associates 


sive estimate by SALES MANAGEMENT. MANITOBA -— (Continued) 


SALES AND 
rare | gy SSTEl Sone ramet i 
JM 1/1/54 JM ESTIMATES—1953 GD ESTIMATES CONTROLS 


Map al 
PROVINCES FIVE STORE GROUPS 
Per (in thousands of dollare—add 000) 
Total Dollars Cap- 
(add of | ita ot General =) Auto- 
000) In- Mdse. motive 


Division 6........ 5) 2. .5| 9. 457,206 1,304/4, ; | 4, 106,574 77,675, 
Winnipeg...... 2) 1. . 336, 102 1,360/4, : 102,210 68,913 
PortageLaPrairie : = : 8,169}. 939)3, ,727| 1,076 2,974 
St. Boniface. . 8}. ' 33,312] .2010/1,243/4, 3, : 116 1,327 


F5 5]. -6| 4.6 39,264) . 9243, ° ’ 5,915 ° 10,870 

2 26,354) . 1,198)4, 33,011) . 4,035 ‘ 7,534 
E5 ae 41 17,673) . 8713, 13,622) . ’ 1,868 2,254 
F5 -8| .4259| 16.8) 4.2 69,383) . 1,088/4, 31,507) . ’ ; 1,676 6,002 


Before using these figures, see explanation page 767. 


more people listen to CKRC: 5,000 Watts 
REISE 


STATION “B” 50,000 Watts 
eae 


STATION “C” 250 Watts 


than to any other Manitoba station! | xmmmmmmcs.i%) 


STATION “D” 5000 Watts 
(15.1%) 


5000 WATTS 630 KC. ee 
The above figures are token from a recent 
WINNIPEG MANITOBA es aie a survey of City and Area Listening compiled 


by Elliott-Haynes Ltd. 
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MAN1ITOBA— (Continued) The “SM” symbols 


sive estimates by SALES ES MANAGEMENT, 


TTy ESTIMATES Pe BUYING. INCOME 
JM Bey BY ESTIMATES—1953 


Per 
Fam- 


In- 
come) 


Cap- 

Ita 

In- 
come! 
1,028 

71 , 
714 
820 
750 


10,197) . 784|2, 


$s waa se8 


68,324) . 1,389)5, 


Total Above Cities} , . ‘ 408,939) 2. 1,316}4, : 67,749 


Province Total... -5) 5. le ° 899,803) 5. 1,103)4, ° 112,396 


Per Capita Sales. ees wd 2.2 129 
Per Family Sales : ts be eee, Ase ete, ee 610 


SASKATCHEWAN 


City and Population County City and Population County City and Population 
(in thousands) (in thousands) (in thousands) 
ere eee Division 7 i ae 8 fe Division 6 i eee. Division 8 
North Battleford.... 7.7......... Division 16 : ‘ Se * Uae Division 11 i Se Division 2 
Prince Albert SE Division 15 fe Division 9 


-2490) 10.3) 8.1 ° 866 29,528) . 4,460 
2416 9.4) 6.6 . 31,708) . 3,814 
-0481 1.4 . : 095 13,288) . 1,395) 
-2016) -9} 19.5 ° 52 27,578) . 2,758 


1149 4) 9.4 ° 14,527) . 1,954 
M17 V2.7 . 41,901) . 3,713 
4.2 ° 177,060 

868] 138,026) 1. 16,709} 41,511 


3.2 . 53,313) . 7,423 8,492 
37,360) . 5,243 5,728 
40,836) . 4,693 
16,608) . 1,707 
4,477 . 6,678 
16,930) . 1,860 


27,998) . 6,018 
110,757). 16,114 
84,457). . 12,222 
24,950) . 3,626 


29,908) . 3,925 
50,120) . 9,158) 

246 69,067 11,562 
32,121) . 298) 28,317) . 3,980 


56,252) . 9 37,304) . 7,057 
10,819). - 16,875) . ‘ 1,185 
34,528) . 26,048) . 6,272 
19,956) . } 4,268) . 1,591 


Total Above Cities . ° ; 414,243) 2.46 351,861 69,837 


Province Total... . -3} 5. J -2 | 1,227,492) 7. 841,441 6. 152,957 ’ 16,741 


ALBERTA 


City and Population City and Population County City and Population 


(in er 
Division6 §Edmonton..........185.1.........Division11 | Red Deer........... 9.2.......... Division 8 


. .Division 8 i 25.8 A BE Division 2 He Ec emeerns Division 8 
ici . .Division 1 


11.0) 1.9 53,465| .3226|1,378)/4, 37,521) .3083| 3,411 7, 3,954 ry a .~ 3055| 118 
6,420 
21,249 rz 


176 
634, 


5.5 28,725) .1733)1,596/5,223 23,032) .1892 4,486) 2,587 “1675 139 
21.1) 2.8 99,886) .6028/1,304/4, 85,674) .7039) 4, 15, 9,793 om 4 
7.7 38,088} .2298]1,476/4, 45,686] .3754 7,490) 3,276 11,276 


Before using a one see =a page 767. 


Table of Contents is on Pages 1, 3 and 5 


SALES MANAGEMENT 


The heart of the BOOMING 
Alberta market is open 


to you through pages 


The 
se 8 8 CA L G A RY 
eee HERALD 


liardyce 


350 Bay “Street, Toronto, Ont. utham 


sr ENGLAND 


34 Ludgate Mill, .C.4 Sewing Southern Alberta Since 19 3S 
(N UNITED STATES Conklin & Woodward at New York, Chicago, 
Detroit, Los Angeles, San Francisco, Atlanta, Georgia 
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SALES AND 
7p esrimares gh RETAIL SALES—1953 ADVERTIS- 
JM JM 


ING 
ESTIMATES—1953 GD ESTIMATES CONTROLS 


PROVINCES FIVE STORE GROUPS 
+ S| (in thousands of dollarse—add 000) 


Dollars 
General | Furn.- Auto- 
ing 000) Food Mdse. | House- | motive 


Sneak 
2 


1,653 1,989 3,547) 


4,188 1,964) 6,085 
1,902 1,549 3,175 

. 42,339) 54,650 55, 896 
222,415) 1. d 193,111) 1. 29,928} 41,586 ’ 38,613 


Division 7....... 9. : . 35,275) . 26,081) . 2,549 4,719 7,447 
Division 8... .. 8. . . 83,833 82,454) . ’ 9,204 7,991 27,675 
Red Deer..... ‘ A , 10,086) . 18,203) . 1,820 2,114 , 5,847 
Camrose... .. . : ° 4,830) . 11,592} . 1,554 453 3,572 
Wetaskiwin... .. oC. : 4,477) . 12,460) . 714 1,003 5,851 
Division 9 . ° . 40,959) . ‘ 17,353) . ’ 2,202 4,410 3,786 


Division 10... 2. . 5 62,630) . 34,618) . ’ 3,723 5,574 q ©, 861 
© SM, 1954. 


Before using these figures, see explanation page 767. 


Which provinces showed the greatest gains in retail sales for 


the 1941-1951 period? See “The Sharp Contrasts” and succeed- 


ing paragraphs in the introduction, starting on page 767. 
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ALBERTA, SASKATCHEWAN 
and MANITOBA 


ond over 


2 Cities shown are those having net 
Eflective Buying Income of $15 million! :::2-27>- / 
\ DIVISION 16 


1950 Net Effective Buying Income 
oe In excess of $150 Million 
$75 Million to $149.9 Million 


Ere] $40 Million to $74.9 Million 


FES] $15 Million to $39.9 Million 


Scole of Miles AlBERT A 
$0 100 200 . SASKATCHEWAN manitos 


‘One inch Equals Approsimotely 230Mdes 


A L B E R T A —_— (Continued) — The “‘SM'’ symbols mark original, exclu- 


ee ON : ___ sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES—1953 ADVERTIS- 


ESTIMATES BUYING INCOME ING 
1/1/54 JM ESTIMATES—1953 JM ESTIMATES CONTROLS 


PROVINCES ow" ee ; FIVE STORE GROUPS 
i thousands of 


% (in t! dollars—add 000) 
French 


lars y Cap- | Fi 
Speak- of | Fi General | Furn.- Auto- 
ing 000) Food Mdse. 1~ 4 motive 


Division 11 . ° 69.4) 6.8 ’ . ’ ’ ’ . , 42,518} 65,067) 10,752) 62,882 
Edmonton . 23 51.6 73, -6478}1 ,475)|5, 29: 1. 31,257} 51,469 8,859) 49,030 
Division 12 . ° ° ° ° . 1,151)3, ° ’ 1,893 2,431 68 2,331 


Division 13...... 5 : : A ° 921/3, . ’ 1,259 4,261 141 3,940 
Division 14.... 3}. : ° ¢ : 970)3, . ’ 2,481 7,542 559 7,814 
Division 15. . 23.3) . - . ’ ° 764 . ° 1,779 3,153 227 3,868 


Division 16. 4.5) . ° ‘ 29,503) . 855 ° 7 1,437 5,563 345 7,208 
Division 17.. 12.4) . } . . 5,365) . 433 ° 83 1,470 49 159 


Total Above Cities 384.0) 2.563: . 581,687) 3.5101|1,515/5, 530,987) 4. 77,249) 102,488) 22,445 : 10,722 


Province Total... 1,018.0) 6. . -0 | 1,266,692) 7.6439|1,244/4,462] 986,670) 8. 3,475) 141,824) 186,080) 31,455 , 20,523) 


Per Capita Sales. oa - Re ivaccceciesed 139 183 31 
Per Family Sales. AS 3,475). : 500 655 111 


BRITISH COLUMBIA 


~ City and Population = County City and Population County City and Population 
(in thousands) (in thousands) 
Division 4 New Westminster... 30.0 Division 4 Prince Rupert....... 8.7.. ...-Division 9 
. Division 6 Penticton.... ; 7 . .Division 3 ,.  -ATPRR RSS Se .. .Division 2 
Division 3 Port Alberni : . .Division 5 Vancouver... ~~ « ee .. .Division 4 
Division 5 Prince George... wae . .Division 8 J js .... Division 3 
Division 2 Victoria. . . . &.0.. . .Division 5 
Before using these figures, see explanation page 767. © SM, 1954. 


Table of Contents is on Pages 1, 3 and 5 


SALES MANAGEMENT 


@ THIS LITTLE ADVERTISER 


@ AND THIS BIG ADVERTISER 


Both Sell Through The Columns Of 


THE EDMONTON JOURNAL 


Which Every Day Places The 


@ SALES MESSAGES OF HUNDREDS 
@ BEFORE THE EYES OF THOUSANDS, IN THE 


LARGEST TRADING ZONE 
SERVED BY ONE NEWSPAPER 


ANYWHERE IN CANADA 


q @ Net Paid Circulation Now in Excess of 90.000 a 


The “SM’’ symbols mark original, exclu- : 
sive estimates by SALES MANAGEMENT. BRITISH COLU MBIA — (Continued) 
7 Pale ~ | SALES AND 
POPULATION NET EFFECTIVE RETAIL SALES—1953 ADVERTIS- 
@y ESTIMATES SM BUYING INCOME SM ING 
-. 1/1/54 ESTIMATES—1953 ESTIMATES CONTROLS 
jap 
PROVINCES FIVE STORE GROUPS 
Per (in thousands of doilars—add 000) 
Total % French} Dollars % | Cap-| Fam- 


oO 
(thou- | of k-] (add of ily | Dollars | of General | Furn- ) Auto- 
sands) | Canada 000. In- | (add 000) | Canada Food Mdse. | House- | motive Index 


rots 


come Radio 


~! 
In- 

dex 

Division 1....... 28.8) .1923 x d d ,452/5,099 25,254) . 5,825 4,365 537 6,276 -2269| 118 
Division 2. . 62.0) .4139 A z y d ,443/4,916 51,402) . 11,659 9,400 2,578) 11,845 -4795| 116 
‘ 6.9} .0461 ‘ F . 3,953 13,926} . 2,469 1,363 796 5,126 -0710) 154 

11.7} .0781 . . . 5,202) 16,230) . 3,406 2,388 1,174 4,009 -1090} 140 

82.9} .5533 J x . 2,619 70,692) . ; 16,712 7,312 1,700; 19,057) 1, -4745) 86 

, 8.7) .0581 , ‘ 3,0 14,249) . 2,799 1,148 689 3,125 -0691) 119 

Penticton..... 10.7; .0714 : ‘ 3,236 14,147) . 3,173 1,130 374 4,310 .0774| 108 

Vernon....... 8.0] .0534 - d 2,937 14,360) . 0 2,221 1,264 394 4,792 97 .0647| 121 

Before using these figures, see explanation page 767. © SM, 1954. 


A Sixty Million Dollar Share of B.C.’s Billion Dollar Market 


BRITISH COLUMBIA’S SECOND MARKET 


West Kootenay (Division 2) 


After Vancouver and the Island, Division 2 is: 
SECOND in Effective Buying Income SECOND in Per Capita Income 
SECOND in General Merchandising Sales SECOND in Furniture-Household-Radio Sales 


You reach 63% of all radio homes in this growing market every day with CJAT 


Radio Station CJAT, Trail, British Columbia 


Represented in Canada by All-Canada Radio Facilities Lid.—in the U. S. by Weed and Company 


MAY 10, 1954 


IsT NEWSPAPER 
IN THE WEST 


SUN: First in Circulation 


The Sun’s daily circulation of 190,000 is 60,000 greater than that of the second 
Vancouver paper. 


First in Coverage 


in Vancouver City, 81% of all families are covered by the Sun. In the Van- 
couver Metropolitan area, the Sun covers 75% of all families. 


First in Advertising Lineage 


Last year the Vancouver Sun carried 4,486,104 more lines of advertising than 


‘Che Vancouver SU i‘ 


TORONTO — C. M. PEARSON, Star Building MONTREAL — R. C. BOYD, University Tower 


BRITISH COLUMB1!IA— (Continued) _ The “SM” symbols mark original, exclu- 


iginal, 
sive estimates by SALES MANAGEMENT. 


SALES AND 

a 2 ag + ps SO RETAIL SALES—1953 ADVERTIS- 
EST! 

JM JM 


JSAM ING 
1/1/84 ESTIMATES—1953 ESTIMATES CONTROLS 


PROVINCES 


FIVE ST iPS 
Fami- Per (in thousands of dollars—add 000) 
lies {French Buying 
(thou- | Speak Dol! General Auto- Power 
sands) | Food Mdse. motive Index 


Division 4....... 0} 4. 209.7) 3. ° ’ 132,101) 139,416 171,134 5.5630 
Vancouver -1j 2. A A ‘ 76,383) 113,003 . 126,610) 3.4931 
New Westminster oOo. 8.7 y ° . . 10, 196 7,872 . 13,645 -3009 
Chilliwack. ..... . = 1.7 . A . 2,288 1,730 4,730 -0702 
68.5) 2. ’ ° ° 41,461; 42,585 44,587 
3.6 2,169 3,502 7,290) 
17.0 15,198} 22,441 21,726 
2.4 1,270) 2,933 2,697 
‘ ° ° ’ ° ° 8,715) 7,144 

2.5 A 1,680 3,349 


5.1 


6,365 1,189 1391) 110 
° . . ° 6,781 1,263) 10,953 -2757| +92 
1.3 . F ’ ’ ° a 1,176 1,106 3,912 26 -0549) 172 
5.3] 3. ° . ° 3,495 858 2,959) -1547| 108 
2.6 ‘ '. J : 1,201 767 2,056 3 -0827| 142 


Before using these figures, see explanation page 767. 


INDUSTRIAL DATA FOR ALL U. S. COUNTIES 


Industrial data for all U. S. Counties—not just the leading 100—are available on IBM Cards. 


Address Market Statistics, Inc., 432 Fourth Avenue, New York 16, Phone MUrray Hill 4-3559. 


SALES MANAGEMENT 


“PROVINCE” Families Spend More 


Because They Have More 
and 
“PROVINCE” Families are Growing in Numbers 


Look at this Record 


A.B.C. Sept. 30, 1952-104,757 | ,. 
A.B.C. Sept. 30, 1953-124,043 | Gain of 18.47 


March, 1954, average was over 133,000 daily 


The “Province” circulation has always consisted of better than 
average income homes—and now they are increasing rapidly 
in number. To do a complete selling job in Vancouver and its 


Retail Trading Area, the important 46% covered by The 
Province is a must. 


THE VANCOUVER PROVINCE 


Canada’s Fastest Growing Newspaper 


ALL SURVEY DATA are available on IBM cards at nominal cost. These cards, as well as 
IBM listings of data in the "Survey of Buying Power", regrouped according to your sales 
territories, may be obtained from Market Statistics, Inc., 432 Fourth Avenue, New York 16, 
N.Y., Phone MUrray Hill 4-3559. 


MOF NATIONAL ADVERTISERS USE CKWX 


than any other station in British Columbia 


CKWX VANCOUVER 3000 waits 


Ist IN CANADA'S 3rd MARKET 


REPS: Weed and Company 
All-Canada Radio Facilities Limited 


MAY 10, 1954 


BRITISH COLUMBIA 


1950 Net Effective Buying income 
BBB 2 0xcoss of $150 milion 
BEB 875 nition 10 $149.9 Million 
$40 Million to $74.9 Million 


$15 Million to $39.9 Million 


Cities shown are those having net 
Effective Buying Income of $15 million 
and over 


BR IT ISH_ Cc OLUMB | A = (Continued) The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT. 


SALES AND 
POPULATION NET EFFECTIVE | RETAIL SALES—1953 ADVERTIS- 
BYP 11/54 JSM 


ING 
ESTIMATES—1953 SM ESTIMATES CONTROLS 


PROVINCES 


FIVE STORE GROUPS 
Fami- (in thousands of dollars—add 000) 
Total % lies |F h D Net 
(thou- of | (thou- Dollars General | Furn.- Auto- 
sands) | Canada| sands) (add 000) Food Mase. ~ 4 motive | Drug 


16.3) 1088) 4.7) 7. j . 1,412] 13,506 1,460] 2,963 66} 5,032) 221 


pense tenes 161.2) 791,534 4,910] 851,131 131,378} 162,831) 40,051) 207,377 19,000) 5.1919 


—— 


1,249.7) 6.3421) 368.9 3.6 | 1,560,181 248)4, 1,219,481 ’ 236,387) 231,397) 47,085) 280,176 


| esol ; es ar EY ae 189 185 x 224 
Per Family Sales 4. eee : 


3,306]..... é 641) 627; 128 759 : 
Before using these figures, see explanation page 767. 


© SM, 1954. 


COPYRIGHT 


Copyright Notice and Rights to Further Reproduction. The exclusive estimates of population, 


Effective Buying Income, retail sales, buying power index, farm income and value added by 
manufacture are fully protected by copyright. ‘ 


Permission to reproduce this Survey of Buying Power data in printed form, in whole or in 


part, may be granted only through written request to SALES MANAGEMENT, INC. 
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INDEX TO ADVERTISERS 


ADVERTISER 


Abilene (Tex.) Reporter-News 

Advertising Checking Bureau 

Akron (Ohio) Beacon Journal 

Albany (N. Y.) Knickerbocker News 

Albany (N. Y.) Times-Union 

Alexandria (La.) Daily Town Talk. . 

Allentown Pa) = Chronicle 

Altoona (Pa.) 

Amarillo (Tex. ) ee & Globe-Times = 

American Airlines, Inc. 

American Broadcasting Company 37 

American Home ie 3 

American Weekly ; 

Amsterdam (N. Y.) Evening 
Recorder .. 

Anderson (Ind.) Newspapers 

Appleton (Wis.) Post-Crescent 

Appliance Manufacturer 

Architectural Record 

Arkansas Gazette .. 

Asbury Park (N. J.) Chamber of 
Commerce .. : 

Asbury Park (N. J.) Pre: 

Asheville (N. C.) Citizen & Times 

Athens (Georgia) Banner-Herald 

Atlanta oy Chamber of Commerce 

Atlanta (Ga.) Journal & Constitution 

Atlantic City (N. J.) Press 

Auburn (N. Y.) Citizen 

Augusta (Georgia) Chronicle- Herald 

Augusta (Maine) Kennebec Journal 


Bakers Weekly ; 

Baltimore (Md.) News-Post 

Bangor (Me.) Daily News 

Barre (Vt.) Times ae 

Barrington Associates, Inc. 

Baton Rouge (La.) State Times— 
Morning Advocate 

“~~ Barton, Durstine & Osborn, 


"190-191 


“ae ‘ foe 
Battle Creek (Mich.) Enquirer & 
News 
Beaumont (Tex.) Enterprise-Journal 
Beaver Valley (Pa.) Times 
en ley (W. Va.) Post-Herald 
ve. (N. J.) Evening Record 

Berkshire (Mass.) Evening Eagle 
Bethlehem (Pa.) Globe-Times 
Better Homes & Gardens 
Better Living 
Biddeford (Me.) ) Journal 
Billings (Mont.) Gazette 
Binghamton (N. Y.) Press 
Birming Committee of 100 
en _— News— 

Post-Heral 
John Blair & catia 
Bloomington (Ill.) Daily Pantagraph 
pees S Shoe Recorder 2 

ichigan Newspapers 

Boston Globe ‘is 
Boston Herald—Traveler 
—— Record- — 


Bridgeport meg ) Post-Telegram 

Bridgeton (N. J.) Evening News 

Bristol (Conn.) Press 

Buffalo (N. Y.) Courier Express 

Buffalo (N. Y.) Evening News 

we Grocery & Drug Index 
gton (N. C) ) Giants of 

mmerce 
Burlington (Vt.) Free Press 
Butte (Mont.) Daily Post 


CFCF Dieatred 
CFPL 


ndon) 
CHRC (Quebec) 
CJAT (Trail, B. C.) 
CKAC (Montreal) 
CKCV (Quebec) 
ph (Manitoba) 
CKWX (Vancouver) , 
ay (Alberta) Herald 
Camden (N. J.) Courier-Post 


810 


ADVERTISER 


CBS . 
Canton (Ohio) Repository. 
Catholic Universe Bulletin 
Cedar Rapids (Iowa) Gazette 
———- (S. C.) Post, News and 


éheieins (w. Va. ) Gazette 
Charlotte (N. C.) Observer 
Chicago American 
Chicago Sun-Times 
Chicago Tribune . 
Chilton Company 
Christian Science Monitor 
Cincinnati Enquirer 
Cincinnati Post 
Cincinnati Times-Star_ 
Claremont (N. H.) Daily aes 
Cleveland News .. 
Cleveland Plain Dealer .. 
Cleveland Press 
Columbia Pacific Radio Network 
Columbia (S. C.) Record and The 

State . 
Columbus (Ga. ) Ledger-Enquirer 
Columbus (Ohio) Dispatch 
Consolidated Consumer Analysis 
Corning (N. Y.) Leader v 
Corpus Christi (Tex.) Caller-Times . 
Curtis Publishing Co. 

120A, B, C, D, E, F, G, H 


Daily Oklahoman & Times 
Dallas Chamber of Commerce 
Dallas Morning News 
Dallas Times Herald . 
Danville (Ill.) Commercial-News 
ee hatte Democrat and 

Daily T ; 378 
Dayton (Ohio) News—Journal Herald 586 
Deland (Fla.) Sun-News Ya _ 
Delaware State News 303 
Dell Publishing Company 208A, B, : 2 
Denver Post 
Des Moines (Iowa) Register ot sr7 
Detroit Free Press .... 2 
Detroit News ..... = 
Detroit Times 
Dubuque (Iowa) Telegraph-Herald 382 
Duluth (Minn.) Herald, News- 

MN i ot a at « 

Durham (N. C.) Herald & Sun 
East Hartford (Conn.) Gazette 
Easton (Pa.) Express .. 636 
Eau Clair (Wisc.) Leader & r & Telegram 749 
Edmonton (Alberta) Journal ees | 
Elizabeth (N. J.) Daily Journal 
Elkhart (Ind.) Truth ee 
Elmira (N. Y.) Star-Gazette & 

Advertiser . . 525 
El Paso (Tex.) Times & Herald-Post 691 
Endicott (N. Y.) Daily Bulletin .... 52 
Erie (Pa.) Dispatch .. . 
Erie (Pa.) Times .. . 
Eugene (Ore.) Register-Guard 
Evansville Committee of 100, Inc. 
Evansville (Ind.) Courier and Press 
Fall River (Mass.) Herald News 
Family Circle . 


Ferber Pen Corp. 
First 3 Markets Group 
Floor Covering Profits 
Florence (Ala.) Media... 
Florida State Industrial useenenue 
Division . \e 
Florida Times-Union 317 
Fort Lauderdale (Fla.) Daily News 308 
Fort Wayne (Ind.) Newspapers, Inc. 359 
Fort Worth (Tex.) Chamber of 
Commerce 
Fort Worth (Tex.) Star-Telegram 
Fountain & Fast Food 
Frankfort (Ky.) State Journal .. . 
Fresno (Cal.) Bee 


ADVERTISER Page 


Gary (Ind.) Post-Tribune ... 944 

Gastonia (N. C.) Gazette ae 
General Outdoor Advertising 

342, 404, 470, 480, 486, 534, 672 
Gilman, Nicoll & Ruthman 

176A, B, C, D, E, F 

Gloucester (Mass.) Times _ - 430 

Gloversville (N. si Leader- oe 


i . & 
Grand Rapids (Mich ) Herald .... 448 
Grand Rapids (Mich.) Press ....... 451 
James Gray Inc. .. 88 
Greater New Orleans 407 
Green Bay (Wisc.) Press- Gazette _. 746 
Greenfield. (Mass.) Recorder-Gazette 431 
Greensboro (N. C.) News & Record 
216A, B, C, 217, 219, 221, 223, 
225, 227, 229, 3 , 553, 554, 
557, ” 561, 562, 565 
Greenville (S. C.) News—Piedmont . 656 
Grit Publishing Company ......... 10 
Grocer-Graphic . 144-145 


Hagerstown a Herald-Mail 420 

Halifax (N. S.) Chronicle-Herald 785 

Hamilton (Ontario) Spectator . 

Hammond (Ind.) Times ; 

Hampshire Gazette (Northampton, 
Mass.) . : 

Hardware Age 

Hartford . ) Courant . 

Hartford (Conn.) Times 

Haverhill (Mass.) Gazette 

Hearst Advertising Service 

Herkimer (N. Y.) Telegram 

High Point (N. C.) Enterprise 

Holyoke (Mass.) Transcript-Telegram 

Honolulu Advertiser ... 

Honolulu Star-Bulletin 

Schuyler Hopper Company 

House Beautiful : 

Houston (Tex.) Chronicle 

Houston (Tex.) Post. 

Huntington (W. Va.) ‘Advertiser & 
Herald-Dispatch .. 

Hutchinson (Kans.) News-Herald 


Idaho Falls Post-Register 
Illinois State Journal and Register 
India Rubber World es 
Indianapolis Star & News 
Industrial Equipment News 
International Business Machines 


Jacksonville (Fla.) Committee of One 
Hundred 3 


Jacksonville (Fla.) Journal | 

Jamestown (N. Y.) Post-Journal 

Janesville (Wisc.) Gazette 756 
Jann & Kelley, Inc. 176A, B, C, D, E, F 
Jefferson City (Mo.) Post-Tribune _ 478 
Johnson City (Tenn.) Press-Chronicle 676 
Joplin (Mo.) Globe & News-Herald 481 
at (Oklahoma) .. 

KANG-TV (Waco, Tex.) . 

KANS “(Wichita, Kans.) . 


KBIG (Hollywood, Cal. 
KCEN-TV (Temp 


KCMO-AM & TV (Kansas City, Mo) 


KDKA (Pittsburgh) 

KDTF{ (Dubuque, Iowa) : 
KDU3S-TV (Lubbock, Tex.) ee. 
KFDX-TV (Wichita Falls, — 


KERO-KERO-TV (California) 
KEX (Portland, Ore.) . 

KFBI (Wichita, Kans.) 
KFBK (Sacramento, Cal.) 
KFDM (Beaumont, Tex.) 
KFH (Wichita, Kans.) . . 
KFJZ (Fort Worth, Tex.) 


SALES MANAGEMENT 


ADVERTISER 


KFOR (Lincoln, Nebr. 
KFPW (Fort Smith, 


KGEO-TV (Enid, Okla.) 
KGGM-TV Assyeous, F N. Suan 
KGMB (Honolulu) ... 

KGNC ae Tex.) 

KHBC (Hi 

KLYN eis. Tex.) 

KMA (Shenendosh, Iowa) 


KOA-KOA-TV eee 
KOH (Reno, Nev.) . 
KOPO-TV (Tucson, Ariz.) . 254 
KPHO-AM & TV ‘TV (Phoenix, Ariz.) 136-137 
KPQ (Wenatchee, ieee ‘ 734 
a _ (Pittsburgh) 
'V (Weslaco Tex.) . 
KRIS KRIS (Corpus Christi, Tex) 
KRNT (Des Moines) .. 
KSD-TV (St. Lois) 
KSEL (Lubbock, Tex.) 
KSL-KSL-TV (Salt oy Be City) 
KSTP-TV (Minneapolis) ... 
KTHS (Little Rock, Ark.) 
KTHT (Houston, Tex.) 
KTUC (Tucson, Ariz.) 
KTUL (Tulsa, Okla.) 
KTVO (Oklahoma City) 
KVOO (Tulsa, Okla.) . : 
KWFT (Wichita Falls, Tex) me 
KWG (Stockton, Cal.) . 
KWKH (Shreveport, La.) = ee 
KWTV Co City, Okla.) .... 
wd (El Centro, Cal.) 
KYW (Philadelphia) 
Kankakee (Ill.) Daily Journal . 
Kansas City Star 
Kelly-Smith Comm, Inc. 


5, oe ca oo 
Kenosha (Wisc.) M arty 752 
Keystone Broadcasting System, Inc. 181 
Kilgore (Texas) News ~— 6 
Kleen-Stik Products, In 42 
A. H. Kuch 1764, B, C.D, E, F 


Lafayette (Ind.) Journal & Courier 367 

La Ferme (Montreal) 772 

Edward Lamb Enterprises Inc. 

Lansing (Mich.) State Journal . 

La Patrie (Montreal) __. 

La Presse (Montreal) .. oe 

Lawrence (Mass.) Eagle-Tribune 

Lebanon (Pa.) Daily News .... 

Le Droit (Ottawa) 

Le Nouvelliste (Trois-Rivieres) 

Le Soliel L’Evenment-Journal 
(Quebec) 

| (Ky.) Herald-Leader 


3rd Cover 

Lima (Ohio) News . 592 
Little Falls (N. Y.) Times .. 529 
Locally-Edited Gravure Magazines 155 
London (Ontario) Free Press . 797 
Long Beach (Cal.) Chamber of 

Commerce 
Long Beach (Cal.) Independent— 

Press-Telegram 
Longview (Texas) Daily News 
Los Angeles Examiner ....... 
Los Angeles Herald- Express ; 
Los Angeles Times regs 
Lorain (Ohio) Journal 
Louisville (Ky.) Courier-Journal 
Lowell (Mass.) Sun : 
Lubbock (Tex.) Avalanche- Journal 
opens § (Va.) News & seid 


701 
717, 718 
463 


MacLean-Hunter Publications _... 
Macon (Ga.) Area Development 
Commission 


Macon (Ga.) Telegraph and News 
Madison (Wisc.) Newspapers, Inc. 
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ADVERTISER 


Manchester (N. H.) Union-Leader . . 
Mansfield (Ohio) News-Journal _... 
Market Statistics, Inc. .......... 6, 32B 
Marlboro (Mass.) Enterprise-Hudson 


Sun & 
Mason City (lows) « Globe-Gazette . = 
cCall’s 1 


Mechanization, Inc. 

Melbourne (Fla.) Times .... b 

Memphis (Tenn.) Press-Scimitar— 
Commercial Appeal 

Meredith Stations .. 

Meriden (Conn.) Record- Journal a. 

Miami (Fla.) Daily News es," 

Miami (Fla.) Herald = 

Middletown (Conn.) Press ... 

Midwest Farm Paper Unit . 

Milford (Mass.) Daily News 

Milwaukee Journal . 

Milwaukee Sentinel 

Minneapolis (Minn.) Star & Tribune = 

Mobile (Ala.) Press Register aa 

Modern Railroads .. 

Modesto (Cal.) Bee 4h) 

Moloney, Regan & Schmitt, Ine. 

176A, B, Cc, 

Monroe (La.) News-Star & World 

Montgomery (Ala.) Advertiser . 

Montreal Gazette 

Montreal Matin 

Montreal Star .. 

Mt. Washington (N. ‘#H) TV-Inc. 

Muncie (Ind.) Star-Press 

Mutual Broadcasting System . 

Mutual Don Lee meena 
System .... 


NBC-TV ... 

NBC Western Radio Network 

Nashua (N. H.) Telegraph 

Nashville (Tenn.) Banner & 
Tennessean 

National Geographic Magazine — 

National Petroleum News .... 

Newark (N. J.) News .... 

Newark (N. J.) Public Service 
Coordinated Transport 

New Bedford (Mass.) Standard Times 

New Britain (Conn.) Herald 

New Brunswick (N. J.) Daily Home 
News its 

Newburgh- Beacon (N. Y.) News 

Newburyport (Mass.) News 

New Kensington-Arnold (Pa.) 
Dispatch . 

New London (Conn.) Day 

New Orleans (La.) Item ..... : 

New Orleans (La.) Times-Picayune 

Newport (R. I.) Daily News .... 

Newport News (Va.) Press & Times 

erald : 

New York Daily News 

New York Journal-American 

Niagara Falls (N. Y.) Gazette es 

Norristown (Pa.) Times Herald ..... 
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Chicago Tribune total advertising 
revenue, 1946—1953 


1946 
$29,000,000 


1947 
$36,000,000 


1948 
$42,000,000 


1949 
$43,000,000 


'1950 
$47,000,000 


1951 1952 
$51,000,000 $55,000,000 


1953 
$58,000,000 


DVERTISERS in 1953 placed over $58,000,000.00 
A in advertising in the Chicago Tribune. This 
was more than they placed in all other Chicago 
newspapers combined. It was the largest advertising 
investment ever placed in any newspaper in any year! 

When advertisers of all kinds—large and small, 
national and local, display and classified—record 
such outstanding preference for one newspaper, it 
must be because it has the basic qualities which pay 
off best. And highlighted by this advertising volume 
—more than $1,000,000.00 a week—are the tremen- 
dous sales opportunities presented by Chicago 
Tribune readers. 

With hundreds of thousands more circulation than 
any other Chicago newspaper, the Tribune is the 
primary buying guide for the families who do the 
bulk of the buying in this important market. They 
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are the families whose buying action will make your 
‘Chicago advertising investment pay greatest 
dividends. 

When you think of the millions of transactions the 
$58,000,000.00 investment in the Tribune represents 
and the billions in retail sales which make it possible, 
are you Satisfied that your advertising plans will 
produce all the business you can get? 

To get more sales now and to build a stronger 
market position in the competitive months ahead, 
build your promotion program around the Tribune. 
A Tribune representative will be glad to supply the 
facts on which to base your plans. Why not ask him 
to call? 
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